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KON -ITE presents 
THE PERFECT PLASTIC 
WATCH STRAP 


V 


Lasting smartness, long wear, 
and a new measure of comfort! 
BACKED WITH LEATHER. 
for your protection against skin 
irritations which are often caused 


by plastic straps. 





Leather backing permits the skin 
to breathe, prevents the strap 
from sticking to the wrist. 


Combining 
the WEARABILITY of Plastic 
with the COMFORT of Leather 


Twist it, crease it, scratch it—it will never crack, 
peel or scuff. It’s flexible, to allow full freedom of 
wrist motion, but it will not stretch out of shape. 
And it is leather backed for skin comfort. Style 6-P, 
shown, is available in high lustre or dull finish. 
Made only by A. SAUER & of oe Cincinnati 2 
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SPEAKING OF 


APA DIONNE may be justly 

proud of his quintuplet daugh- 
ters, but unless he gets them all jobs 
in the jewelry business he won’t be 
able to compete with D. C. Williams, 
Albion, Ill., jeweler. 

The father of five sons, Mr. Wil- 
liams introduced his offspring to 
the trade while they were still 
young by having them learn the 
business after school, on Saturdays 





and during vacations. With the ex- 
ception of one “renegade,” all are 
now employed in jewelry stores. 
And even the black-sheep stayed 
quite near the fold: he’s Roger Wil- 
liams, formerly a jewelry-store 
salesman, now studying optometry. 

According to Richard, the second- 
eldest son, father Williams taught 
the lads the jewelry business as a 
preparation for life, not because he 
needed assistance. “I don’t think any 
of us have regretted it, either,” he 
adds. 

The Williams quintet, now spread 
apart a bit, shapes up like this: 

Robert, the oldest, recently re- 
leased from the Army, is studying 
optometry and blackening the fam- 
ily tradition; 

Ralph, the “non-writing” Wil- 
liams, is employed in a jewelry store 
in Lima, Ohio; 


FOR May, 1946 


THE 


JEWELRY TRADE 


Richard, also just released from 
the Army, is employed by the E. 
K. Resoner Jewelry Co., Crawfords- 
ville, Indiana; 

E. L, Williams (only one of the 
sons whose name does not begin 
with the letter “R’’) is:the owner 
of a jewelry store in Metropolis, III., 
and 

Robert, the youngest son, remains 
with his father in the “Williams 
Family Jewelry Training School” 
store, in Albion, III. 

Incidentally, does anyone know of 
a family of siz sons, all in the retail 
jewelry business? If not, the Wil- 
liamses cop the pennant. 
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HERE are always people who 

like to check up on proverbs: 
the classic concerns the fellow who 
took thousands of fresh peas and ex- 
amined them to see if any two in a 
pod were really alike. Unfortu- 
nately, his conclusions were never 
published. 

However, Harry N. Wolfe, head 
of the diamond department of Wm. 
E. Phillips Co., Los Angeles, Cal., 
decided to do some checking on an- 
other proverbial matter: the carat. 
He realized that the term arose 
either from the use of the seed of the 
Carob tree (mentioned in the Bible), 
or from the Arabian Quirat, a bean 
also used in weighing. Therefore, 
he wanted to discover if these seeds 
actually did weigh a carat or if 
everyone had been away off base 
these many years. 


Jewelers 


Circular. 
hey stone 


May 1946 


A session with a diamond scales 
concluded the research. Taking five 
carob seeds from the same pod, Mr. 
Wolfe and Milt Forrest, Phillips ad- 
vertising manager, discovered that 
the seeds did, in truth, weigh just 
about a carat each. 
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E saw, in our morning tab- 

loid, a picture of Vivien Leigh 
who appears in the forthcoming 
British. production “Caesar and 
Cleopatra.” 

“H-m-m,” we said to ourselves. 
“Wonder if the picture includes the 
scene wherein Cleo drops a pearl in 
a glass of wine and then drinks it?” 
Figuring that we’d have some ma- 
terial either way, since if the scene 








were included we could rant and 
rave about the impossibility of the 
thing, and if it didn’t appear we 
could pat the movie industry on the 
back for sticking .to the facts, we 
called up United Artists. 

The man in the U.A. press de- 
partment was really startled when 
we asked if Cleo drinks a pearl in 
the picture. “What?” he exploded. 
“How the hell would I know?” 
Then his attitude softened (after all 
we were the press) and he asked for 
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“PETTY POOL IS THE MOST POPULAR FELLOW IN TOWN SINCE 
HE STARTED GETTING SOME PARKER “SI'S” AGAIN” 


HE PARKER PEN COMPANY 


JANESVILLE, WISCONSIN 


al 
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our name. Said he'd send us some 
tickets for the premiere and we 
could see for ourselves if Egypt's 
queen swallows a pearl like an as- 
pirin. ° 

Report forthcoming shortly. 


o © 
MHE E. Ingraham Co., Bristol, 


, Conn., manufacturers of inex- 
pensive clocks and watches, main- 
tains a file of curious letters sent in 
by people who swear by the firm’; 
product. Many of the letters are 
wonderful and surpass all advertis- 
ing copy-writers’ efforts for etfect. 

One man, for example, wrote in 
asking that the firm manufacture a 
non-electric clock which would tell 
not only the time but, also, the day 
of the week. Said he: “I live away 
in the mountains where each day is 
like the other, and every now and 
then I had to go half a mile to my 
nearest neighbor to ask what day it 
might be. Later I arranged to buy 
seven eggs each week from my neigh- 
bor. I don’t like eggs, but I have to 
eat one every morning to know what 
day it is.” 

Another character apparently hit 
on the principle of perpetual motion. 
He wrote: “About 1927 I bought an 
eight-day clock of your make. Some 
time back I was winding it and the 


mainspring let go. It tore the works 





00 Years Ago This Month 


Excerpts from THe Jeweters’ CircuLar 
weekly during May, 1896. 


——L. Henise, York, Pa., jeweler 
has a novel way of advertising. 
Having cut his dog’s hair close for 
the warm weather, he has inscribed 
his name and business on its side 
and back in red ink, and turned it 
loose in the streets. 


————Latest inventions: a servi- 
ette holder consisting of a strip of 
intermedi- 


flexible material 
Lf: 
ate portion of 


provided at 
each end with 
its length with retaining hooks. 


hooks and at an 





——Moustache combs and 
brushes are mounted in Roman 
colored gold. 


———Women cyclists are inter- 
ested in the silver equipments fur- 
nished for their use, including 
clips and bar handles and oil can 
of decorative appearance. 





loose from the housing, threw the 
sprockets on the floor and bent the 
remaining 


ones. I gathered the 
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And that, Jepson, is what | meant by sales technique!" 


parts together, reassembled them 
and in doing so left out one piece of 
metal. I wound it up and it runs 
indefinitely without winding. | 
thought you would like to know 
about it. This is no fraud. I will 
give you the privilege of sealing it 
in glass to prove that I am telling 
the truth. It is a perpetual clock.” 

The most interesting letter, prob- 
ably, was from a man with a real 
problem. He likes to visit Uncle. 
Says he: “I should be glad if you 
would let me know when it will 
»gain be possible to buy one of your 
I have an old one, but fig- 
ure it should be replaced. If I pay 
more for a watch I hock it. And In- 
grahams are reliable and non-hock- 


able.” 


watches. 
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EPARTMENT of interesting 
but trivial information: 

In 1863 the Indianapolis, Ind., 
town council appointed a “winder of 
the town clock.’’ His name? 
Thomas B. Hand. 
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HE owner of a small jewelry 

store in Detroit, Mich., closed 
up shop recently, and stepped out 
for a bite to eat. The meal cost him 
exactly $365. While he was gone 
thieves broke into the store and 
cleaned out the showcases. 

The all-time high for expensive 
meals, however, was a cheese sand- 
wich which cost an Oakland, Calif., 
jeweler $12,000 back in 1921. Like 
the Detroit jeweler, he closed up to 
satisfy his hunger and slipped into 
an eatery a few doors away. The 
cheese sandwich was down on the 
menu at 10 cents. He took it. When 
he got back to his shop he took in- 
ventory and added $12,000 more to 
the dime the sandwich cost, since his 
place had been looted. Total for 
the meal: $12,000.10. 


© © 


OTE on the passing of an era: 
The most recent issue of the 
British Watchmaker, Jeweler and 
Silversmith contains the following 
significant classified advertisement: 
For sale, 2144 dozen only, G.I. 
Lorgnettes; quite new; conti- 
nental manufacture; unglazed. 
What offers? 
What offers, indeed! 
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Completed window unit is shown here. In addition 
to displayed items, other suggestions may include 
pen and pencil sets, billfolds, photo frames, etc. 


A Window For the Coming Month 


Theme: 


CO7E— 
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One of the jeweler’s most opportune gift promotion periods is 


during the coming month, June. Miss Dixon, display consultant 


for JC-K, deseribes here an appropriate graduation day display. 


HOTOGRAPHS of local students mounted on a 

giant diploma give interest to this display of grad- 
uation gift suggestions for June. The frame and diploma 
unit are easily provided and may be used with almost 
any step elevation unit you already have. 


CHOICE OF STUDENTS’ PHOTOGRAPHS 


The choice of students’ pictures to be used may be 
determined in any number of ways. The officers or honor 
students of the graduating class of the local high schoo 
or college may be shown as a tribute to their scholastic 
accomplishments and will draw the attention of the 
school and the students’ parents to the store. Some 
sort of contest which would be of interest to the students 
can be arranged with small pieces of jewelry as prizes 
and the winners’ pictures used in the window. The co- 
operation of the faculty and one or more of the school 
clubs would be helpful for such a contest. The popu- 
larity of the various school or college clubs would prob- 
ably suggest the kind of contest which would arouse the 
greatest interest—photographic contest for the camera 
fans; posters for safety campaign or charity drive for 
the art students; or even a quizz on knowledge of jew- 
elry merchandise and the customs associated with its 
wearing ! 

The window copy used will, of course, depend on your 
use of the students’ pictures and may be lettered on the 
diploma background or on a separate card in the window. 
You may want to have the students’ names lettered under 
their pictures. 


FEATURE SCHOOL COLORS 


The color scheme of the window should be that of the 
school or college featured. If there are several schools 
in your community, all of them would of course have to 
be included in the showing.. In this case, a separate set 
of elevations in the proper color combination for each 
school could be used, with wall and floor of a neutral 
color. The picture frame is gold. 


TO MAKE DIPLOMA AND FRAME UNIT 


Cut the two sheets of Strathmore paper so that the 
shorter side will fit the inside height of the picture frame. 
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MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Source: 
Photographer who has taken pic- 
tures for the school Year Book. 
Print and Picture Frame store or 
Art Supply Store. 


Materials: 
Students’ photographs. 


Picture Frame, gilded with 16" x 
20" inside measurement. 

2 sheets Strathmore drawing 
paper, kid finish, single ply, 22" 
x 28""—for diploma. 

| sheet Gold Foil paper for 
diploma seal. 

Yo yd. Ribbon—I'/4" wide for 


diploma seal 


Department Store. 





Cut the students’ photographs in silhouette and mount 
on the drawing paper as shown in the window photo- 
graph. The two sheets are placed so that they meet 
behind the left-hand side of the frame where they are 
stapled or tacked to it. The ends of the sheets of paper 
are left blank, rolled, and held with scotch tape. The 
diploma seal is cut from gold foil paper, the ends of 
ribbon glued to the back of the seal and the whole thing 
glued to the left-hand roll of the diploma. Any lettering 
to be done on the scroll would of course have to be done 
before it was mounted in the frame permanently, but 
it should be put in place and lightly pencil marked so 
that the lettering and pictures will be placed where they 
will be seen to the best advantage. 

Since it is customary for all the students’ pictures to 
be taken for the school Year Book, it should not be diffi- 
cult to obtain prints you can use, either through the 
photographer or through the school. 


ELEVATION AND BACKGROUND 


Almost any step elevation set that you already have 
on which a variety of merchandise may be shown would 
be suitable for this display. If the elevation can be 
recovered in the school colors, this would be fine. If 
not, lengths of ribbon in the proper colors could be 
stretched across the steps which should be of a neutral 
tone. 

A nicely textured plain fabric in neutral color or even 
a nicely finished paper can be used for the background. 
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First thing you know, youre first! 


| YOUR STORE 

: % Z iE 

DEV 
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Naturally, you want your store to be 




















No. 1 in your town. And the surest way é 
eS we know to do it is by teaming up with aa 2 - era 
§ another big “‘first,” 1847 Rogers Bros.! te” Ge 
“ In beauty and quality, 1847 Rogers Bros. 
me has led for 99 years! First with new de- 





signs. The only silverplate to offer such 
distinctive height of ornament! 









In sales planning, still another first! 1847 









In advertising volume, 1847 Rogers Bros. 
tops the field. Full-color magazine pages 
— plus the only silver show on the air 
—reach millions...are backed up by 
timely merchandising. 





Rogers Bros. was first to ship you mer- 
chandise after the war! And now, if you'll 
be first to make your store headquarters 
for ‘‘America’s finest silverplate,” how 
can you help but win? 








1847 ROGERS BROS. 


International Silver Co., Meriden, Conn. 
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urges Edward 0. Otis, Jr.. executive 


secretary of NEMJ&SA. An inventory of 


ae 


‘Chart your course for the years to come,” 





EDWARD O. OTIS, JR. 


basie facts in your area is suggested. 


ANY of you have just taken physical inventory 

—your financial statements have pretty univer- 
sally been good at all levels of the industry. You have 
enjoyed five years of good business. In spite of difficul- 
ties in getting just what you wanted and all you wanted 
while your resources were producing for a war now won, 
and in spite of high taxes, your condition is still most 
satisfactory. 

Your physical inventory was comparatively easy to 
take but there is another kind of inventory that you’ve 
got to take to enable you to plan for the maintenance of 
that “satisfactory’’ position. Bernard Baruch recently 
advised the nation to do this and all he was saying was 
to act from the facts and that is about the surest possible 
way to operate. There are some unknown factors but 
they can be handled with a minimum of risk by proper 
planning from the known facts. 

You have undoubtedly noticed how all large enter- 
prises chart their courses for the year ahead—even the 
period or cycle ahead. It is the inventory of these facts 
that you must begin to take now and from them set your 
course for continued prosperity. This means some work 
marshalling the facts and much thought interpreting 
them for your enterprise in your community. 

It is not possible to list here all the data any individ- 
ual retailer should gather because it will vary—but 
there is much of it for each of you. Just a few questions 
will point to background facts you should have. 

Have you ever thought what income groups your store 
was serving and how many persons in these groups there 
were in your trading area? When you know this, per- 
haps you can aim your selling and advertising efforts 
more effectively. 

Do you think it wise just to provide a place for poten- 
tial customers to come? Do you know what is tak‘ng 
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place in consumer sales of jewelry store goods, some by 
enterprising retailers tapping a market they never would 
have had by just waiting? Sales figures are enormous 
in this field and just “griping” doesn’t ring the register 
for you. 

Do you know when your customer buys a gift and how 
often and at which price range? How can you have goods 
in the right price range if you don’t know what it is? 
How many of you know that the normal customer 
doesn’t come to the retail jeweler in most cases until the 
price range reaches $25? He goes to your competitor. 

Can you create confidence and a friendly feeling 
without that “aura of dignity” that scares away many a 
customer? Take a look at the enormous increase in the 
annual income of the skilled craftsman. He and his 
family are certainly potential customers today. They 
just won’t patronize the store that “snoots” them. 

One could go along and list many more things you 
should know but these efforts are up to you in a free 
competitive system. Many are published each month in 
this magazine, some of them are available in government 
statistics, some from other sources. The Jewelry Indus- 
try Publicity Board plans to get to you much of this 
data—consumer surveys and desires, what to do to sat- 
isfy these desires, etc. This program, based on an inven- 
tory of the facts, is planned for you. You can use it very 
effectively. Plan to support it—it is the best buy on the 
market today for the retail jeweler. 

The business of “do‘ng business” is basically very 
simple. There are only 26 letters in the alphabet and 14 
chromatic notes in the scale and some very beautiful 
results have come from their proper manipulation. Busi- 
ness is just as simple as that—so get an inveritory of 
those comparatively few basic facts and then think them 
through and change your course to continued prosperity. 
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The imposing entrance of 
the Linz store presents a 
wide-angle series of dis- 
play windows at eye-level 
height. Shown below is 
the “Diamond Horseshoe.’ 


Mm fine jewelers throughout the country have 
built their reputation and tradition through a 
background of long years ef customer service and selling 
quality merchandise. In other words, setting themselves 
above the atmosphere of the ordinary retail store, and 
establishing themselves as specialists in their field of 
jewelry. 

Such a firm is that of Linz Brothers, Dallas, Texas, 
who went one step further and coined a word to describe 
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Sugsests Quality 
With New Word 


...  Jdewelist”’ 


their particular talents. The word is “Jewelist,” a cou 
bination of jeweler and stylist. Through newspaper and 
radio promotion of this word, backed up, of course, with 
their long reputation, this firm has gained wide recog 
nition. 

The word “Jewelist” aptly describes the Linz Broth- 
ers firm which began business in Texas back in 1877. 
Today, Albert Linz, the only surviving brother, is presi- 
dent of the company; Clifton Linz is vice-president, and 
Asher Kahn is secretary-treasurer. This 69-year old 
concern has a rich background of conservative, success- 
ful history and tradition developed by four generations 
of satisfied customers. Jewelers they are in the highest 
sense of the word. The “stylist” part is of more recent 
origin but Linz Brothers have gained a wide reputation 
as creative designers of individually styled pieces for 
the discriminating customer. 

From its inception, the Linz store has realized the 
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rales of 2 sound advertising program and the firm cur- 
rently employs a wide range of ideas and a full utiliza- 
tion of modern advertising facilities. 

For instance, in their current newspaper advertising, 
each item is specifically stressed by an individual sketch 
and copy: The customary advertising mats are not used. 
The usual Linz newspaper ad is about one-quarter to 
one-half page in size and they appear at frequent in- 
tervals. As shown by the accompanying illustrations, 
each advertisement is carefully worked out to give full 
play to the merchandise being promoted. Copy is clear 
and concise and the quality feeling is subtly brought out 
in layout and typography. 

Radio advertising facilities are also well utilized. 
Three local radio stations as well as nine other stations 
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Linz advertisements, whether to be used in 
newspapers or consumer magazines, is keyed 
to the same subtle feeling of quality and 
dignity in its style of layout and typography. 


This fine 69-year old Texas store has added to 
its already high prestige by adopting and 
promoting a word suggesting their combination of 


expert fashion service and quality merehandise. 
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py APPOINTM 


throughout the Southwest give frequent short announce- 
ments, in which Linz employs as background music the 
two songs most commonly associated with brides and 
weddings—“I Love You Truly” and “Oh Promise Me.” 

Local motion picture theaters run Linz shorts as well, 
stressing, as a rule, the wedding angle, and these same 
short features are also screened in 108 motion picture 
houses in 48 other cities over the Southwest. 

A characteristic Linz movie short is somewhat as 
follows: The opening scene illustrates a church; there 
is a fade-out and a fade-in to the interior where a 
quartette is singing “I Love You Truly.” The next 
scene shows a lovely bride gazing admiringly at her 
Linz wedding ring, and the concluding shot shows a 

(Please turn to page 268) 
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Credit Store Builds Prestige 


With Tasteful Direct-Mail Ads 





























ier or direct-mail advertising, on a par with 
that of the most exclusive jewelry firms, can be 
enormously successful for the credit jeweler. For 
almost thirty years the Slavick-Jewelry Co., Las An- 
geles, Calif—one of the most outstanding credit firms 
in the country—has been conducting just such a cam- 
paign. The results have always been excellent. 

According to Mrs. Gladys Darby, advertising manager 
for the Slavick store, direct-mail advertising must take 
one of two paths. “It can be accomplished,” she points 
out, “either by sensational announcements, or by an air 
of quiet dignity which well-bred prospective customers 
will appreciate. We have, of course, chosen the latter 
route.” 

Everything about the Slavick direct-mail campaign 
is calculated to heighten the impression which the store, 
itself, creates: an air of elegance and prestige. Printed 
and bound in the best possible papers, and with im- 
peccable illustrations and typography, the mailing-pieces 


In 1937 Slavick's mailing-pieces were 
the latest thing in typography and de- 
sign. At left—pages from the 20th 
anniversary book. Below—Christmas ad. 
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undoubtedly build up confidence in the store on the part 
of the recipient. 

Basically, the Slavick promotion program consists of 
three regularly-scheduled efforts, interspersed with occa- 
sional pieces which are prompted by some special set 
of circumstances. The “regulars” are an anniversary 
folder commemorating the store’s founding in 1917; a 
Christmas folder with mail-order coupons included for 
purchasing any of hundreds of well-illustrated items, 
and a June wedding booklet specializing in gifts for the 
bride. “Occasional” announcements include such items 
as an April diamond folder, and a brochure concentrat- 
ing on the store’s nightly symphonic radio program. 

Each of the mailing-pieces is painstakingly worked- 
out. Illustrations are virtually always pen-and-ink 

(Please turn to page 270) 


Infinite pains are taken to make each 
of Slavick’s “catalogues” a masterpiece, 
and the response indicates that those 


who receive them favor the effort. 


by R. A. LONGDEN 


Most recent Slavick mailing-pieces show 
the manner in which the firm keeps pace 
with new trends. Compare with facing page. 
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Window Modernization 


Sparks Display Appeal 


Picture-frame effect of th, 
new Hess-Culbertson wis. 
dow style depends partly 
upon arrangement, party 
upon slanting the window 
bases at a 45 degree a 





asap aan new method of window presenta- 
tion of jewelry merchandise has been developed 
at Hess-Culbertson, St. Louis, which does away alto- 
gether with the “flatness” of standard window display 
methods. 

Ray Larson, display director for this outstanding St. 
Louis store, has long deplored the fact that “the jeweler, 
is always the last to go into more advanced ideas in mer- 
chandising, display and promotion,” as he put it. “Natu- 
rally I realize that the jeweler must lean well toward 
conservatism in view of the type of customer he must 
appeal to,” Mr. Larson explained. “But at the same 
time I feel that the jewelry profession is too slow in Flat perspective and lack of a definite edge made 
adopting even those new ideas in retailing which have old-style Hess-Culbertson windows less interesting. 
actually proven that they will pay for themselves 
quickly in increased sales and goodwill.” 

The newly-perfected window display system under 
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which nine of Hess-Culbertson’s 20 display windows 
now operate is typical of that belief. Rather than being 
hamstrung by convention and standardization in mer- 
chandising presentation, this St. Louis store has put its 
windows to work as “miniature stages,” each of which 
now and in the future will tell a complete, individual 
story: 

Like other jewelry stores in the downtown area, Hess- 
Culbertson formerly featured chiefly “flat displays” with 
the merchandise laid flat on the window floor, or occa- 
sionally elevated on pyramids, boxes covered with 
drapery materials, etc. A really serious problem was 
posed by the fact that the windows were not divided or 
partitioned—actually a long, narrow platform behind 


Clocks and watches are featured 
in the window right, and costume 
jewelry above. Though windows 
are similar in appearance items 
are shown to best advantage. 


A single theme dominates all 
Hess-Culbertson windows. In the 
series pictured here the statuette 
in a frame is unifying factor. 


FOR May, 1946 


plate glass. Thus one display had to carry over into 
another, and there was little opportunity to get distinct 
individuality into any one display. Practical tests of the 
window’s pulling power disclosed that few people saw 
an independent item, but viewed the windows chiefly as 
“mass display.” 

All of these bad features have been eliminated under 
Mr. Larson’s somewhat revolutionary new system. This 
revolves around a “miniature stage” theory under which 
each window is devoted to a single theme and that alone, 
and is set up with props and display surfaces entirely 
different than the former windows. . 

“The guiding idea was to get the merchandise closer 

(Please turn to page 271) 











Traditional window displays 
have been supplanted by a 
new type of showmanship at 


Hess-Culbertson, St. Louis. 


by R. A. LONGDEN 
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by M. S. WILKINSON 


So You Want to 


ITH a cycle of tremendous business expansion 

under way, new small business ventures are 
popping up like dandelions after an early Spring rain. 
Thousands of returned veterans are realizing long cher- 
ished ambitions by starting out in business for them- 
selves. ... No doubt a good many of the boys who have 
learned to work on precision instruments in the Army 
or Navy are interested in the possibilities of opening 
up a new retail jewelry store. 

E. I. Beller of La Grange, Il., who has operated his 
own jewelry store for thirty-six years, is in a position 
to supply a good many of the answers that these—or 
other—prospective jewelers need to know. 

Two basic requirements are absolute musts in this 
business, says Beller—a highly specialized and thorough 
training as jeweler and watchmaker, and sufficient capi- 
tal to open your store and take care of operating ex- 
penses while you are becoming established. 

Army training is only a start, according to Beller. 
His own son, just back after three and a half years in 
the Army, doing precision work, is again helping his 
father in his business. ‘Yet, if I should say to him, 
‘Irv, I am going to open up a new jewelry store and 
turn it over to you to manage,’ he would surely fail!” 
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Here’s a word of caution—and guidance—for those who would 


start a retail jewelry business, by a jeweler, whe with 36 


years’ experience in the trade, should know of what he speaks. 


And Irv, before the war, had gone through watchmaking 
school and engraving school and begun work under his 








Study the market possibilities of your community. 


father’s direction. “A couple more years, though, and 
he will be a really first-class watchmaker and jeweler.” 
“You have to know what makes up a watch and a 


store fixtures, stock, expense of remodeling and modern- 
izing the store, ete. But don’t forget that you will have 
to have the rent money right on the line each month and 
that it will be nice to eat a few square meals, too, during 
the first six months to a year while you are building up 
your sales volume. Rarely, indeed, does any business 
start off on a paying basis. You must, if you are to 
weather this critical period, figure on a cash reserve 
sufficient to take care of operating expenses, to keep 
your credit good and allow you to take advantage of 
buying opportunities and cash discounts, to meet due 
dates for payments, and do the necessary amount of 
advertising and promotional work for your store. A 
cash reserve totaling one-fourth of your current assets 
when you open your business is considered a safe mar- 
gin. 

Before plunging into your new enterprise study care- 
fully your community of buyers, your composition, and 
your proposed store location. To the retail jeweler a 


Open a Retail Jewelry Business? 


ring. There is no substitute for knowledge and experi- 
ence, no short cut to skill,” declares Beller. “The way 
is by thorough training for a couple of years in a good 
watchmaking school—not a few weeks’ course in a 
diploma mill—then an equal length of time with a good 
jeweler. Then you might begin to think of opening 
your own shop.” Beller, himself, learned his trade as 
an apprentice in the old country. 

If you have sufficient capital and are endowed with 
good business and merchandising sense your chances for 
success are very good if you can find a skilled watch- 
maker and jeweler to handle that part of your business. 
Really good mechanics are hard to get, for as the older 
ones retire from business, fewer young men are taking 
up skilled trades requiring long training, to replace 
them. “Those who think they are mechanics—watch- 
makers, jewelers, engravers—and are not, can get them- 
selves into real trouble,” says Beller. “Unsound, or 
unethical practices, due to ignorance, lack of training, or 
lack of skill, result in injury to themselves and to the 
business generally.” 

Starting from scratch it will require from $5,000 at 
a minimum up to $15,000 to establish a jewelry store, 
the actual amount depending upon the investment in 
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Sound training is a "must" for prospective jewelers. 


good store location is important and by “good location” 
is meant not only a busy street where pedestrian traffic 
is heavy but also the best or more exclusive shopping 
districts. The higher rental demanded for such a site 
is for him a worthwhile investment. The average suc- 
cessful jeweler, however, pays not more than 6 per cent 
of his total sales for rent. Never, never pick a spot on 
a side street or next door to a “dead spot” such as a 
vacant lot or a filling station. 
(Please turn to page 274) P 
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Waiting for service in the Harley Clock Shop, customers may 
pass the time either by examining the clocks or by reading 





a capsule history of chronology running along light baffles. 


Clocks Are No Sideline Here 


The Harley Clock Shop. Kansas City, Mo., has made a sound 


business of selling cloeks exelusively. Now, with domestic 


production again in full swing, the business is assured. 


EFORE the war many jewelers considered clocks 
merely an unprofitable sideline which had to be 
carried because the public expected a jeweler to stock 
every variety of time-piece except a sun-dial, and during 
the war clocks became just a plain headache simply 
because everyone wanted them and there weren’t any 
to be had. 
To T. Sidney Harley of Kansas City, Mo., however, 
clocks seemed to be an excellent business in themselves. 
And even though the progress of a world-wide war made 


clocks fantastically difficult to obtain, he persevered, set’ 


up the basis for his “clock shop” and, the moment recon- 
version came about, was ready for the new products 
with a strongly-established clientele. 

The service angle was, obviously, the most important 
aspect of Harley’s Clock Shop when the firm started 
over two years ago. Since new clocks were not being 
made, people were extremely anxious to have their old 
clocks kept in shape—and Harley’s did it. A certain 
number of “war alarms’ were manufactured and dis- 
tributed, naturally, and periodic shipments of various 
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types of imported clocks were also received. By and 
large, however, the war-time accent was primarily a 
matter of working on old clocks and “keeping ‘em 
ticking.” 

Contacts acquired through this war-time servicing, 
naturally, became valuable after V-E and V-J Days 
when the American clock producers got into immediate 
production. The Harley Clock Shop, naturally, was in 
a position to replace the battered old tickers which it 
had nursed through the war years. What with shipments 
of new clocks, and grateful customers clamoring to get 
them, the business boomed and larger quarters became 
necessary. 

At present the Harley firm is situated in an “upstairs” 
location in the Altman Building, in Kansas City. But 
that hasn’t prevented the operator from making it an 
attractive showroom. Expanded and redecorated, the 
firm’s quarters are conceded, by representatives of many 
clock firms, to be the most modern and attractive show- 
(Please turn to page 278) 
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Father's Day Appeal Spurs Gift Sales 


by WALLACE B. STUTZ 


100 
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FATHERS. DAY 
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This Los Angeles store, the 
Broadway, featured cigarette 
cases and lighters for their 
Father's Day window display. 
Another window in the same 
store featured a display of 
electric clocks with a sign: 
"Father Time! Give Father a 
new self-starting Telechron." 


There are but three oceasions in the year when Dad is given 


presents: his birthday, Christmas and Father’s Day. The 


latter is the only oceasion that jewelers can promote fully. 


7. many jewelers pass up the opportunity for pro- 
motion offered by a Father's Day tieup. After all, 
there are only about three times a year that the head of 
the house comes in for a gift remembrance—Christmas, 
his birthday and Father’s Day. The latter event is the 
only one where the jeweler can directly key his promo- 
tion to Dad alone and it’s teo good an opportunity to 
pass up. 

The following roundup of ideas used by other jewel- 
ers last year shows what can be done—and with godd 


results. Don’t forget Father’s Day; this year it falls on 


June 16. 

H. A. Trott, jeweler, of Santa Anita, Cal., using one 
of the national Father’s Day posters, arranged in his 
window a comprehensive showing of men’s watches. A 
card suggested: “Special for Father’s Day—a water- 
proof watch. One that can take plenty of hard usage 
and is a great time keeper. Just the right gift for Dad. 
He'll especially enjoy it on his fishing and hunting 
trips.” This watch was offered at $50. 

Arthur A. Everts Co., Dallas, Texas, came out with an 
ad headed: “Dad—You’re just what we ordered. In 
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plain English, Dad, we kinda like you a whole lot, and 
here’s a little indication of it.” The illustration showed 
three children presenting father with a gift. Four 
watches were illustrated, priced and described, ranging 
in price from $37.50 to $150. They also had a window 
devoted to the showing of Father’s Day gifts, in which 
were displayed several lucite, silver and copper frames 
in each of which were photos of children. A pipe and 
case, a leather tobacco pouch, cigarette case and ash tray 
were among the smoker’s items shown. 

The May Co., Los Angeles, had a small window next 
to one of their main entrances, in which was a U. S. mail 
box, with the card: “To Dad—First Class Male.” Among 
the suggested items were photo frames with pictures of 
wife and children, pen and pencil set, several framed 
pictures of hunting dogs, and English hunt scenes, and 
a number of small leather items. 

Slavicks, Los Angeles, arranged a pair of windows. 
In each was a pair of small dead trees, with an art pot- 
tery dog—of four different breeds—at the base. At the 
base of each tree was a card: “For His Master, on 

(Please turn to page 281) 
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hat every dealer knows 2.2 







WHEN YOU BUY A RONSON 





YOUR INVESTMENT AND 





PROFIT ARE SECURE 











because 1 2 1 | 
RONSON retail prices 


are established under Fair Trade 
laws of each state having such 
legislation. 


2, When a dealer purchases 


a RONSON “Standard” pocket 
lighter to retail at $6.00, he 
knows the price of that lighter 
will be $6.00 until it is sold. 


P. S, We don’t have to tell 


you how fast your Ronson 


Lighters sell! 


.. RONSON’ 


a oa a 
; y WORLD'S GREATEST LIGHTER 
y a OuR SOTH YEAR 
RONSON ART METAL WORKS, INC., Newark 2, N. J. . alllllasliiaaaaaaal Canine 
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THEY GO 
TOGETHER 


What’s the first need of the purchaser of a new 
lighter? Fuel, of course! Later, ‘Flints’ and 
Wicks. So, every time you sell a lighter, make 
a point of selling with it a Ronson Servicer, 
which contains a supply of all three of these 
accessories, plus a wick inserter, a cleaning 
brush and an instruction book. It’s the best 
way to assure the customer of finest service 
and to get him into the habit of using Ronson 
Lighter Accessories and coming back to you 
for them again and again. Incidentally, you 
add 50¢ to each lighter sale. 


YES . . . there is a difference! 
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UCH has been said in the past few months on 

various jewelers’ post-war reconversion plans 
and the opinion is fairly general that the so-called 
“ersatz” lines would be dropped with a resultant grad- 
ing up in lines carried. Other jewelers who took on 
lines that they had never carried before found them 
profitable additions to their business and looked forward 
to expanding their efforts on these new lines when goods 
became more plentiful. 

On the other hand, C. R. Greenstone, head of Gran- 
ville’s, San Francisco, Calif., takes the decided opposite 
view. 

“Jewelers now taking the ‘long view’ toward the future 
ten and twenty years ahead,” Mr. Greenstone says, “will 
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Do ‘War Sidelines” 
Rate For Post-War Selling? 





Granville's, San Fron. 
cisco, Calif., has fe. 
turned to window dis. 
plays consisting only of 
jewelry, not wartime 
sidelines. This is in keep. 
ing with a decision to 
be known exclusively as 
a “fine jewelry store.” 


Whether war-adopted goods rate a permanent place in jewelry 
store merchandising plans poses a question for jewelers. Here’s 
what C. R. Greenstone, West Coast retailer, thinks about it. 


be wise to drop war sidelines, even though profitable at 
the moment, ingavor of a strict jewelry stock. 

“We're going back into the jewelry business,” he ex- 
plained, “to stay in strictly fine jewelry lines from now 
on. I believe this question is one of the most important 
problems facing the jeweler today—whether or not he 
should capitalize on his wartime experience with various 
sidelines which showed a pleasant margin, or return 
again to jewelry only. The best way to put our stand 
on the matter is to say that we want to be known exclu- 
sively as a fine ‘jewelry house, and to sell only gold, 
silver, diamonds and watches in the future.” 

Granville’s, like many other jewelers, rounded out & 
depleted wartime stock with as many sidelines as could 


THE JEWELERS’ CIRCULAR-KEYSTONE 














ee ir. 





Granville’s display windows, in addition 
to showing stock, also provide a view of 
the store's interior and admit much light. 


by ROBERT A. LATIMER 


show a place in the store and produce a consistent profit. 
In fact, the store was one of the first to devote part of 
its space to new lines and to promote them with separate 
window displays. 

“It is true that you can make any line profitable if 
it is merchandised properly,” Mr. Greenstone said, “we 
found that out for ourselves. Nevertheless, we are going 
to ruthlessly drop everything which bears the sideline 
title in our store.” 


This may seem at variance with the article published 
in the January issue of THe Jewevers’ CircuLar- 
KeysTone, pages 194-195, in which Granville’s plans 
for handling electric appliances were discussed. How- 
ever, Mr. Greenstone, as explained in this article, will 
carry on the appliance end of the business entirely 
separate and apart from his jewelry business, operating 
under the name of Granville’s Appliances. 

(Please turn to page 282) 


Emphasis in the Granville store is on fine 
jewelry. Appliances and items which 
might detract from the “jewelry store 























atmosphere” are handled separately. 
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INCE the rescinding of the order which restricted the use of platinum in jewelry, this popu- 

lar metal is making up for time lost during the war. Sol Kaufman, well-known jewelry 
stylist, of 562 Fifth Avenue, New York, offers here a group of new designs employing platinum 
in the popular floral motif. 

The color of the cabochon and facetted rubies is heightened and enlivened by their combina- 


tion with diamonds in the pieces, which are further highlighted by diamond baguettes and small 
brilliants. 
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Direct to Stone Headquarters 
\Y¥ [ | — 
Precious Jade, historic 
a a 
we? 


gem of old Cathay, and other Chinese carved stones are 


again being sent to us from our Chinese connections, established since 1901. 


No matter what stone you may want, always come to Stone Headquarters. 


S. NATHAN & CO., INC. 


Rockefeller Center » New York 20, N. Y. 
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Above—Miss Licata shows a diamond engage- 
ment ring to a prospective customer. Right— 
One of the Goff windows which are periodically 
changed to maintain interest from passersby. 


These ideas have proved to Goff’s, 
Sarasota, Fla., that the times are 
ripe for diamond promotion but 


time and energy must be expended. 






Tips on Diamond Merchandising 


ECAUSE people at this time apparently have more 
money, it seemed to Miss Lucille Licata, manager 
of the Goff Jewelry Store of Sarasota, Fla., that the 
time was ripe to promote the sale of diamond jewelry. 
Aside from the fact that the times were propitious 
for the launching of a full-scale promotion of diamonds, 
there were two other excellent reasons why the program 
was planned and carried out. 

In the first place, the sale of diamonds had fallen off. 
“The public as a whole,” says Miss Licata, “was show- 
ing an increasing preference for synthetic or semi- 
precious gems. Something had to be done to make the 
public diamond conscious in a way that would be reflected 
in sales volume.” 

Secondly, Miss Licata set out to break down the 
natural sales resistence which the price of diamonds is 
inclined to create. Because a diamond is one of the 
highest priced gems, it has always been a problem to 
move them in quantity. As Miss Licata points out, too 
often a potential buyer will turn, in the end, to a less 
expensive stone because of the saving involved. 

Here are some of the most effective devices used by 
Miss Licata at the Goff store to increase sales of dia- 
monds and diamond jewelry: 
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by ANDREAS BOTHE 


Carefully-planned window displays come high on the 
list of fundamental practices for successful diamond 
merchandising. 

First, the window should be changed periodically— 
preferably once a week. This gives the display variety 
and creates public interest since potential customers will 
be attracted to the window regularly just to see the 
new merchandise. This practice serves two essential 
purposes since it also persuades the passer-by to return 
again and again, whereas a static display, once seen, is 
too often forgotten. 

Second, by constantly changing the window, the pros- 
pective buyer is shown a considerably wider variety of 
items from which to choose. Thus the window serves to 
an increased degree the merchandise which the store 
offers for sale. 

Third, a window display should have a definite general 
theme around which the displayed merchandise is at 
ranged. For instance, for the promotion of diamonds, 
Goff’s emphasized the importance of weddings, birth- 

(Please turn to page 284) 
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Tradition with a future 


This advertising appears in: 


LIFE 

THE SATURDAY EVENING POST 

THE NEW YORKER 

TIME 

NEWSWEEK 

BRIDE'S MAGAZINE 

MADEMOISELLE 

CHARM 

AMERICAN MAGAZINE 

NEW YORK TIMES MAGAZINE SECTION 


CHRISTIAN SCIENCE MONITOR 
MAGAZINE SECTION 


AMERICAN WEEKLY 


OR May, 1946 


As surely as the wedding bells are ringing throughout the 
land, more and more young couples planning marriages 
are considering the diamond engagement ring as a “must.” 
With 167,626,841 messages in the country’s leading maga- 
zines, the new diamond advertising reflects this trend, 
gives emphasis to the diamond engagement ring tradition. 
With inspiring four-color pages, these advertisements 
present the diamond as the token of love and marriage, 
accent the importance of seeking the advice of a trusted 
jeweler when making a purchase. De Beers Consolidated 


Mines, Ltd., and Associated Companies. 
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Rough emerald crystal shown 
here in the matrix, displays 
its characteristic hexagonal 
formation. Below it are two 
cut stones, one a pear shape 
and the other a square cut. 


MERALD, the birthstone for May and the gem of 

Spring, has a history so old that 2,000 years be- 
fore Columbus dreamed of the New World, rare emer- 
alds set in gold were found in the mounds of Tuscany, 
Herculaneum and Pompeii. In the time of Alexander the 
Great, at the famous wedding feast of his eighty com- 
panions and their beautiful Persian brides, emeralds in 
combination with pearls were the richest ornaments that 
could be devised. The emerald’s value as a rare and 
beautiful gem has been handed down to us undimmed 
from the ages. 

Like other gem stones with a long antiquity, the 
emerald has a rich store of legend and superstition at- 
tached to it. It is the third of the twelve stones in 
Aaron’s breastplate and its color is the canonical color. 
It stood for kindness and goodness and for strength of 
faith in adversity. Of the superstitions attached to it 
was the fact that the gem was an enemy to conjurers 
and tricksters, and magicians “could not weave a spell” 
if one was near. The emerald, symbolized by Venus, 
is the emblem of true happiness and the preserver of 
chastity. It comes under the zodiacal influence of 
Taurus. Their crystalline form is hexagonal and six 
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Za of Vee. Vlorthe— 


——a Merchandising Primer 












Facets about the birthstones in 


an easy-to-read form for jewelers 


to pass on to their customers. 


is the traditional number of Venus whose mansion in 
astrology is Taurus. 

Its particular properties seemed to be especially rec- 
ommended for the eyes, due perhaps to its green color. 
Hindu physicians used it for cures in all eye troubles 
and in later years it was used used in water for eye 
baths, under the belief that it cured inflammation. Jew- 
elers of old rested their eyes while at work by gazing 
from time to time on an emerald. Nero, the Roman 
Emperor, used one as a monocle (perhaps the first known 
use of sunglasses) to rest his eyes from long hours of 
watching hapless Christians being thrown to the lions. 

One of the ancient mines was that of Queen Cleo- 

(Please turn to page 294) 
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rat Sapphire EXQUISITE GEM OF CEYLON 





Ceylon to New York, we present one of the world’s most important 


collections of genuine sapphires both mounted and unmounted. 





BRITISH BUILDING, ROCKEFELLER CENTER, 620 FIFTH AVENUE, NEW YORK, W. Y. 
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Jewels Should 
Complement the 
Complexion 








by WALLY WESTMORE 


Director of Make-up and Hairstyling 
Paramount Studios, Hollywood, Calif. 











Yellow gold, set with rubies and diamonds, 
in the pieces worn by Claudette Colbert, 
complement her particular skin and coloring. 





Marjorie Reynolds adds warmth to her fair 
skin and blonde beauty by wearing yellow 
gold earrings with a gold and black beaded 
scroll decoration on her white evening coat. 


UST as colors in clothes either complement or de- 
tract from certain skin types, so. too, do jewels. 

It is my firm belief that retail jewelers in selling to 
or for feminine customers should recognize or know her 
skin type. He is then able to suggest the most flattering 
jewels for her, and, at the same time, is in a position to 
tell her why certain other jewels will not enhance her 
beauty. Just as surely as a dissertation on the quality 
of a stone and its setting will convince a possible cus- 


Diamonds are the favorite gem of Paulette God- 
dard, whose flawless skin and vivacious personality 
seem to reflect the brilliance of these stones. 
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THEY’RE OVAL-MADE COLORED STONES 


IRST IMPRESSIONS 
RE LASTING ONES 





‘are OVAL-made, For OVAL 


“closest resemblance to the real. thine ‘in 


stones, by actual tests, 


resistance to chipping 


OVAL MANUFACTURING CO. -« 64 Ww. 36 St., New York 18, N.Y 


TRUE COLOR, GEM-LIKE, GLASS STONES OVAL IMPORTING CO., Inc. * 212 Union Street, PROVIDENCE, R. | 
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tomer, so will a knowledge of color in relation to fem- 
inine beauty flatter and convince. 

Just as truth based on knowledge is the greatest sales 
talk on any commodity, just so can it operate for you 
with women customers. 

It goes without saying that a healthy, clear, flawless 
skin is emphasized by any jewel. 

In the case of sallow or ruddy skins, it’s an entirely 
different story. Certain jewels, real or synthetic, em- 
phasize the faults of such skins. 

Since the predominant color in a sallow skin is yel- 
low, green, blue or yellow stones point up the sallow- 
ness. For this type, pearls, too, should be avoided, 
especially in chokers and earrings, since their pale 
beauty is meant to complement truly beautiful complex- 
ions. 

If your customer’s skin is sallow, life and color can 
be added by the pale glow of moonstones, the iridescence 
of opals, the soft glow of rose quartz. In metals, silver, 
platinum: or palladium are more flattering than any 
shade of gold. 

Since the predominant tone of ruddy skins is red. 
rubies and topazes should be avoided, as well as deep 
blue sapphires, and amethysts. Here again, emeralds 
offer unwelcome contrast to the skin. 

Diamonds, crystal, acquamarines, and star sapphires 
complement ruddy skins. 

In metals, vellow and green can be worn, while pink 

(Please turn to page 300) 


Jane Wyman's fair skin is highlighted with emer- 
alds and diamonds in yellow gold _ settings. 










The glow of pearls in choker and earrings 
finds a matching warmth in the color and 
texture of Eleanor Parker's complexion. 






Brunette Dorothy Lamour's smooth olive 
skin is emphasized with earrings of star 
rubies accented with a diamond sunburst, 
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Your customer's first look a the Circle of Light ond is ‘ 
revelation of how instantly desirable a precious gem can be. — 
You know that the intense brilliance, perfect beauty and 
greater size appearance of the Circle of Light diamond are due 
to an exclusive method of cutting. Explain these points fully and 


watch customer confidence and store prestige rise. 


Phefeol beauly ci nol boon..tl's mada...te Lamarieal 


THE GUILD OF AMERICAN DIAMOND CUTTERS 


an affiliate of 


BAUMGOLD BROS., INC. 


62 WEST 47th Semeel, NEW YORK CITY, N.Y. 
Velee Plant: 305 East 45th Street, N.Y. C. Los Angeles Office: 220 West Sth Street 
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Diamond Tool Researeh Co. \= 304 East 45th Street, N. Y. C. 














Industry's Program of Action 


Calls For Teamwork in Selling 


A united jewelry industry must back up program to move goods off 


retailers’ shelves to keep sales and employment at high levels 


or be fenced in by industries that do a job for their retailers. 


OR some years, and rightly so, we have given un- 
stinted praise to the production-minded men of 
American business. Under the terrific stress and strain 
of war they have shown an ability not approached by 
any nation. As a result of their efforts we know today 
that, given the signal and the right setting, they can 
increase the material well being of America in a degree 
never dreamt of before. 

However, in peacetime, they can do this only if mer- 
chandising and distribution minds can make the great 
American public buy industry’s increased output. 

We haven’t heard much of the distribution-minds of 
America—the minds that do the thinking which results 
in plans of action for moving America’s production into 
the customers’ hands—during the war years and during 
recent months of strikes and walk-outs. | 

Because some goods have been impossible to obtain, 
because others were so limited in quantity as to make 
buyers fight to get them, we are apt to think that the 
men who possess such minds did a Rip Van Winkle act 
on us. Don’t fool yourself. They didn’t. 

Men with merchandising minds, men such as Paul G. 
Hoffman, president of Studebaker; Clarence Francis, 
chairman of General Foods; and Harrison Jones, chair- 
man of Coca Cola, for example, were busy spark-plug- 
ging the Committee on Economic Development — an 
organization set up, not to consider the problems of any 
one industry, or any particular function of all industry, 
but set up to consider the over-all problems of all in- 
dustries. 


That Committee has done a valuable basic job in our. 


opinion and the opinion of many others. All of its 
studies and efforts have been to make all component 
parts of American business conscious of the fact that, 
if we are to maintain high employment and prosperity, 
they must work together to keep retail sales at high 
levels. 

The studies, the planning, the thinking of the Com- 
mittee have taken root in the minds of merchandising 
men. A striking example which proves that such is the 
case, became public a short time ago when about 400 of 
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the country’s largest national advertisers, drawn from” 
all industries, and meeting as members of the Association 
of National Advertisers, discussed ideas on what they. 
and their distributors could do in the future to help 
retailers get goods off their shelves and into the handt 
of consumers. 4 
Another straw in the wind is to be found in a report 
recently made public by the Wholesale Dry Goods Insti- 
tute on manufacturer plans for helping dry goods re 
tailers. That report shows that two out of every three’ 
manufacturers in the industry have already formulated 
plans for more extensive promotion of their products 
to the end that they may move their goods off retailers’ 
shelves at a faster rate than they did in pre-war years, 
The men’s hat industry, through its Hat Research: 
Foundation, is already in action on a program that seeks 
to help the retailer sell more hats to more men more) 
often. To help the retailer reach that goal the Founda 
tion is doing more than promotion work. It is digging” 
down into fundamentals that make sense to the retailer, 
As proof for that assertion consider the following sub- 
jects on which the Foundation is conducting practical” 
research for the men’s hat retailer: 
1. Where hat sections should be located in retail 
stores and why. ; 
. The causes of variation in hat sales to cloth 
and accessory customers. 
. How hats should be stocked on the selling floor, . 
. When to expand and when to reduce hat es ; 
in a retail store. . 
5. The best advertising techniques for different. A 
kinds of stores. a 
6. The most effective window and interior displays. © 
7. The relative importance of different types of 4 
customer. i 
Gone are the days when the manufacturer and whole 
saler could say, referring to the retailer, “Well he has 
the goods. let him’ sweat out the problem of how to sell 
them.” 3 
The old trend is in process of being reversed. The new 
(Please turn to page 298) ; 
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Treamuee of the Ciqes | 
On toweung edifices ef fable asd fact, of hope and mer binent is Cuilt the 
qlovy of the diamond the whe rebls a Winston jewel, whethor the smallest melee 


or titked wastuypicce, sells the tease ef the ager. 
HARRY WINSTON. 


RARE JEWEIS OF THE WORID 


SEVEN EAST FIFTY-FIRST STREET*-NEW YORK 
220 WEST FIFTH STREET- LOS ANGELES 





OWNERS AND CUTTERS ce THE 
JONKER VARGAS ano lLIRERATOR DIAMONES 

THE WINSTON COLLECTIONS MAY BE SHOWN 

ON REQUEST BY CINE JEWELERS IN YOUR CIT 
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R, PITKIN’S famous remark of a few years ago, 

“Life Begins At Forty,” came a trifle late for W. 
T. Vogler & Son, Winston-Salem, N. C. jewelers, since 
last year the firm observed its 80th anniversary. How- 
ever, nothing daunted, the firm reasoned that life could 
begin twice as successfully at eighty. The result? A re- 
modeled store, the most important feature of which was 
a splendid new “diamond room” where prospective cus- 
tomers might examine gems without interruption in 
sedate and dignified surroundings. 

A special room for showing gems is not, of course, a 
new idea. But the Vogler diamond room is an especially 
tine example of the combination of good taste, dignity 
and comfort. Much care and effort went into its design, 
and it was furnished in a luxurious but not ostentatious 
fashion. 

Dignity for the Vogler diamond room was achieved 
partly through great simplicity. Only those items neces- 
sary for the conduct of the business were included in 
the original design. The walls were paneled in walnut, 
then simple furniture (a table and chairs) were ac- 
quired in the same finish. However, red leather uphol- 
stery was chosen for the chairs in order to maintain the 
atmosphere of sedateness and _ confidence-inspiring 
dignity. 
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The 80-year old 
Vogler firm has 

a modern, sedate 
diamond show room. 


Unnecessary trappings are net 
to be found in the new dia- 
mond room at Vogler's, Wins- 
ton-Salem, N. C. Only those 
furnishings required for gem 
inspection are used in the room. 


The only other decoration selected for the diamond 
room was a colorful painting of an autumn scene which 
was hung on the wall, and a dark blue rug on the floor. 
A diamond scales in the corner is the only other item in 
the room. 

Illumination, also, is calculated to foster the impres- 
sion of carefully-planned comfort for the customer. 
Bracket lamps on the walls provide general illumination 
for the room, and light for examining gems is provided 
in the form of specially-designed lamps on the table. 

Customers, seated at the table examining gems, have 
their backs to the door and are not, therefore, distracted 
by other transactions being carried on in the store. Even 
if the door of the room is left ajar, the quiet atmosphere 


' produces a feeling of isolation. 


Dignity and sedateness are characteristics of* the 
Vogler store as a whole, and have been throughout its 
81-year life. Three generations of the Vogler family 
have operated the firm, and many of the accoutrements 
have an interesting history. The wall cases, for instance, 
were designed and built of black walnut by the Fogle 
brothers, famed Winston-Salem cabinetmakers, in 1871. 
Although the store was modernized last year, the heir- 
loom cases were retained for sentimental reasons. 
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WE'RE EMBARRASSED TOO... 


We're embarrassed too...in a different sort of way. But if you think Margie’s 
face is red... you should see ours! The reason? We haven't been able to 
deliver the goods. During the past few months hundreds of jewelers have 
written us for the exclusive Magic Circle diamond agency. In many cases, 
labor difficulties in the diamond industry and demands of the war effort have 
made it impossible for us to even send memo shipments. All that is settled 
now and we are better than ever able to care for your requests for the Magic 
Circle. But even though a letter from you today would receive a reply and 
shipment in 48 hours, we still wanted you to know that we sincerely apologize 
for not giving the service we have been famous for during a half century of 
serving better jewelers everywhere. 


Mage Lincle vamonns 


RUDOLPH DEUTSCH CO. + CLEVELAND, OHIO 
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Jewelry Industry Onee Again 


Largest User of Platinum 


Reeonversion of the metals is indicated by statistics on 1945 


consumption, just released by the Department of the Interior. 





HE jewelry industry, once again the largest single 
user of platinum and the platinum metals, upped its 
consumption somewhat in December, 1945. However, 
use of the metals in that month did not approach the 
extraordinary consumption experienced in September 
when the War Production Board revoked Order M-162. 

Monthly statistics on the refining and use of platinum 
metals, suspended during the war, were resumed by the 
Bureau of Mines, Department of the Interior, after V-E 
Day. The figures, as released, tell the story of the recon- 
version of platinum and platinum metals to peacetime 





uses. 


JEWELERS RECONVERT TO PLATINUM 


September, the first month after revocation of M-162, 
saw use of platinum in the jewelry industry soar. How- 
ever, in the succeeding months of 1945, consumption by 
jewelers dropped to approximately the same level as 
that of August. The following comparative figures from 
the Bureau of Mines, indicate month-by-month sales of 
platinum to consuming industries, by troy ounces: 


Industry Aug. | Sept. | Oct. | Nov. | Dec. 
Chemical.............. 15,078 | 5,317 | 4,441 | 4,792 | 3,0C8 
Electrical.............- 6,312 | 2,578 | 2,367 | 4,119 | 1,491 
Dental and Medical..... 1,591 | 1,776 | 1,736 | 1,652 | 1,573 
Jewelry and Decorative. .|13,739 |22,201 |13,662 |12,964 |13,461 
Miscellaneous.....:..... 115 120 332 129 120 

















PALLADIUM USE DROPS, THEN RISES 


With the freeing of platinum, use of palladium by 
jewelers dropped in September. However, October saw 
a slight revival of its use and November and December 
saw it climbing back to the pre-M-162-revocation posi- 
tion. The following figures indicate month-by-month 
sales of palladium to consuming industries, by troy 
ounces : 
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Industry Aug. | Sept. | Oct. | Nov. | Dec. 
6 ist exis oewne 234 68 561 154 | 353 
re 4,696 | 3,772 | 1,848 | 2,754 | 3,348 
Dental and Medical... .. 1,557 | 1,994 | 1,777 | 1,271 | 5,988 
Jewelry and Decorative. .| 3,408 | 1,487 | 1,797 | 3,066 | 3,433 
Miscellaneous.......... 156 631 | 2,141 131 582 


LESSER PLATINUM METALS 


Use of the lesser platinum metals, iridium, osmium, 
rhodium and ruthenium, did not appear to be greatly 
affected by the revocation of M-162 as far as the jewelry 
industry was concerned. Month-by-month purchase 
figures for the combined metals, are given below: 




















Industry Aug. | Sept. | Oct. | Nov. | Dec, 
ois ined Cie eae 393 536 516 221 357 
Electrical.............. 406 143 207 227} 105 
Dental and Medical... .. 4 2 17 24 11 
Jewelry and Decorative..| 1,410 | 2,121 | 1,468 | 1,665 | 1,640 
Miscellaneous.......... 589 621 485 568 485 


DECEMBER REFINING GREATER 


Refining of platinum in December, 1945, was much 
greater than any other month of the year. However, 
sincé sales declined 17 per cent, stocks of the refined 
metal were substantially increased. 

Total purchases of the platinum metals by consuming 
industries for the entire year 1945 are listed below: 


Iridium, Osmium, 

Rhodium ard 

Industry Platinum | Palladium Ruthenium 
Chemical......... ...| 134,798 10,069 6,240 
Electrical......... ..| 101,781 53,698 5,291 
Dental and Medical.....| 26,612 36,131 177 
Jewelry and Decorative..| 76,335 52,569 10,257 
Miscellaneous...... ss 2,182 8,319 5,414 











The figures cited above cover refiners and dealers 
which in 1944 sold 98.3 per cent of the total platinum, 
91.8 per cent of the palladium, 99.8 per cent of the 
iridium, 100 per cent each of the osmium and rhodium 
and 98.6 per cent of the ruthenium. 
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mare and Emerald Cut Scrat d Efe lis 


Overy diamond set in our jewelry is cut in our own 


modern Cutting pS aa 


Specialists in the cutting of Square and Emerald Cut Diamonds 


Established in New York City since 1914 


H.& J. BLITS 


Diamond Cutters 
64 WEST 48th STREET NEW YORK 19, N.Y. 
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To the;Ladies . .. 





A series of personality portraits 


of women in the jewelry field. 


Vii 


. 


Creative Designer 


ITH the wealth of hard-headed, down-to-earth 
advice about jewelry as a commercial commodity 
in these pages, we are apt to lose sight of the fact that 
to most people on this old sphere, jewelry and glamour 
are inseparable synonyms. It takes a woman like Mari- 
anne Ostier to remind us that jewelry isn’t merely an 
over-the-counter product like hardware and groceries, 
but something rare and beautiful that has always been 
connected with the more out-of-this-world aspects of 
life. In conversation with Mme. Ostier this is brought 
home by references now and then to the Duke of 
Windsor, King Zog of Albania, and a brace of Haps- 
burgs, not to mention such plain citizens as Hedy 
Lamarr and Marlene Dietrich. Ever since Marianne 
Ostier gave up her career as a sculptor to become 
a designer for her husband’s Vienna jewelry firm thir- 
teen years ago, her life has been bound round with the 
sort of glamour about which shop girls dream and movie 
secenarists write. 
Take the Ostiers’ escape from the Nazis, for instance. 
It was no ordinary flight, but one that involved in no 
small way the aforementioned king of Albania. He 
helped them leave Vienna at the time of the Anschluss 
by promising them Albanian citizenship, but by the 
time they reached that country it had been overrun and 
they had to make a beeline for France. They stayed 
there for a while, then went to England and finally 
found themselves in Brazil, waiting to get into the 
United States. In Rio de Janeiro it was really an 
Ostier jewelry creation that saved the day. The Amer- 
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MARIANNE OSTIER 


ican consul there had been a satisfied customer back in 
the days when he held a post in Vienna and strove 
mightily to get the Ostiers’ visas to the States. 

Back in Vienna things were equally exciting, if not 
so dangerous, in the days between the wars. Ostier was 
a byword: among the members of Mittel-Europa’s social 
set in those days and it was a rare grand duchess who 
didn’t sport one of Marianne Ostier’s designs. Hedy 
Lamarr’s introduction to Mme. Ostier’s jewelry dates 
back to the evening she wore some extremely expensive 
but unflattering jewels at the opera. Marianne didn’t 
think they did a thing for Hedy so she straightway 
drew up some designs of her own, sent them to the 
actress, and suggested that they would look a lot better 
on her than the stuff she was sporting. After that Miss 
Lamarr was a faithful devotee. 

Oliver Ostier, Marianne’s husband and business part- 
ner, comes of a jewelry family of three generations’ 
standing. The Vienna firm acted as court jewelers to 


_ Franz Joseph and the rest of the royal family for many 


years, and eastern princes and maharajahs were not 
infrequent visitors at the Ostier salon. All this glamour, 
sans the royal customers, has been transplanted to New 
York, where the Ostiers have established themselves as 
one of the most cfeative jewelry manufacturing houses 
in the business.. Every design coming out of Ostiers 
had its origin in the fertile brain of the subject of our 
sketch. 

It was Marianne Ostier who introduced the sunburst 
and pincushion pins now so popular. And it was she 

(Please turn to page 300) 
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Reproduced and enlarged from actual photo. 


It's a MULTI-FACET’ Diamond with 40 extra 
brilliant facets creating the LIVING EQUATOR 


Powerful selling features for Multi-Facet Diamonds: 1. Intensified color and brilliance. 


Write for further details. DIAMOND CRAFT OF AMERICA 


FOR May, 1946 


2. Protection against chipping. 
3. Impression of greater size. 
4. Beautiful mountings. 


5. Matching wedding bands. 


6. Dominant national advertising. 


551 Fifth Ave., New York 17,N.Y. 
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Joseph Pacholski was awarded second 
prize for his modernistic design of brace- 
let, earring and clip in gold set with 
diamonds and sapphires in arrow motif. 
















William Mauch, who won first honors last 
year, was awarded first prize this year for 
his beautiful designs of broach and earring, 


Student Designers’ 
Work Shown at Exhibit 


This bird of paradise pin was the work 


HE annual exhibition of jewelry designs created by police ak —_ ceo = id ye 


student designers of the class conducted by Chris- won first prize in a previous award. 
tian A. Jakobb at the Mechanics’ Institute, 20 W. 44th 
Street, New York, was held on April 4 at the school. As 
in past years, the students’ work was on display and 
prizes were awarded for the most outstanding and origi- 
nal work by those students who had shown the most ad- 
vancement and capability during the past year. 
William Mauch was awarded first prize for his de- 
(Please turn to page 3Q2) 








First honors was won by Gerald Mc- This floral diamond pin design won 
Comiskey for this stylized antelope pin. second honors for Albert Bravin. 
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— ellin’ Ont / 


Not so long ago the following classified adver- 
igement appeared in a small-town daily paper: 








FOUND: Lady’s hand bag; left in my 
car while parked. Owner can have same 
by identifying property and paying for 
this ad, or if she will make satisfactory 
explanation to my wife I will pay for ad. 


Most of us at some time or other have to exercise 
considerable ingenuity to get ourselves out of 
situations into which we have been thrust either 
through no fault of our own or because of some 
temporary mental lapse. 


The real test is not so much in keeping out of 
trouble as it is in getting out once we are in. 


Many a retail jeweler looks at his stock today 
and says to himself, “Oh Boy! It wouldn’t look 
like this if I had it to do all over again.” 


This is a noble thought but it won’t do anybody 
any good unless he starts acting on it now. 


Present indications point to an active market but 
with plenty of competition on hand as usual. 
And competition is exactly what we are ready for. 


If you want to be absolutely certain that your 
stock of diamond rings is ready to go to bat for 
you this season, don’t buy anything that is offered 
by persuasive talkers. Be critical. 


Examine our current line and compare it with 
anything else on the market. If you can find bet- 
ter values elsewhere, go ahead and buy them 
with our compliments. But if you can’t which 
is much more likely, you will have the satisfac- 





tion of knowing that you are all “set” for any 
business that is ready to be booked. 


a 2 West 464 








FoR May, 1946 
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Ceylon=-Island of Gems 


Sinee ancient times, this island in the Indian’Ocean has been 


noted for its rich store of precious stones. Today, its 


alluvial gravels are still yielding gems to the native miners. 


ee HOUGH it lie in a heap of filth, a gem is a 
gem for all that.” (A Hindu proverb.) 

Ceylon is an island well known for its tea and rubber. 
But it is also noted for its precious and semi-precious 
gems. This island is located off the southern tip of 
India, a few degrees north of the equator, and is a crown 
colony of the British Empire. The far eastern poets of 
long ago called it, “The Pearl Drop On The Brow Of 
India.” 

This old saying is most true. Not only is Ceylon 
famous for pearls, but also for rubies, sapphires, cats- 
eyes, alexandrites, zircons, amethysts, topaz, garnets 
and other precious stones. Because of these gem stones, 
Ceylon was at one time one of the chief empires of the 
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A pit mine in a rice paddy near Ratnapura. The pit is dug 
to a depth of a few feet or more, depending on how deep 
the gem bearing gravel lies, and native laborers scoop the 
gravel, wash it in water, and then pick and hunt for gems. 


by LEONARD PERETTI 


world. Many hundreds of years ago the merchant fleets 
of India, China, Persia and Arabia would come to its 
ports with silks, horses, cloths and slaves to barter with 
the natives for gems that were coveted by nobles and 
princes of every country. With wealth such as this the 
Ceylonese did not have to convey their precious jewels 
to distant lands, the distant countries came to their very 
doors. 

During this trading of long ago, many Arabs who 
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Mert to the trend that has swept men’s rings 
into popular demand, R & S stylists present 
comprehensive selections of distinguished 
Gemstone Rings that are certain to win 
male favor .. . These rings are endowed 
with the same outstanding qualities of 
flawless design and craftsmanship that 
characterize all Gemstone creations. And 
because our stone stocks come direct 
from the sources, these men’s rings, 
retailing from $50, represent 
unparalleled over-the-counter values. 








bartered in gems came to Ceylon to stay. Today, the 
descendants of those Arabs control most of the gem 
industry. 

The mines where the stones are found are nothing but 
deep pits dug in the valleys of the Ratnapura district. 
This district is at the foot of a great mountain range 
that towers 8,000 feet in height. Millions of years of 
denudation have removed the greater part of the land 
mass of those mountains. The rains and streams of 
water over such a long period of time have carried the 
gem bearing gravel debris down into the valleys. As 
a result the valleys of Ratnapura are filled with alluvial 
gravels containing a vast wealth in precious stones. The 
gravel lies at a depth of a few feet to about 20 feet, and 
on top of it is a layer of mud and sand that makes highly 
fertile land for rice cultivation. 


METHODS CRUDE BUT RESULTS GOOD 


To get the precious stones, the Ceylonese dig pits in 
the rice paddies, scoop out the gravel, wash it in water, 
and hunt and pick till the gem stones are found. Their 
methods are crude but the results are good. 

Most of the best quality stones are sent to other 
countries for cutting, but many of them are cut and 
polished in the village of Ratnapura and sold to the 
people of the island or tourists. In 1907 the “Glorious 
Sapphire,” was found. It weighed 466 carats. In 1926 
was found another that weighed 400 carats. 
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The native lapidary depends on his well trained eye and 
a steady hand to cut the stones. His crude machine which 
dates back many hundreds of years, depends for its motive 
power on the drawstring bow which he sows back and forth. 


An idea of the wealth of gems on the island of Ceylon 
can be gained from reading some of the ancient Ceylon- 
ese historical writings that have been translated into 
English. An old Singhalese chronicle called, “Maha- 
vamsa,” tells a beautiful story about one of the shrines 
to Buddha that was built by an ancient king. This huge 
shrine, called the Ruenwali Dagaba, was built in the 
second century before Christ. A massive monument 
shaped like a giant bubble, built of clay-brick and stone 
to a height of 300 feet and as many feet in diameter at 
the base, and painted with a gleaming white enamel. In 
the very heart of this massive pile of masonry was a relic 
chamber that contained the relics of the living Buddha. 
Along with the relics many gifts of the king and people 
were placed in the vault-like room. Those gifts were 
mostly gems and jewelry. To mention a few; there was 
a religious tree made of gold and silver with leaves and 
fruits fashioned of gems of many colors, with its roots 
buried in a ground composed of green emeralds. At the 
foot of the tree were many vases filled with precious 
stones and jewelry. The chamber was overhung with 
a cloth canopy studded with pearls, and had the emblems 
of the sun, moon and the stars fastened to it, made of 
rubies, emeralds, sapphires, and many other precious 
stones. The king had many statues of the Buddha show- 
ing the deeds of his life placed around the inside of the 

(Please turn to page 303) 
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Only one diamond in hundreds meets the 
exacting standards of color, cut and clarity 
which Keepsake has maintained through six 
decades and remember that a Keepsake 
assures you the high quality and lasting value 
worthy of love’s most treasured gift. At your 
Keepsake Jewelers .. $100 to $3500. 


All rings illustrated available in 
white os well as notural gold 
Rings enlarged to show details 
Prices include Federal tax 


KEEPSAKE DIAMOND RINGS 
A_ H Pond Co, Inc 
214 S. Warren St, Syracuse 2, New York 


Please send the useful 20-page book, “The Etiquette of the 
Engagement and Wedding” . . . a complete guide to social correct- 
ness in planning the betrothal ond wedding events . . .with 
illustrations and prices of Keepsoke Rings and the name of the 
nearest Keepsake Jeweler. | enclose 10c to cover mailing. 


Name. 





Street and No. 





City.. 














































Little Known Gem Stomes .. . 


Jade, or jadeite, would be white if pure but is more 
commonly colored by impurities giving it varied hues. 


Second in a series of articles on those gem stones 
generally unfamiliar to the public but which should 


receive the appreciation that is due them. 


EXT on our list of the lesser known gem stones, 

we include jade, and here we find-a few special 
factors which make the price of unusually fine examples 
very high. The most important factor is the existence of 


a large group with educated tastes, principally among 


the Chinese, who appreciate the rarity and beauty of an 
exquisite cabochon of precious jade. The constant de- 
mand for unique stones provides a stable market for 
really fine material, and it is rare indeed to see a bargain 
in fine jade. 

However, far more jade could be sold in this country 
than one now sees on the market, if the public and the 
jewelers were better informed about the stone. Sophis- 
ticated modern designs could make the material one of 
the most popular of the decorative group and such stones 
need not be expensive. Instead of that, we usually see 
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by FREDERICK H. POUGH, Ph.D. 


Curator of Geology and Mimeralogy 
American Museum of Natural History 


garish pseudo Chinese mountings which limit the useful- 
ness of this potentially varied and interesting gem. 
Art lovers are familiar with large decorative jade 
carvings and know that several different minerals ride 
in the omnibus entitled “jade.” From the jewelry stand- 
point, however, there is practically but one mineral that 
need be considefed. This is jadeite, a complex silicate 
which like so many other stones, would be white if pure, 
but which is commonly colored by an impurity of some 
rarer element which imparts an attractive green hue. 
(Please turn to page 308) 
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Earrings, pendants, brooches, bracelets, 


lockets, rings, cuff links . . 


SOMERS-ERNST CO., Inc. 


Diamond Importers 
SOE: 


O. J. SOMERS CO. 
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by EDWARD R. SWOBODA 


N the pegmatite veins scattered throughout the gem 

bearing zone in the State of Minas Gerais there have 

been uncovered from time to time pockets of unusual 
transparent gem spodumene. 

The most widely prevalent type of spodumene found 
is the colorless gem which usually comprises the ma- 
jority of the material extracted from most of the spodu- 
mene pockets. Some localities, however, have produced 
the bulk of the gem material in shades of light yellow 
or a faint green color. The most important and the most 
interesting of the colored varieties, from the jewelry 
standpoint, is the kunzite, especially when found in the 
darker shades of lilac to pink. The green variety is 
rarely encountered, and is usually of too light a shade 
to be attractive. A few small dark green stones, how- 
ever, have been cut from pieces of unusual material 
which have been discovered from time to time. Recently 
a few stones were cut from small pieces of a dark yellow- 
green color, which were found in pieces that were too 
small to be of great interest to the jewelry business. 
The colorless and lighter shaded gem spodumene are 
rarely cut, in spite of the brilliant appearing stones that 
can be obtained. This is due mainly to the local difficul- 
ties in lapidating this gem because of its very pronounced 
cleavage, which usually results in the loss of great por- 


cost for cutting. 


IMPORTANT FIND ABOUT 20 YEARS AGO 


The most important discovery of kunzite in recent 
years was made in the outskirts of Cuiete (pronounced 
kwee-e-tay), a small railroad stop on the Minas-Victoria 
Railway, just a shaking two hours’ run from the town 
of Governador Valadares, the center of the mica mining 
industry of Brazil. The Rio Doce River is parallel to 
the railway along this stretch and is traversed at Cuiete 
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Spodumene Gems of Brazil 


tions of the material and subsequent higher lapidation- 


From the gem-rich State of Minas Gerais comes this interesting 
but comparatively little known stone. From the standpoint of 


jewelry, kunzite is the most important of the colored varieties. 


by a small cable-strung raft. ‘The major traffic at this 
point on the river is ferrying cattle, horses, pack trains 
and travelers from a main trail on the opposite bank 
over to town. It was at a locality just opposite town 
on the other side of the Rio Doce River, and on the 
slopes of a north-south range of low hills, which guides 
the course of the river, that signs of gem spodumene 
were accidentally discovered sometime before 1926. 


FOUND AT DISTANCE FROM ORIGINAL SOURCE 


Tlie occurrence of spodumene was at point on the 
pegmatite veins that have been traced for several miles 
intruding the mica schists and running parallel to the 
hills and the river. There appear to be three main peg- 
matites, all of which run parallel to each other. To date, 
the one kunzite discovery at Cuiete has been the only 
sign of gem material yet found along the whole extent 


’ of these pegmatites. The spodumenes were all found 


weathered out of the veins and apparently some distance 
from their original source. At the origin of their dis- 
covery, so much loose earth and vein material has covered 
the hill slopes that it is difficult to ascertain in just which 
of the three main veins the kunzite was originally con 
tained. 

The three veins dip almost vertical in the schist and 
with not more than fifty or sixty yards separating one 
from the other. Below the surface of the slope at the 
point of the kunzite discovery the pegmatites, due to 
extensive weathering, now show nothing but beds of 
decomposed vein material mixed with pieces of schist 
and other materials laying down the hill slopes. 

Immediately after the first discovery of gems at this 
locality, the news spread rapidly throughout the district 
and within a few days’ time the slopes were covered with 
excited men and boys, all busily burrowing into the 

(Please turn to page 305) 
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Radio Promotion for Jewelers 





by MARIE FORD, Editor 
Radio Showmanship 


Commercial pro- 
grams aimed at the 
family are almost in- 
variably successful. 
However, there are 
other, more specific 
groups which promo- 
tion may appeal to. 


Seeond in a-series of articles concerned with jewelers’ use 


of radio considers program factors and the various types of 


audiences to which a specifie radio effort may be directed. 


qr: it has been decided whether a program’s 
approach shall be institutional or of the direct- 
selling type, four factors enter into the framing of a 
broadcast series. No one of them can be considered 
more important than the others simply because all of 
them are inter-dependent and certain circumstances may, 
perhaps, cause one factor to dictate the direction the 
others may take. 

However, for the sake of clarity these factors for 
preliminary consideration will be treated in the follow- 
ing arbitrary order: 

(1) The type of audience to be reached; 

(2) The time the program is to be broadcast; 

(3) The type of program which is to be offered, and 

(4) The station over which the program will be pre- 
sented. 

In certain instances, such as that of a jeweler located 
in a community where a foreign language predominates, 
factor four would be most important since the jeweler 
would, obviously, want to pick a station which broadcast 
in that language and then decide upon format. time, etc. 
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Or, perhaps, the time the program is broadcast would 
have primary consideration merely because only certain 
periods are available on local radio stations. In any 
event, the order of the various factors will vary with 
each individual case but in no case should any of them 
be neglected. 


TYPE OF AUDIENCE TO BE REACHED 


Every program reaches some sort of an audience, but 
the important thing is to select one which (1) fits the 
advertising needs of the moment and (2) interests the 
greatest number of the particular listening audience the 
jeweler wants to reach. A program should be selected 
on the basis of its appeal to a specific audience. It isn't 
enough to put on a broadcast that most people like—it 
should be preferred listening for the particular group 
the jeweler wants to reach. In choosing such a program, 
a show tailored to fit the particular interests of a specific 
area for a given advertising need has the greatest pros- 
pect for success. Every locality and every jeweler calls 
up a different set of conditions. 
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A successful program from the standpoint of the ad- 
vertiser, should be in keeping with the firm’s policies 
and objectives. If it can also be tied-in with the firm’s 
claims, approaches and phrases used in other media, it 
is all to the good, since this coordination of effort aids 
consumer memory. Lastly, the program should be with- 
in the budgetary limitations of its sponsor. 


In this respect, it is well to remember that a popular 
program, that is, one with a large audience, is not neces- 
sarily a selling program. There are countless small pro- 
grams with comparatively small listener ratings that do 
a terrific selling job because their audiences, while small, 
are extremely loyal and responsive. 

Programs may be directed toward varying types of 
audiences. Starting at the bottom, programs may be 
directed toward the children on the theory that the 
parents will develop sympathetic interest. Or, the 
parents may be interested directly. Teen-agers, the 
future engagement- and wedding-ring purchasers, may 
be the target for program interest. Or, the romantic 
couples may be approached directly. 
those interested in current events and persons fond of 
classical mysic—all are separate types of audiences. 
Programs directed toward them specifically can enhance 
a jewelers’ good-will. 





PARENTS AND CHILDREN 


According to the much abused proverb, “The way to 
a man’s heart is through his stomach.” Applying a 
variation of this old saw, it is equally true that “the way 


to a family’s pocketbook is through the children.” In’ 


the field of radio advertising breakfast-food manufac- 
turers discovered this fact many years ago, and many 
jewelers can profit by the same idea. 

Of course there is a great difference between break- 
fast food and jewelry—children will hardly drive their 
parents crazy with constant demands for a diamond 
bracelet. However, the principle is the same: the family 
is approached through the youngsters. Good-will is one 
of the most important things sought by the jeweler who 
uses radio to advertise, and there are plenty of methods 
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Hobby-lovers, . 


Gaining the interest and enthy- 
siasm of the kiddies can be o 
profitable entering wedge for 
the enterprising jeweler. Pro. 
grams which arouse juvenile in- 
terest will inevitably capture 
the attention of parents, too. 


of securing it with a program geared to the children. 

An enterprising dairy producer in Owensboro, Ky., 
evolved a radio series which managed to elicit parents’ 
good-will right at the very beginning of their parent- 
hood. And any jeweler could profitably use the same 
idea. The program, “Stork News,” was simply a drama- 
tized program announcing the community’s new citizens 
and, also, playing recorded selections upon request in 
honor of Baby So-and-So’s birthday. Getting the vital 
statistics of births was simple, for the producer: the lady 


a : ' CCT EN 





The lady of the house is always a good pro- 


gram prospect, particularly in the morning. 
4 


announcer merely contacted the local hospitals and city 
registry offices. Although in its original state the pro- 
gram emphasized the superior quality of the dairy firm's 
milk, a jeweler could easily switch the angle to children’s 
jewelry. 

Programs for children, themselves, have been found 
excellent institutional advertising, since the parents ap- 
preciate any attention lavished on their offspring. In 
Plattsburg, N. Y., the Home Circle Credit Jewelers 
has sponsored a series entitled “Miss Winnie’s Jolly 


Juveniles” each Saturday morning, and the response was 
(Please turn to page 309) 
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Chain Units Retain Identity 
With Oil Portraits of Owners 


Kodachrome enlargements of these portraits 
of G. J. Gensler and Ralph C. Lee impart 
an air of the owners’ presence to 17 units. 


EEPING multiple stores from losing their identity 
is a problem that has harassed jewelry retailers 
ever since the first chain store was born. Fortunately, 
the reputed economies of chain store operation—in- 
creased buying power and centralized management— 
are considered by their owners sufficient compensation 
for risking the loss of individuality as the jeweler 
branches out with additional stores. However, most 
will agree that it is welcome news to hear that one firm 
has found a practical solution to the “loss of indi- 
viduality” drawback. 

Gensler-Lee, of California, has hit upon a unique plan 
for injecting the personalities of its owners throughout 
the entire chain by the simple expedient of hanging their 
portraits in every one of the seventeen stores. If you 
are a chain operator, or plan soon to follow the trend 
to postwar expansion by adding a unit or more to your 
present set-up, you will doubtless be interested in the 
details of the plan, as outlined by Budd Rosenberg, 
Gensler-Lee vice-president. 

Thirty years ago when their first store was established 
in San Francisco, G. J. Gensler and Ralph C. Lee, the 
founders, waited on the trade themselves. Since both 
were well known in the citv. their personalities were 
their biggest assets. As. Mr. Rosenberg points out, their 
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Naturally, the owners couldn’t be 
in 17 separate stores at once, but 
their portraits, hung in each of the 


ehain’s units, suggest their presence. 


by MARGARET M. MASSON 


ee 


combined business knowledge and integrity gave cur 
tomers every confidence in the merchandise and business) 
flourished. a 
Soon they opened another store, and this immediately 
created a problem. The two owners could not be in both = 
stores all of the time! At first they divided their day © 
between the two, but as unit after unit was added in” 
subsequent years, they found it increasingly difficult to” 
make the rounds. Today, with seventeen stores to direct ~ 
and three more in the process of construction, theit 7 
(Please turn to page 344) q 
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¢ For More Sales, Spend 
10 Minutes to Read This 


The Post-War Opportunity for All 
Branches of the Jewelry Industry 


Retailer, Wholesaler, Manufacturer, Importer “gf 


é 


WHAT IT MEANS TO THE INDUSTRY om 
« WHAT YOU CAN DO ABOUT IT—IF YOU ACT FAST! 


HE post-war opportunity you want is nothing other 

than a chance to keep jewelry sales volume at the 
high level it enjoyed in 1944 and 1945—or as near to 
that level as it can possibly come. You want that 
chance—so does everybody in the industry. 


Yet, you know that the retail sales volume which 
the industry reached in war years was obtained at a 
time when many products that compete with jewelry 
were off the market — products that the American 
people love to own—radios, refrigerators, automobiles, 
to name only a few. 


Those products are coming back. They are trickling 
into the market now. Soon there will be mighty floods 
of them. Soon there will be tremendous advertising 
and publicity pressure behind them. Time is running 
short. 


In 1939, the last year in which you had real full- 
scale competition from products that were off the 
market during the war years, retail jewelers took in 
slightly more than $360,000,000. In 1944, with no 
competition to speak of from many types of consumer 
goods, retail jewelry sales, exclusive of tax, passed the 
billion dollar mark. 1945 was even better. But 1946 
will be the year of decision for the future! 


Do you want to drop back to your pre-war record, 
say by 1948? Or do you want to do something to help 
you stay where you are now? The first thought that 
strikes you may be “how can I find out what to do?” 


That question has been answered for you. The Jewelry 
Industry Publicity Board bought and paid for the 
answer. 


Many months before the end of World War II, the 
Jewelry Industry, on the initiative of its Publicity 
Board, was taken apart and studied from many angles. 
The job was done by experts—men experienced in the 
analysis of the problems of industries. The studies were 
supervised by the Institute of Public Relations, Inc., 
one of the country’s outstanding industry counselling 
organizations. For studies of the public’s gift-buying 
habits and the public’s appraisal of retail jewelers, the 
Institute engaged the services of Elmo Roper, out- 
standing public opinion research authority. 


The Institute analyzed the findings of these studies 
and then built a program of activities for the Jewelry 
Industry to carry out for the purpose of keeping sales 
high. The Jewelry Industry Publicity Board, com- 
posed of representatives of every branch of the indus- 
try, studied that program, unanimously approved it in 
principle; and voted to raise a million dollars a year 
for three years to put the program into effect. 


A complete report on this research and the program 
based on it would require at least one day’s reading. 
But here you get the highlights in 10 minutes of read- 
ing time. They may be the most profitable 10 minutes 
you could ever spend—so please read on! 





Jewelry Industry Publicity Board - 36 Firs ave, new vork 1,1. ¥. 








“lhe Guying Public Speake... 


AN ANALYSIS OF WHAT IT SAYS TELLS THE JEWELRY INDUSTRY WHAT TO po — 
GOALS TO AIM AT—IN ORDER TO KEEP RETAIL SALES HIGH 


A national cross-section of adult Americans with family incomes enabling them to buy jewelry store 
merchandise reported their gift buying habits for the twelve month period from September 1, 1944 
to August 31, 1945. They also reported on their appraisals of retail jewelers. They told their story 
in face-to-face interviews. Analysis of their habits and opinions points out clear and definite jobs to 
be undertaken in order to keep retail jewelry sales at high levels. Here are quick, thumb-nail sketches 


of some of the most important of those jobs. 


1. Store Traffic Must Be Increased! 4 “Sell” More Inside the Store 


@ One out of every four adults goes 
JEWELER into a jewelry store less often than once 
a year! One of every three married men 
doesn’t go near a jeweler in a year! 
People who do get into jewelry stores 
do not visit them very often—55% of 
all the people who even visit a jewelry 
store go in on an average of only twice 
a year! 


2. More Gifts Can Be Sold! 


e The American Public buys only 20% 





jewelry store as a place in which “to 
look around” for gift ideas—Of those 
who look around for gift ideas, only 5% 
do so in jewelry stores. 





3. Create More Attractive Window 
Displays 








¢ One-third of the people who go into 
a jewelry store do so with a specific pur. 
chase in mind, One out of every three 
of this group goes out empty handed, 
Of those who buy what they came in to 
purchase, an additional sale is made to 
one out of fourteen. Two-thirds of the 
people who go into a jewelry store have 
no specific purchase in mind. A sale is 
made to only one out of eleven in this 
group. 


f its gifts f tail j lers. Th ° . 
oF ote ies from retail that at he ~~, Improve Selection and Display 


e Of all people entering a jewelry store 
without a definite purchase in mind, 
60% said they saw nothing they might 
like to buy for themselves, and 73% 
said they saw nothing they would like 
to buy for a friend! 


e The windows of retail jewelers are 6. More Pleasant Attendants Needed 


the industry’s constant contact with the 
buying public. How does the public rate 





yEWELe, jewelry windows on attractiveness? 
Here is the verdict: Only 18% rate 

5 FF 4 jewelry windows first on “attractive- 
y ness”; while 44% put department 

q ( l stores first. Clearly there is room for 

| improvement with respect to jewelry 





window display and the industry’s im- 
pression on the public. 


e In the minds of 44% of the buying 
public all retail stores are alike on the 
score of having the most pleasant store 
attendants. To 29%, the department 
store ranks first. The jewelry store 
ranks first in the minds of only 11% on 
the score of having the most pleasant 
attendants. 





summarized form, on succeeding pages. 


America is a progressive nation. The American people like progressive individuals—progressive industries— 
progressive retailers. But they do not look upon the retail jeweler as progressive and up-to-date. Only 6% of the 
public rates the retail jeweler as progressive and up-to-date. An industry which deals directly with the public does 
not become progressive or up-to-date in the public mind by merely wishing to be or by proclaiming itself to be. 
Only action can do that job. A carefully-planned public relations program made up of many projects, executed 
in good-taste and in ways pleasing to the public, is necessary. Such a program is given for the Jewelry Industry, in 

















e Here you find specific examples of some of the steps which 


What Lo Do can be taken as part of a coordinated, national program of the 


Jewelry Industry for the purpose of keeping sales volume at high 


D 7. levels. This program is beamed on the retail jeweler. It is he who 
How fo e ct binds the entire industry together. When he prospers the industry 
prospers . . . when his sales decline, the sales of manufacturers, 


wholesalers and importers go down. When the retailer sells more watches, he has more money with which 
to stock and push silverware, and vice versa. When he sells more diamond rings, he has more money with 
which to stock and push costume jewelry, or the reverse. So the story goes. A healthy, happy retail condition 
means a healthy, happy condition for all. 





1. Helpful Publicity for Industry's Products This campaign would provide national 


publicity, under the direction of a high- 
powered organization, which, through experts, would contact editors, write articles, supervise photos, place 
articles and photographs, arrange for newsreels, write radio scripts, arrange broadcasts and keep in touch with 
film studios. A systematic and organized job for all products of the industry would be done—day-in and day-out. 
A recent survey shows that: 77% of a group of women’s page editors say they want more material for their pages 
on jewelry products, and 92% of a group of women radio commentators have expressed a willingness to use more 
material than they now receive on the products of the jewelry industry. Everything possible will be done to 
keep jewelry before the American Public in an exciting, tempting way. 





2. Work with Women's Clubs There are thousands of women’s clubs in the country with a 


membership in excess of 6,000,000. These clubs want helpful 
information from industry. Sound films in color on all the products of the Jewelry Industry would get a warm 
welcome from them, Our planned program would give women’s club audiences films that would tell a story for 
silver plate, sterling silver, clocks, men’s and women’s watches, jewelry for men, jewelry for women, precious 
stones, modern collections of gems, etc. At each showing there would be printed literature for viewers. Local retail 
store tie-ups would be arranged. 





j About 4,000,000 girls pass through home economics and 
J. School and College Proj C Cis social study classes of the high schools of this country every 
year. The great majority get married within a few years after they leave high school. As prospective brides, 
and later as married women, they constitute a market for numerous products of the industry—sterling silver, silver 
plate, clocks, watches, rings, etc. About 200,000 a year move on to college, to marry some years later. 

Here, in high schools and colleges, is an all-important market that should have the “jewelry story” year 
after year. It can be given that story, in a systematic way, by special study courses ... by booklets and by films. 
It can be told what to own, what to wear, what to give ... in sterling, plated ware, watches, costume jewelry, 
precious stones, pins, clocks, and all the products of the jewelry industry. 





4 Set Up a Clearing House Create a central office, staffed with people experienced in the pro- 


motional, advertising, selling and management problems of the 
jewelry retailer. Assign certain definite research duties to properly qualified experts. Make their knowledge and 
findings available to retail members in office consultations, and at industry conferences (local, state, regional and 
national). Make findings and recommendations available also by mail. Make reports and recommendations 
available also to manufacturer, importer and wholesaler membership. 





h j ifi i The name of the Jewelry In- 
. Create a Symbol of Unity and of Identification The name of the Jewetry tn 
changed. Several names such as “Jewelers Council” and “Jewelers Institute” are under consideration. This new 
organization will adopt a symbol of unity and identification for its members. This insignia will be displayed in 
windows or in store interiors by retailers, and in offices by manufacturers and wholesalers. The insignia will be 
used in national advertising to direct the public to retail outlets displaying it. The public will come to know and 
recognize this symbol not only from advertising that will be put behind it by the Publicity Board, but also from 
publicity given it by member firms in their own advertising. 





6. National Advertising for Retail Jewelers The purpose of such advertising would be 


to increase store traffic and to publicize 
the symbol created for members cooperating in this national campaign. Numerous themes and copy ideas for this 
national campaign have already been indicated by findings made in consumer studies. However, no final decision 
on copy themes or on advertising media to be used will be made until further studies are completed. 














Still Wore Ou What te De... 


AS YOU READ — REALIZE THAT TIME IS RUNNING SHORT! 





7, Window Display Research and Recommendations This subiect win get nigh pi 


ority because of the fact that 
the question “How can I make the most effective use of my windows” is a problem common to at least 95% of 
all retail jewelers. It is proposed to find a series of answers to this question by having window display experts 
make intensive studies of the problem. Such experts would carry on their research by living and working with 
this problem in different kinds of stores. Answers found to window display problems of different types of stores 
would be backed up with factual evidence, along with ways to “do something” about them. 





§. Improve Retailer Advertising Copy  stisies of some 1,700 retail jewelry newspaper 


advertisements in 1945 indicate there is room for 
improvement in such advertising. Intensive study is therefore in order. Such studies would take advantage 
of many thousands of dollars invested in readership studies of retail advertising of all kinds. Studies would 
also be made of direct-mail and radio advertising for retail jewelry outlets. It is estimated that the total adver- 
tising bill of retail jewelers in 1944 in all cities of 50,000 population and over was in excess of $26,000,000, 
Think of what a ten per cent improvement in the selling power of that $26,000,000 might mean in increased sales 
volume for the jewelry industry! 





9. Keep a Finger On the Public’s Pulse You have read some of the findings obtained 


from a national cross section of the American 
Public on its gift buying habits and its appraisals of the retail jeweler. A study of this nature for an industry 
should not be a one-time affair. It is a job to be repeated at proper intervals. Facts and trends thus obtained in the 
future will be analyzed and made available to members of this cooperative effort. This will be done so that the 
industry may intelligently adjust itself to overcome criticism quickly and capitalize on trends that are favorable. 











You have read some (not all) of the highlights of a hard-hitting 
N OW Fo r A S u mM mM e r y realistic program. These examples, and others, add up to this: Here _ 

is your complete, coordinated public relations program, that has as — 
its definite aims the following: (1) To expose more people to more jewelry store merchandise more often. (2) To equip the — 
retail jeweler with the knowledge and the means of increasing sales to the traffic that comes into his store. (3) To enable the 
jewelry industry to serve the public more efficiently while it is becoming more efficient itself. 


, ) Representative leaders of all 
It Ss Up To You branches of the industry have ap- 
* proved this program of action. We 

have made a preliminary check of the industry on this program of action and 
have received written pledges of financial support from more than 1,500 
retailers, wholesalers, manufacturers and importers. 

The annual subscription rate for this program is low—remarkably low— 
and has been purposely set low so that all members of the industry could 
participate. It is roughly only one-tenth of one per cent of your total net sales 
for 1944—a penny on every ten dollar sale. You can’t afford to pass up this ONE PENNY Out of Every $10 Sale 
sales protection bargain—so don’t delay, cut out pledge form below, fill in for Sales Protection 
and mail today! 


To: THE JEWELRY INDUSTRY PUBLICITY BOARD 
366 Fifth Avenue, New York 1, New York 


Recognizing the vital importance of the United Industry Promotion Campaign to protect and advance the interests of 
all branches of the Jewelry Industry during the post-war period we are glad to pledge our full and equitable share of support 
for the program. In the years 1946, 1947 and 1948 you may bill us for the annual fee checked below: 


HOW TO INDICATE ANNUAL FEE: CLASSIFICATION (Please mark) 
Find Sales Range in which your 1944 net sales : 
volume fits, Put check mark after figure in Manufacturer____ ______Importer______ ____Supplier__—_—— 
“fee column’ that is opposite your sales range. Chain 


i iler. 
1944 Sales Range Annual Fee 1944 Sales Range Annual Fee Wholesaler Ind. Retailer. Retailer 


Up to $25,000 $20( ) $500,001- $750,000 $625 ( 
$25,001- $50,000 $40( ) $750,001-$1,000,000 $875 ( 
$50,001- $75,000 $65( ) $1,000,001-$2,000,000 $1,500 ( 
$75,001-$100,000 $85( ) $2,000,001-$3,000,000 $2,500 ( 

) 
) 
) 
) 


Firm Name 


— 


$100,001-$200,000 $150 ( $3,000,001-$4,000,000 $3,500 ( 
$200,001-$300,000 $250 ( $4,000,001-$5,000,000 $4,500 ( 
$300,001-$400,000 $350 ( Over $5,000,000 $5,000 ( 
$400,001-$500,000 $450 ( 


Address... __-_—-~ 


City & State 
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BONDED DIAMOND RINGS 


Dramatic full-color ads in leading national magazines 
command attention... create customer demand for 
Cardinal Bonded Diamond wedding and engagement 
rings. Powerful sales promotion and merchandising aids. 
plus a unique new selling idea builds customer con- 
fidence and sales. An actual Bond, given at the time of 
purchase assures customer satisfaction. Write today 


ec) mitisilsaeiclice 


e Full color ads in e Window Displays! e Radio Spot 
leading national e Counter Displays! Announcements! 


magazines! e Dealer Ads! e Newspaper Ads! 


CARDINAL DIAMOND SYNDICATE 


BAUMAN-MASSA JEWELRY CO., ST. LOUIS, MO. « M. B. BARKAN COMPANY, MILWAUKEE, WIS. 
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At a Basie Instinct 


HAT factors make one advertisement sell more 

merchandise than another? What is good adver- 
tising? What can the average jeweler do to improve his 
store’s printed sales-talk? 

An attempt to answer these questions will be made in 
this and forthcoming issues of Tux Jeweters’ Circv- 
LaR-KeysTone, in “advertising clinics.” The series is 
designed to help the jewelry merchant, who is not an ad- 
vertising specialist, do a better selling job via the news- 
papers. 

When tourists admire the Empire State Building they 
waste few “‘oh’s” and “ah’s” on the foundation. Yet it 
is the solid foundation which makes such an engineering 
wonder possible. Similarly, it ‘s the solid foundation 
which underlies the success of every advertisement. The 
foundation is “selling appeal” and contributes most 
toward making an ad either a tremendous success or a 
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Aim Your Advertising 






The two ads above have weak head- 
lines, arousing no interest. The 
ads at left tiave compelling heads 
inciting natural feminine vanity. 


First of JC-K’s ‘advertising 
- elinies’ considers the basie 
approach of “‘selling heads.”’ 


by DAVID MARKSTEIN 


miserable (and expensive) failure. Pretty words and 
pictures are necessary to an advertisement, but they are, 
actually, “window dressing.” It’s the ad’s basic selling 
appeal that counts. 

What is appeal? And what differentiates good selling 
appeal from the poor variety? A good appeal touches 4 
buying urge—a spring which makes dollars jump from 
the consumer’s purse into the cash register. Naturally, 
different motives lie behind the purchase of different 
types of merchandise, but each of various good appeals 
may be employed on different special occasions. 

Psychologists recognize three main human needs 
which are useful in selling, and a dozen “secondary” 
motives. The primary urges, most effective in merchan- 
dising, are the following: 

(Please turn to page 845) 
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Big City Style 


In a Small Town 


LTHOUGH Vernon, Texas, is not an enormously 

large town (population 9,277), it now boasts one 
of the most modern, up-to-date jewelry stores in the 
northwest section of the state. The store? Leutwyler’s, 
established there nearly 45 years ago. 

To the Vernon resident, the most remarkable change 
in the Leutwyler establishment was the “new face”—a 
modern Carrara glass front with large display windows 
and all-glass doors which permit an unobstructed view 
of the interior. There was more to the modernization than 
just the face-lifting, however. The entire interior was 
done over and enlarged. 

Changes in the store’s interior arrangement were 
sweeping. First and foremost, the premises were en- 
larged to permit location of offices and a repair shop in 
the rear, both visible through plate-glass windows. Then 
recessed wall-display cabinets were installed, display 
counters of matching materials were added and, finally, 
center-of-the-store display “islands.” also of matching 
wood, were set up. 

Everything about the Leutwyler store creates the im- 
pression of newness, freshness and, most important, 
brightness. This effect is achieved partly as a result of 
the light materials used in the design and, also as a 
result of fluorescent lighting aided by incandeseent spots. 
Specially designed ceilings and floors also contribute to 
the impression of brightness. 
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Left—Interior view of the Leutwyler store 
showing recessed display cabinets and 
conveniently located center "islands." 


Center — View of the store entrance 
shows wide visibility of the doors 
Note ceiling lamp outside of door. 


Below — Another view of the interior 
of the store, taken from the entrance, 





Although the photographs on this page can show, 
very readily, many of the attractive aspects of the store, 
others are not so obvious. Chief among the improvements 
which cannot be represented pictorially are a modern 
air-conditioning system and a balcony used for stock 
storage. 
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“TRUBL AK” genuine Black Ony 
inest selected Brazilian agate, 


guaranteed Permanent black color. 
are used in the 


a4 Ringstones are made 
sugar honey dyed of 
No artificial dye stuffs 
Processing and all operations from the split- 
fing of the rock to the inishing of the Stone are made in our 
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Equal Taxes for All 


Tax-free co-operatives are invading 
more and more retail fields. If unchecked 


there may be jewelry co-ops, as well. 


by BEN C. McCABE, President 
National Tax Equality Association 


CCURATE reports from Washington indicate that 

the tax-exempt corporations of the Nation are in 

for an early study by the Ways and Means Committee 
of the House of Representatives. 

The prophecies from the Potomac point to a thorough 
hearing on the taxation of the important and thriving 
cooperative firms. 

Private enterprise has a great stake in these hearings. 
The advantages enjoyed by certain businesses which are 
exempt from Federal income taxes have given them great 
dimensions. 

Government-owned businesses, co-ops and mutuals 
are expanding into every line of trade. The money which 
taxpayers send to the Federal Treasury is subsidizing 
the other firms which are harming all American 
economy. 

These cooperatives are extending their invasions into 
all forms of business because they are practically 
untaxed. 

They long ago adopted the corporate form of organi- 
zation to protect their members from personal liability 
and are sheltered by the tax exemption written into the 
law for certain farming groups. 

The Research Department of the National Tax 
Equality Association has proven beyond any challenge 
that last year they rolled up more than 12 billions of 
dollars in trade—most of this completely exempt from 
Federal income tax. Their most recent growth has been 
that in manufacturing. They are following the outline 
set forth by Howard A. Cowden, president of the Con- 
sumers’ Cooperative Association of Kansas City, Mo., 
who long ago declared: “Factories are free for coopera- 
tives.” This statement by Mr. Cowden is largely true. 
The cooperatives are in factories) They operate plants 
which put out heavy farm machinery, electric appliances, 
lipstick, face powder and are engaged in lumbering, 
mining, banking, insurance and publishing—and the 
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BEN C. McCABE 


operation of funeral parlors. In short, almost all lines, 

For the jewelry trade their ambitious plan is still in 
the prospective stage, but make no mistake, they do have 
the necessary capital and credit for post-war expansion 
into this line, too. They are swiftly developing their 
plans for city-consumer stores—an opportunity which 
tempts them because they do business without Federal 
income tax on earnings. 

In other words, the tax advantage which was origi- 
nally provided by Federal and State laws to help the 
farmer, is being seized upon by city groups of consumers 
who -have no desire to help the farmer but see a chance 
to help their own pocketbooks. These city-consumer 
purchasing co-ops escape payment of all but the smallest 
amounts of Federal income tax by distributing their 
earnings in “patronage dividends.” One example by a 
million dollar concern is the Chicago Consumers Co- 
operative, Inc., which was recently incorporated. 

You may have noted the words “patronage dividends.” 
It is the freedom of these so-called “patronage divi- 
dends” from income tax liability that has provided the 
controversy now likely to be heard by Congress. 

Cooperatives claim that “patronage dividends” repre- 
sent savings or discounts belonging to members and 
patrons. They insist these are not profits. Under the 
terms of existing law the Treasury Department has rec- 
ognized this claim. 

The Treasury has ruled that “patronage dividends” 
are excludible from income tax in the hands of a co- 
operative corporation. Taxpaying businessmen contest 
this claim, pointing out that these dividends represent 
money earned by the same processes of buying, selling 
and manufacturing as in the case of a regular corpora- 
tion. At any rate, it is the accumulation of these un- 
taxed “patronage dividends” by the co-ops that has 
allowed the tremendous expansion of all co-ops. 

(Please turn to page 347) 
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SUGGESTS QUALITY WITH WORD "JEWELIST" 


(From page 209) 


table of the bride’s gifts from the Linz collection—silver, 
crystal, china, etc. 

Advertising in national consumer magazines is also 
employed by Linz Bros. Thus far, Vogue, Harper’s 
Bazaar, House Beautiful, and House and Garden have 
been used to carry the message of Linz quality and 
prestige. As a result of these ads, sales have been made 
to clients from many other parts of the country. 

Direct mail is secondary with Linz Brothers but from 
time to time, envelope stuffers are enclosed with the 
monthly statements, emphasizing Linz craftsmanship 
and dependability. Currently the store is using a small 
folder beautifully printed in blue on gray paper, ex- 
plaining the word “Jewelist.” Style, sentiment and 
heirloom certainty are stressed and the message put 
across that Jewelists are not made in a few years. 

Lee Pandres, Linz’ advertising director who works 
with their advertising agency, explains the store’s policy 
in stating, “When in 1940, we moved to our present loca- 
tion in the heart of the new shopping section, we held 
to all the desirable qualities of our 69-year background. 
We pride ourselves in continuing to feature Linz in- 
tegrity, dependability, experience, and traditional leader- 
ship, but we have discarded most of the outmoded 
practices of the past. 


“Believing the name ‘Linz Brothers’ rather smacked 
of the ‘Gay Nineties,” he continued, “we discarded 
the ‘Brothers’ and streamlined the signature for adver- 
tising purposes to just ‘Linz.’ Later this became ‘py. 
comparable Linz,’ then in late 1945 the agency came 
forward with “The Incomparable Linz Jewelists’, which 
seemed to describe our business most appropriately.” 

Epitomizing the spirit of Linz publicity is the weekly 
congratulatory message broadcast to young couples who 
have been married during that week. A quartet with 
celeste accompaniment opens with one of the theme 
songs so universally associated with weddings and which 
is subtly tied in with the store’s advertising. After 
singing four lines of the song they fade out to a hum- 
ming accompaniment for the announcer as he reads, 

“The Linz Jewelists wish enduring happiness for aj] 
the newly-married couples of the past week. Linz has 
for so long been identified with weddings, that it js 
fitting for them to wish you joy—as for the bride to 
wear Linz diamonds. Thus, the Jewelists hope that 
amid the treasures of the years you find together, your 
good fortune will be as everlasting as your diamonds 
from Linz.” 

The quartet concludes with singing the last line of 
the song. 

The entire policy of this store best exemplifies how 
many fine old-line firms are gearing their valuable assets 
of background and long-integrity to modern merchan- 
dising. Linz’ definition of their coined-word “Jewelist” 





Fancy Cut Diamonds 


Matched Pairs and Single Fancies in all sizes our 
specialty. We also carry a large stock of Mellee, 
Marquises, Emerald Cuts and Round Diamonds. 
Call on us for your needs. 


We wish to notify the trade that we buy 
estates consisting of diamond mounted 
platinum and gold jewelry and colored stones. 
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Telephone MEdallion 34822 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N.Y. 


Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 

















_ DIAMONDS 


Emerald C, ut and Marquise 
STARK SAPPHIRES 


RUBIES - STAR RUBIES - SAPPHIRES 
CAT'S EYES - EMERALDS + PEARLS 





















We have a large stock of Precious 
Stones — mounted and unmounted from 


which to make your selection. Let us 





cooperate with you on your special calls. 
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as “‘one who designs, collects precious jewels and metals, 
fashions, handcrafts and services The More Important 
Gifts—the ultimate in this age-old profession for the 
expression of great loves,” is an aim that could and 
should be the goal of all those firms seeking that prestige 
that has for so long been part and parcel of the jewelry 
trade. 


TASTEFUL DIRECT MAIL BUILDS PRESTIGE 
(From page 211) 


sketches or water colors, made expressly for the mailing- 
piece from the jewelry itself. Covers are parchment, 
heavy bond paper or rough-surfaced, novelty paper. 
In the case of one anniversary brochure, pen-and-ink 
sketches were made of every department in éhe store, 
and in another of the “regular” publications photographs 
were employed. Generally speaking, “art work” used 
in the mailing-pieces emphasizes the firm’s long service 
rather than specific merchandise, although Mrs. Darby 
also uses straight “merchandise mailers” for specific 
promotions and the holiday seasons. ‘People will read 
these folders where newspaper advertising will not ob- 
tain the slightest notice” she explains. “As a supple- 
mentary action, coupled with newspaper and radio 
advertising, the folders do a direct selling job while 
the first two merely keep the public conscious of the 
firm name.” 


“White space and faithful reproduction” are the 








watchwords in all mailing pieces, according to Mrs, 
Darby. The usual booklet of 30 or more pages has only 
one topic per page. Usually there is a note on i 
store’s history, a message from A. N. Slavick, president 
of the firm, and then merchandise groups individually 
arranged as “spreads.” One page may list diamonds, 
while the opposite page will contain the appropriate 
illustrations. Another similar set-up will be devoted to 
watches, and a third will feature sterling silverware 
Other sections will concentrate attention on clocks, 
cameras, radios electrical appliances, and so on, Ps 
sort of centralized theme invariably ties the entire 
brochure together. In one mailing piece, for instance, 
the theme was “Looking Forward.” In another, the 
store’s slogan was publicized as ‘Selling Happiness.” 


KEEP ‘FLUCTUATING MAILING-LIST’ 


All of Slavick’s direct-mail booklets and folders go 
to a “fluctuating list” of 45,000 Los Angeles names, 
These include established customers, names turned in 
by customers, brides, prospective city residents and 
names obtained from various other sources. A check js 
maintained on responses by the simple method of count- 
ing the number of persons who write in asking for 
specific folders, particularly the Christmas brochure. 
Since the anniversary mailing has been proven the 
greatest interest-arouser and is most thoroughly read, 
an invitation to write in for Christmas mailings and 
other periodic announcements is included in it. Cum- 
lative requests balanced against inventory checks in- 
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mail promoted merchandise than for that advertised in 
any other way. 


Last year, during the worst of the wartime shortages, | 
essary for the Slavick firm to observe an | 
anniversary without the usual sale. This did not, how- | 


it was nec 


ever, mean that a direct-mail folder was dispensed with. 
On the contrary, the firm put out a four-page item 
which contained, on the cover, a letter from A. N. Slavick 
apologizing for the fact that a sale was not being held. 
Inside, the wartime scarcities were carefully explained 
and the forebearance of the customers was requested. 
Around this message appeared the names of scores of 
trade-marked articles and firms—a pre-vue of postwar 
merchandise which would soon be available. 

The variety of Slavick mailing-pieces has been virtu- 
ally unlimited. In fact, Mrs. Darby strives to avoid 
having any of the folders fall into a pattern, since it 
would destroy the element of expectancy on the part of 
the recipient. Response to an anniversary booklet which 
carried news of the jewelry trade illustrated with fine 
wash drawings was just as enthusiastic as it had been 
to a catalogue folder which merely illustrated and com- 
mented upon selected articles of jewelry. “We feel that 
it is the mailing itself and the atmosphere it creates, 
rather than a set pattern which accomplishes the results” 
Mrs. Darby says. “Recipients of our folders and bro- 
chures come to anticipate their arrival.” 

The true public attitude toward Slavick’s direct-mail 
pieces is, perhaps, best exemplified by one customer’s 
comment. “I have,” she reported, “filed all of your 
folders away for future reference. They will come in 
very handy later on when I wish to purchase gifts for 
for someone else or jewelry for myself.” 





MODERNIZATION SPARKS DISPLAY APPEAL 
(From page 213) 


to the passerby’s eye, and at an angle which makes it 
easier to be seen from any sidewalk distance possible,” 
Mr. Larson said. ‘Combined with display of far fewer 
items, better contrasted, and so set up that nothing de- 
tracts from the appeal of anything else.” 

As shown herewith, these effects have been created by 
first separating the windows into small individual units, 
then “framing” them to reduce the overall area which 
the eye will take in, and finally, slanting the floor level 
at precisely the same angle as the average passerby 
would hold a magazine or a newspaper for easy reading. 
While both the frame enclosure and the smaller window 
are not new, they take on a fresh display value when 
combined with the slanting floor. Mr. Larson feels that 
the slanting floor is the main merchandising point of the 
hew system, and that it cannot be stressed too highly. 


‘PROPS’ USED EXTENSIVELY 

“We use the slanted floor in combination with frames 
and props primarily for the most important jewelry 
items, which demand close inspection,” “he pointed out. 


“These include diamonds, watches, gold jewelry, ster- | 


ling jewelry, costume pieces, sterling flatware and hol- 
low ware. One window each is always concentrated on 
these lines, usually the same space for consecutive dis- 
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plays, and they do a selling job which the type used for dozen store visitors will ask in turn about a dozen item, 


china, glass, giftwares, clocks, etc., cannot very well in the same window. Actually, the windows resembj, 

accomplish.” display cases in a museum or exhibit, an impression 
which will always stop interested traffic.” __ 

SLANTED FLOORS OF PLYWOOD Going farther, the next major step in Hess-Culbert. 


son’s window modernization has been cutting down op 
the amount of merchandise shown per display. There ig 
no overcrowding even in the relatively smaller windows, 
since seldom do more than 12 pieces appear at a time. 
Given unusual leeway in window design, Mr. Larson 
himself picks all merchandise direct from stock, spaces 
it out well, and concentrates on a variety emblematic of 
the entire department. 

These windows, naturally, are more difficult to trim, 
and to maintain their appearance. This problem Hess. 
Culbertson solves by making fewer changes, but giving 
each a specific role to accomplish. In general, one ster- 


The slanted floors are produced by means of plywood 
or compoboard easels cut individually to fit specific win- 
dows. They can be easily covered with velvet, sateen, 
felt, or other materials. Most of them are now felt-cov- 
ered, inasmuch as experience shows that this material 
will keep items in place through better adherence. Each 
is set at an angle of approximately 45 deg. As shown 
in the typical window display of sterling silver pictured 
in the accompanying photo, the flooring is combined with 
the frame, thus reducing the overall size. At the left is 
a handsome ebony black “picture frame” from which a 
coal-black mannequin’s head projects for necklace and 


earring display, and a variety of shelves and step-ups ling silverware, one costume jewelry, one gold jewelry 
“break up” the rigid lines. Most windows contain a window, and one sterling jewelry display are combined 
single step-up platform mounted on triangular legs with a large corner display for fine colored gems, and a 
which will be rested on the tilted floor to provide a flat large permanent wedding ring display. Following a def- 
surface for items that are to be particularly emphasized. nite theme in making up the window has eliminated 
Elsewhere in the window, tiny drum fixtures or large many waste hours. 


blocks, slanted at the bottom, are used to highlight out- 


standing pieces. “We want to first get the individual to LIGHT NEAR MERCHANDISE 


study the window as a one-theme presentation,’ Mr. Lighting is one important consideration which Mr, 
Larson said, “then, after he has stopped, we want to Larson feels cannot be overemphasized. “We believe in 
break up the straight lines and grouping which one level getting the light down close to the merchandise in every 
produces. Comments from our customers have proven case,” he said. ‘Therefore, we have discarded the old 
that the windows accomplish just this, inasmuch as a overhead lights in favor of direct bird’s eye spotlight 












Any Diamond... 


Speedy on-approval Service 









Weinberg Diamond Company, Inc. CH) 


Dept. CK, 580 Fifth Ave., New York 19, N. Y. 
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types which flood the merchandise with 450 watts out- 
put. Silvered reflectors diffuse the light evenly over the 
merchandise and have the advantage of giving the same 
eye appeal to anything as different as gay costume 
jewelry or @ conservative sterling saucer pattern.” 

Incidentally, Mr. Larson doesn’t believe in applying 
colored light to such windows. Interrogated on the sub- 
ject, he pointed out that color when focused on jewelry 
invariably misrepresents the item. “We have experi- 
mented with this idea,” he confessed, “and find that 
green, blue, amber, etc., all have a bad effect on stones, 
settings and precious metals. It is okay when used with 
merchandise less dependent on minute eye appreciation, 
but not with any line of jewelry. The safest bet, we 
have discovered, is to simulate daylight as closely as pos- 
sible, and stick to it. I personally cannot believe in color 
for any merchandise to be found in the top flight jewelry 
store.” 

Thus, Hess-Culbertson’s normally uninspiring archi- 
tecture is completely subordinated at night to the glow- 
ing eye appeal of these beautiful window displays. Kept 
lighted much later at night than before, they have more 
than doubled the number of people pulled into the store 
by window displays—well worth the cost of converting 
the old window area into the effective miniature stages. 


NANCY HAS THE SANCY! 


“Nancy” is Lady Astor, famous Virgina-born member 
of the British Parliament, and the Sancy is one of the 
world’s famous and historic large diamonds—a stone 
about the size and shape of a peach pit, and weighing 
5334 carats. 

This is the famous diamond which was swallowed by 
a faithful retainer of the Lord of Sancy to prevent its 
capture by robbers who waylaid and killed him as he 
was carrying it to the King of France. When he failed 
to reach his destination, it was thought that he might 
have run away with the gem, but de Sancy refused to 
believe it, having complete confidence in the man’s 
loyalty and trustworthiness. He had a search along the 
road that the man had followed, the body was discovered, 
disinterred, and in the stomach of the faithful messenger 
the great diamond was found. 

Earliest record of the Sancy, according to Shipley’s 
“Famous Diamonds of the World” was in 1570 when it 
was bought in Constantinople by the Seigneur de Sancy. 
Some years later, after the episode mentioned above, 
he sold it to Queen Elizabeth of England, and in 1669 
James II brought it to France when he fled to that 
country after losing his throne. To raise funds he sold 
the stone to Louis XIV, reportedly for $125,000. 

During the French Revolution, the jewel was stolen 
and disappeared from sight till 1828 when it came back 
on the market and was sold to a French merchant for 
$100,000. In 1865, it was sold in India where it was 
later bought by. the Maharajah of Patiala. 

Whether it is still among the jewels of that prince 
has been the subject of some debate. Dr. Kunz some 
years ago stated that it had been acquired by Lady Astor 
but Shipley expresses the opinion that it is probably 
still owned by the Maharajah. 

Now Lady Astor herself has confirmed Dr. Kunz’s 
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statement. When she arrived in this country some weeks 
ago for a visit to her ancestral home, Dorothy Dignam 
of N. W. Ayer & Son, the advertising agency which 
handles the DeBeers diamond campaign, wrote her and 
asked if she could throw any light on the question. 
Promptly the answer came back: “Yes, my husband 
owns the Sancy.” 


SO YOU WANT TO OPEN A JEWELRY STORE 
(From page 215) 


Remember, too, that you will be coming up against 
competition where the jewelers’ name, reputation, and 
credit all are established. It will pay you, therefore, to 
study your competitors, their stores and merchandising 
methods. Take the time to count and study the traffic 
now in front of your proposed location and observe 
those who enter the stores of your competitors. Tastes 
vary from one locality to another and so do the prices 
that people will pay. You must observe the people in 
your area and learn as much as you can about their 
occupations, incomes, how they live, in order to deter- 
mine the price range into which your community of 
buyers will fall. 

Even then your first orders for merchandise should 
be small ones until you have learned from their pur- 
chases what your customers really want. There are 
times when even the most astute and experienced buvers 
find they have misjudged the salability of certain items, 


< 


but the new retailer can keep down his margin of mis. 
takes with small initial orders, concentrating reorders 
on what he knows is selling. A good buyer must, of 
course, know values. A wholesaler cannot unload chea 
or inferior merchandise on him and he doesn’t overbuy 
on slow-moving items. Sometimes a jeweler who doesn’t 
have a thorough knowledge of stones, metals, or work. 
manship, will take a more experienced jeweler alo 
with him when he goes to place a really big order. 
“But,” smiles Beller, “it’s nice to be able to rely on your 
own judgment.” 

Right now, of course, is a very bad—in fact, an al] 
but impossible time—to try to open a new jewelry store 
because of the difficulty in getting merchandise to sel]. 
Repair parts for watches, for instance, are almost unob- 
tainable. Merchandise quotas allowed in 1946 are based 
on the retailer’s purchases in 1941 which was not a very 
good year. And naturally when the wholesalers can’t 
begin to take care of their old trade, they are not taking 
on new accounts. In fact, says Beller, if you have no 
acquaintainceship among the wholesale and material 
houses, a newcomer today will be hard put to find any 
except so-called wholesale houses of a doubtful nature— 
those who charge big prices for inferior merchandise— 
who can do business with him. 

It is possible to operate a jewelry store without in- 
cluding any repair service and it is also possible to run 
a little watch repair shop, or a fountain pen hospital 
alone. But so closely do sales and service tie together, 
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in Beller's opinion, that any shop trying to concentrate 
on either alone is making a mistake. 

In the first place, your repair service is a drawing 
card that brings people in and makes them potential 
customers for big ticket sales. Secondly, customers buy 
with more confidence from a store they feel is capable 
of handling any service problem that might arise. And 
third, your service work will help carry you while you 
are establishing yourself as a retailer. If people like 
your shop and service they will think of you when they 
Jan to buy, and you will profit from that most valuable 
of all advertising media—word of mouth advertising by 
satisfied customers. Watch repairingcaneasily be operated 
as a racket simply because ninety-nine people out of a 
hundred don’t know what makes a watch tick. But 
the man who is trying to build up a volume of business 
will find that honest repair work pays off. The neigh- 
borhood merchant must realize that his trade is made 
up of neighbors, people who will come back and become 
what he can really call his customers. If he can build 
up a clientele of people who have confidence in his work 
and trust his judgment, then it won’t matter how many 
competitors he has! 


NAME BRANDS MEAN LEADERSHIP 


In the same way it will pay you to obtain franchises 
to handle a few high class, nationally known items. 
Even when the profit on them is low, the mere fact that 
you carry them will help you establish yourself as a 





leader; it will bring people into your store and the 
prestige attached to certain nationally advertised names 
will extend to you also. Whether or not to include an 
optical department in your store is entirely up to you, 
but it is not necessary. It is a side line with its own 
specialized training, skills and problems. Many jew- 
elers feature an optical department and make an excel- 
lent thing out of it; others do very nicely without even 
touching this phase of the business. 


INSURANCE MEANS ACCURATE RECORDS 


As a jeweler, you will find one operating expense run- 
ing considerably higher for you than for merchants in 
most other lines, and that is your insurance. Good pro- 
tection—metal doors, grills, burglar alarms, and vaults 
—will cut down your premiums around ten per cent. 
But one of the most valuable means of protection cannot 
be bought. It is a complete and accurate set of records. 
If these are properly maintained, they will give you all 
the facts you need to know in case of loss and facilitate 
recovery of damages. 

Complete, accurate, and up-to-date records are essen- 
tial for any business to operate at a profit. Properly 
set up and maintained, they will tell you what it costs 
you to do business, what profit (if any) you are earning, 
where you are making your profit and where you are 
losing money. They will show you how much business 
you are doing, how much cash you have on hand, how 
much you owe and whether the amount is too much for 
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your business, how much your customers owe you and 
whether that amount is too much for your business. 
They will give you your inventory at a glance; enable 
you to figure correct percentage of markup on individual 
items; show how much you pay in taxes, salaries, and 
all other expenses. And they will bring to light ex- 
penses that are disproportionately high, dead stock that 
is tieing up capital, dangerous trends that can be stopped 
before they lead to failure. By all means, then, investi- 
gate the systems in use by other jewelers before you 
start in. Publishing houses and office supply stores that 
handle record keeping systems can help you there. Bet- 
ter still, have your original books set up by a qualified 
accountant or bookkeeper; you should be able to carry 
on from there with occasional help from him. 


MERCHANDISING AND SELLING 


Unless you employ every possible means of making 
your store attractive, keeping up to date, improving your 
service and_ fitting into the community picture, you are 
actually throwing away half the rent you pay for your 
carefully chosen store location. 

Your window display is your most important and most 
expensive advertising medium. You should make the 
most of it. If you rent space in an old building, look 
into the possibilities of modernizing your store front. 
Sometimes the owner of the building can be persuaded 
to do this. If not, you may still find it a worthwhile 


investment to do so yourself. A modern store front of . 


whatever size, shape, and type is most suitable to your 


needs, can be installed with a 20 per cent down paym 
and the balance financed over a two-year period, ™ 
Since the purpose of your window is to attract atte 
tion and to invite people into your store you must mii 
the difference between a good display and a poor a 


WINDOWS NEED CENTER OF INTEREST 


A common mistake is to fill the window full with a littl. 
of everything in an effort to demonstrate the variety 
of merchandise within the store. With no center of 
interest in the window there is nothing to compel atten. 
tion from the passerby. More effective are massed dis. 
plays—all rings or all watches, or all table silver, ete 
An attention-getting center of interest might be obtained 
with a small table set attractively with complete table 
service or a very ancient and unusual clock with a small 
card explaining in what year and country and by whom 
it was used. The main point to remember is to haye 
one eye-attracting center of interest and build the rest 
of your display around that. Dramatic color contrast 
has its value, too, and an effect of quality and exclusiye- 
ness often is obtained through the display of a very few 
items artistically arranged, as, for instance, a pearl neck- 
lace displayed alone against an expanse of black velvet, 
A jeweler’s window should be brilliantly lighted to show 
off his merchandise to best advantage and the displays 
changed frequently to keep them interesting. And it 
should go without saying that no speck of dust should 


detract from the appearance of his display. Make a 


point of noticing how your competitors arrange their 
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window displays. Some will appeal to you and some 
will not. Ask yourself why. Highlighting a nationally 
advertised item in your window will attract customers 
into your store. You should be careful, too, to have 
your firm name prominently displayed. 

Within your store the atmosphere should be luxurious, 
quiet ; the personnel well groomed, refined; the selling 
technique subtle and low pressure, all in keeping with 
quality merchandise. 


MAKE CERTAIN OF SATISFACTION 


“Let your attitude be leisurely,” explains Beller. 
“Never, never must your customer feel that you are try- 
ing to rush him or force him to take something. You 
are building up a clientele by standing back of your 
merchandise and your service, so it’s up to you to take 
pains to insure a satisfied customer so the sale will stick. 


The extra moments you spend giving careful instruc- 


tion, explanation and demonstration, pay off with your 
customer’s feeling that he-.is receiving a little extta, 
personal service. 

“Take the trouble to explain to a customer who brings 
his watch in for repair, exactly what has to be done, 
and why. Even if the bill is high he seldom objects to 
paying it if he understands what he is paying for.” 

Another thing, says Beller, never allow your counter 
to become cluttered up with a lot of things at once. 
Show one item at a time. Handle it with respect and 
appreciation and allow your customer to examine it as 
you point out its selling features. 





You will probably find it a good idea to carry small, 
fast-moving traffic items such as charms, wrist watch 
straps, inexpensive costume jewelry. These, like your 
repair service, will draw people into your store—par- 
ticularly the younger set who, remarks Beller, are fre- 
quently responsible for bringing in other members of 
their families. 


BRIGHT INTERIOR IMPORTANT 


No one thing will do more to give your store an invit- 
ing appearance than a bright interior. For a jeweler 
this is particularly important if he is to display his mer- 
chandise at its best. An ill-lit store, no matter how 
good the merchandise and the fixtures, succeeds only 
in looking dingy, old-fashioned, run down. Modern 
lighting fixtures, indirect or fluorescent lighting; mer- 
chandise not too crowded, attractively displayed in mod- 
ern show cases; everything spic and span and sparkling, 
adds up to eye appeal and buy appeal. White, or very 
light ceilings and walls will increase the light intensity 
amazingly and at the same time cut-down your bill for 
electricity. 


ADVERTISING MUST BE ADEQUATE 

The advertising budget of the average successful jew- 
eler comes to about 2 per cent of his sales volume and, 
the bulk of this, naturally, is concentrated before the 
holidays—Christmas, Easter, Valentine’s Day, Mother's 
Day, Father’s Day—and in June, the month of gradu- 
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ates and brides. Your study of customer acceptance of 
light original orders will enable you to work out a 
schedule of reorders for peak season selling. Be sure 
these are placed early enough to allow plenty of time 
for delivery before they are due to go on sale. 

In summing up, Beller feels that if you pick the right 
location to start and have the ability to build up a clien- 
tele who has confidence in the service you give and the 
merchandise you sell, you have the basic requirements 
for success. Back them up with sound business sense, 
proper merchandising, and enough capital to see you 
through the first six months to a year—and you're bound 
to ring the bell as a retail jeweler. 


BORROWING MEANS REPAYING 


“But remember,” he says, “when you borrow the money 
to go into business, you will have to pay it back. You 
must keep your credit good if you are to operate suc- 
cessfully. The wholesaler can advise and help you in 
many ways while you are getting started. He is your 
friend as long as you pay your bills, but he, like your- 
self, is in business to make money. 

“Remember, too, that high pressure selling methods, 
blatant advertising, garish displays, will never do; you 
must create an atmosphere of culture, exclusiveness, for 
quality merchandise. 

“You never know too much in this business,”’ declares 
Beller, ‘in fact, you never know enough!” 





CLOCKS ARE NO SIDELINE HERE 
(From page 216) 


room exclusively devoted to clocks that they have seen 
anywhere. 

The notion of “time,” of course, is the predominating 
theme of the entire shop. One would get this impression 
automatically from the hundreds of clocks arranged on 
the shelves, but the decor emphasizes it also. A canopy 
of imported flash opal glass, similar to that used on 
theatre marquees, is set above the steep shelves around 
the edges of the shop, and engaging facts about clocks 
are lettered on this canopy. 

The floor, also, emphasizes the “time” factor. The 
blue linoleum covering boasts two large gray and yellow 
hands. Window draperies, carrying over the color from 
the floor covering, are executed in gay flowered chintz 
in jonquil yellow, gray and turquoise blue. Venetian 
blinds also add to the attractiveness of the shop. 

In addition to selling clocks at retail, the Harley firm 
is continuing the service department and, in addition, 
acting as a wholesaler too. Arrangements are being 
made to handle the products of all leading domestic 
clock manufacturers and importers, and a modest ad- 
vertising campaign has been launched in national con- 
sumer magazines. 

Clocks a sideline? Not at all—they’re a paying busi- 
ness for the Harley firm. 
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NEWS OF DIAMONDS 


The diamond industry of Palestine will receive increas- 
ingly greater quantities of larger diamonds as the result 
of recently established quotas, according to a recent 
issue of Foreign Commerce Weekly, issued by the Bu- 
reau of Foreign and Domestic Commerce, of the U. S. 
Department of Commerce. The supply of chips, which 
have formed the basis of the industry, was to be reduced 
between November, 1945, and March, 1946, from 20,000 
carats to 10,000 carats monthly. Although the change 
was to be made gradually at the rate of 2500 carats a 
month, it was expected that the industry would be faced 
with a period of readjustment involving technical and 
marketing problems. The capacity of the industry to 
process the smaller stones has been estimated in the past 
at 30,000 carats a month. 

Diamond exports from the United Kingdom during 
the six war years resulted in the return of more than 
£100,000,000 to the country, members of the National 
Jewellers Association were told at a recent meeting in 
London. According to press reports, it was further 
stated that the value of 1945 diamond exports totaled 
£20,000,000, including £2,000,000 worth of industrial 
stones and £14,000,000 worth of rough diamonds. The 
average value of exports for the five preceding years was 
£16,000,000. 

Diamond exports from British Guiana during 1945 to- 
taled 17,261 carats, valued at $513,677 (British Guiana 
currency, $1 = $0.83404 U. S. currency). Reflecting a 
substantial increase in value per unit the 1945 shipments 











surpassed in value the exports of every year since 1933. 
Despite attractive prices, however, diamond output has 
steadily declined in recent years. The quantity of ex- 
ports in 1945 were higher when compared with the two 
preceding years, but well belew the average for the past 
15 or 20 years. 

Much of the recent decline in the volume of exports is 
the result of the wartime transportation difficulties, loss 
of miners to other industries, and the high cost of sup- 
plies. These conditions were most keenly felt in the dia- 
mond industry than in others because of its relatively 
loose organization and lack of systematic development. 
Diamond production in Colombia continues to be limited 
chiefly to superficial prospecting by individual operators 
who use simple hand methods of extraction. 

Production during 1946, however, is expected to ex- 
ceed the output for 1945. A number of former diamond 
prospectors are returning to the fields and new deposits 
will probably be worked. Activity is concentrated in the 
Mazaruni district, long the most important diamond-pro- 
ducing area in British Guiana. 

The small diamond cutting and polishing factory es- 
tablished in Colorhbia during the early part of the war, 
is finding a ready market for its stones in the United 
States. The industry, which employs about 25 locally 
trained cutters and polishers, has been encouraged by 
the Government and aided in various ways. In the 
opinion of members of the firm, nevertheless, the future 
of the industry is questionable, depending largely upon 
the continuance of the demand for small stones, which 
up to now has come chiefly from the United States. 
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Cun You Help Me? 


My Display Problem Is, 














by VIRGINIA DIXON 


Readers’ questions about window and inside-store displa 
will be answered in this department each month by Miss Viz. 
ginia Dixon, one of America’s topnotch display experts whos, 
talents have been brought to a focus on the jewelry field, 
Miss Dizon is already well known to JC-K readers ag the 
author of many stand-out articles on jewelry store display, 


E are planning a new jewelry window and cannot 

come to any decision as to the window background, 
Can you give us an idea as to the newest treatment for 
the window background? We would also like to haye 
your opinion as to the use of the new open type glass 
fronts.—C, E. H. 

Answer—tThere are any number of treatments for 
window backgrounds that are fresh and modern. If you 
wish to use fabric, you may choose either a heavy, deeply 
textured material, in a plain color or with a very sub- 
dued pattern, or some of the sheer Celanese fabrics can 
be used for a very attractive curtain at the window back- 
ground. The heavier weaves may either be hung as a 
curtain or stretched smoothly over composition boards 
cut to fit the background. 

Many of the new wall papers are very beautiful and 
entirely appropriate. The Timbertone Decorative Com- 
pany, 15 West 24th Street, New York 10, N. Y., have 
some extremely lovely decorative papers which may be 
applied like wallpaper. 

The open type glass store fronts are designed to make 
your whole store, more or less, your window display and 
they give a very hospitable and welcoming appearance 
to the store front which is most desirable. They make 
it seem easy to enter the store. However, for a jewelry 
store, it seems to me that some feeling of privacy for 
the customers in the store must be retained and there- 
fore a compromise open front is better for the jeweler 
—a part of the front—clear glass and the rest—either 
closed completely or the clear glass replaced with opaque 
or corrugated glass or glass bricks. 


I AM very much interested in obtaining pictures of 
jewelry window displays. Can you tell me anywhere 
that I can obtain such material?—-M. & Co. 
Answer—Unfortunately there is practically no source 
for a quantity of such photographs. You might write to 
the Worsinger Window Service, 110 West 40th Street 
and to Virginia Roehl, 45 West 57th Street, both New 
York, and ask for whatever material they have on 
jewelry stores. They both specialize in photographing 
store windows and interior displays, but the majority of 
their pictures are taken for department stores. Back 
issues of the JewEeLers’ Crrcutar-Keysronr are the only 
other source I can suggest. 


SHOPPING NOTES 


(= again we can plan dramatic and effective light- 
ing systems for our window displays without fear of 
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being blacked-out, browned-out or dimmed-out! The 
number and variety of new fixtures coming onto the mar- 
ket leave no excuse for dimly or improperly lighted dis- 
plays. If you are planning any extensive lighting altera- 
tions, you should consult a lighting engineer who will be 
able to give you a prescription to fit your exact needs. 
Another thing to watch if you are doing any remodeling, 
is to be sure that the electrical wiring you install is 
heavy enough not only for your present needs, but for 
any future lighting installations you may want. 

Here are brief descriptions of some of the fixtures 
that are already available. Any of the concerns men- 
tioned will be glad to send you detailed information. 

The Wabash-Birdseye reflector lamps are made in 
different types—concentrated spotlite, super spot, flood- 
lite for general illumination, concentrator for interior 
lighting and tubular for show cases and coves. These 
bulbs have their own reflectors sealed inside the bulb, 
they fit all ordinary sockets and require no additional 
fixtures or equipment. There is also an attachment that 
supplies as many as 10 color slides at a moment’s notice. 
These are made by the Wabash Corporation, a subsidiary 
of Sylvania Electric Products, 345 Carroll Street, 
Brooklyn 31, N. Y. 

Century Lighting, Inc., 419 West 55th Street, New 
York 19, N. Y., are featuring their Reflect-O-Lites. 
These are hooded spot lights with an unusually flexible 
adjustment—good looking enough so that the fixture 
does not have to be concealed. Ask for their catalog. 

Another new type is made by Edwin F. Guth Company, 
2615 Washington Avenue, St. Louis, for either surface 


or recess mounting. The National Hanger Co., Inc., 250 
West 26th Street, New York 1, N. Y., handle a number of 
types of hooded spot lights on adjustable stands so that 
they can be readily moved about. They also have a four- 
color lens kit which may be used with Birdseye Reflector 
Lamps. 
The Illumino Corporation, 1595 Broadway, New York 
19, N. Y., offer a new lighting system which they de- 
scribe as “‘painting the window with moving, changing 
color and light.” It can be adapted to every type and 
size of window. They will send full details on request. 





FATHER'S DAY SPURS GIFT SALES 
(From page 218) 


Father’s Day.” From the branches hung many small 
gifts, and others were shown on the floor. One tree was 
hung with alligator and ostrich bill folds; another with 
wood, leather and metal smoking accessories; the third 
with pigskin brief cases, and the fourth with pen and 
pencil sets, and boxes of monogrammed paper. 

The Broadway, Pasadena, Cal., featured Telechron 
clocks. On the gray wall was a large card of dark 
green, lettered in gold, “Father Time! Give Father a 
Self-Starting Telechron.” Clocks of various shapes and 
sizes were shown, several of them in boxes nested in tis- 
sue paper, with a Father’s Day greeting card attached. 

LeRoy’s, Los Angeles, came out with a 12-inch, triple 
column ad, headed: “Father’s Day Gifts. A gift of 
jewelry means more to father, just as it does to anyone 
else.” Included in their offerings were a number of 
quality items, moderately priced. 
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DO WAR SIDELINES RATE FOR POST-WAR? 
(From page 221) 






















Mr. Greenstone feels that the postwar store looking 
far ahead should pick its type of market and stick to it. 
“The really topnotch jewelry store has no business being 
a catch-all,” he indicated. ‘For example, some of the 
sidelines may indicate that they are logically aligned 
with jewelry merchandising and actually bring in cus- 
tomers. However, it takes time to set up stock in these 
lines, the unit volume is usually low, and the customer 
who comes in looking for them knows he can duplicate 
them in a department store or some other form of retail 
competition. Fine jewelry, on the other hand, appeals 
only to those customers who are looking for something 
special, are willing to pay for it, and has no thought of 
competitively shopping for it. We want every customer 
to be a genuine jewelry customer and our employees 
free to concentrate on good jewelry alone. Then we’ll 
be able to conduct the 100 per cent jewelry business 
necessary for our future.” 

Another point Mr. Greenstone emphasized was the 
space usually required for such sidelines as leather 
goods, gifts, china, etc. “It doesn’t take long for such 
displays to completely dominate the appearance of the 
store unless they are kept entirely apart and separate. 
I believe all stores will need most of their available 
space for jewelry to alone attract the eye.” 

Those “sidelines” to be eliminated include five major 





lines, the first being costume jewelry which was a mog, 
profitable line for the store during the war. 

“We handled costume jewelry well,’ Mr. Greenstone 
explained, “by selling only pieces from $10 up, ang 
spending a lot of buying time in selecting unusual types, 
Our markup was good all the way through, and there 
is no doubt that costume jewelry proved an excellent 
leader for bringing in new customers. On the debit 
side, however, there is too much department store com- 
petition always involved, plus hundreds of specialty 
shops and other stores with ‘sidelines’ to confuse the 
issue. Added to that it requires too much display space, 
and the unit sale is too small in comparison with the 
selling time necessary for higher priced costume 
jewelry.” 


GIFTWARES GOING OUT, TOO 

The second major line to be discontinued is giftwares. 
“We enjoyed a fair sales volume in various gifts,” he 
indicated, “but this line suffered from the lack of buying 
time and too much ‘ersatz’ materials. In order to show 
a really attractive line of gifts, the jeweler must spend 
plenty of time in ascertaining his customer’s preferences, 
and buy to correspond. We had to guess at most selec- 
tions, even with a rabid market for gifts of useful types, 
and found those we liked were shelf warmers while other 
gifts picked up on the spur of the moment sold rapidly. 
Giftwares are too specialized a business and take far 
too much time away from jewelry sales management.” 
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The third line to be eliminated is leather goods which 
Granville’s featured aggressively as gifts for service men 
during the war. The store carried picture frames, toilet 
kits, as well as fitted cases, jewel boxes and all the usual 
leather gift items in large amounts, and found them in 
large demand. Mr. Greenstone feels that future demand 
on these items will be too sporadic, concentrated on 
Christmas and Father’s Day, etc., only. Leather goods 
likewise are a highly competitive item, sold by at least 
five other types of stores and the unit sale isn’t high 
enough to warrant the time and trouble expended. 

“We will drop everything but wallets,” Mr. Green- 
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AMMUNITION FOR THE BRAGGARTS 


Texans, always prone to cite facts and figures sup- 
porting their claim that the state is the most wonderful 
in the Union, are given further facts to work on by 
Bell’s, pioneer San Antonio firm. 





Earth, Mud, Gold, Mer- 
eury, Mineral and Gasoline. 


The Bell Jewelry Co. 
Is Another Texas 


FIRST! 


Yes! Bell’s wes the first jewelry store 
established in Texas! 
Today Bell's is first in the minds of 
thousands because these thousands ere 
first in our minds ot Bell's. This great 
roster of satisfied customers hos been 
attained through long years of doing 
our best to please everyone 
who enters our doors . . . of keeping ever 
before ws the knowledge thet customer 
satisfaction is our grectest esset. 


Texan has over 4,000 different 
Kinds of wildflowers. 


















CAST TOS HAS THE WORK! 


Bell's Is Texes’ 
Oldest Jewelers 


516 EAST HOUSTON STREET 


A series of advertisements, tieing in “Know Your 
Texas” with “Know Your Jeweler,” lists in each, an 
average dozen facts about the state with institutional 
advertising for the firm. 

Samples: 

“Spain ruled Texas longer than the U. S. has (or has 
either of them ruled it?) Spain 807 years. USA 100 
years.” 

“Approximately 7,000,000 pounds of game mammals 
(deer, rabbits, squirrels, etc.); 5,342,000 pounds of 
game birds (quail, doves, ducks, etc.) and 26,000,000 
pounds of fish are harvested each year in Texas.” 
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Dansies 

















Queens of the old-fashioned 
garden —-of a particular garden 
blooming always in remem- 
brance . . . intangible sentiment 
captured in heavy-type Sterling 
by master craftsmen. 









633 
$3.00 






GOLDBERG-KIRSCHMAN CO. 
501 Madison Avenue, New York 22, N. Y. 
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Successive stages of cuts 


emg synthetic ruby offers unique advan- 
tages to the gem cutter. Carefully con- 
trolled conditions of boule and rod growth 
make it possible for the lapidary to stand- 
ardize cutting procedures. Brilliant red 
color and high, lasting polish make the 
synthetic ruby an excellent gem stone. 


This synthetic gem material, which has 
the same chemical and physical properties 
as natural ruby, is available in half-boules 
weighing up to 150 carats and in rods, 0.065 
to 0.125 in. diameter. Half-boules and rods 
of LINDE synthetic white sapphire are also 
available. 


More information on LINDE synthetic ruby 


and sapphire will be sent on request. 




















stone explained, “retaining gold and silver trimmed 
types and a few luxury billfolds for men customers and 
gifts.” 

Leather goods during 1944 occupied one full case in 
the store and expanded into another before Mr. Green. 
stone called a halt. 

Number four in the procession of “eliminees” js fing 
stemware and china, both excellent movers in the pre- 
victory store. “These two lines are among the greatest 
of space consumers,” Mr. Greenstone went on, “taking 
up valuable stockroom space we need for our expanding 
jewelry inventory, and, of course, requiring plenty of 
window space and interior display to show off a good 
selection of patterns. It requires a minimum of a dozen 
patterns in stemware, for example, to attract the higher 
class home-owner, and with accessory items, one window 
is scarcely enough to make a slight showing. We have 
never had the space to carry complete open stock pat- 
terns in both and therefore concentrated on a few dis- 
tinctive patterns which we knew would sell. There was 
plenty of turnover in both lines but we have carefully 
kept away from selling starter sets and introductory 
amounts which would necessitate continuing the lines, 
The situation is such that we can readily drop them and 
profit by doing so in every way.” 


NOVELTIES TO BE DISCARDED 


Finally, the large line of novelties which embraces 
more than 40 sources of supply will be eliminated. 
“Novelties are good traffic builders and help to make 
interesting window displays,’ Mr. Greenstone added, 
“but like gifts, they include too many slow movers and 
a perishable appeal to the public which is likely to 
result in shelf-warming or markdown sales. All of our 
novelties were gotten rid of as soon as we ‘could sell 
them and our store carries nothing that fits into the 
novelty classification.” 

Thus geared for postwar selling with a simplified 
stock, Granville’s is concentrating on gold and silver, 
diamonds and watches, with supplementing shops for 
pens and pencils, plate and sterling silver, clocks and 
children’s jewelry. With ample stock and display space 
for each of these lines, less bookkeeping and buying 
effort, Mr. Greenstone is confident that he can build a 
patronage quite at variance with that of the war years. 
The only “sideline” if it may be termed as such, will 
be a trophy department handling cups and _ trophies 
turned out in the third floor jewelry repair and manu- 
facturing shop of the store. 

The concern will go in for jewelry remodeling exten- 
sively, adding to its staff of craftsmen, and will be 
“strictly in the jewelry business from here on out.” 





TIPS ON DIAMOND MERCHANDISING 
(From page 224) 


days, and outstanding anniversaries of all kinds, and 
the way diamonds play an important part in all of them. 
While there were many angles to choose from, the dis- 
play stressed the enduring quality and the changeless 
value of a diamond and its appropriate place as a token 
of a never-to-be-forgotten day. 
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‘To show how a window display will create sales, Miss 
Licata cites this example: 

“Recently, a customer purchased a lovely diamond 
ring from us. In a short conversation we found out that 
the ring was a surprise present for his wife on her 
birthday. At first he had intended buying a far less 
expensive ring, but after seeing our window display, he 
decided upon the diamond. It was our window display 
that made this sale and the display alone.” 


pRADIO AND NEWSPAPER PROMOTION 


Promotion of diamonds at Goff’s Sarasota store is 
rounded out with a thorough program of both newspaper 
and radio advertising. Daily, over local stations, the 
wisdom of buying diamonds now, rather than waiting, 
and buying those diamonds at Goff’s, is stressed. This 
is invariably followed up by regular advertisements in 
the local paper illustrating exceptional jewelry and 
listing outstanding values. 

Since these two media are geared together, it is ex- 
tremely difficult to determine which is more effective. 
In regard to this Miss Licata says, ““While our experi- 
ence has shown us that it is best to utilize both news- 
paper and radio, I would say that the newspaper adver- 
tising has done the most for us. The reason, I think, 
is quite fundamental. A spoken statement, something 
that is only heard is easily and often quickly forgotten. 
On the other hand, a visual impression, one that presents 
a picture, is in my opinion more likely to be retained. 
Once we have advertising by television the situation may 
be reversed, but until that time, newspaper advertising 
for us holds a decided advantage.” 

It would be neat and highly informative to attribute 
to each device its proportionate share of the increase in 
diamond sales. Interesting as this would be, Miss Licata 
feels that it would be impossible since each complements 
to the other and the net result arises from a combined 
effect. 

Nonetheless, the value of this program of promotion 
cannot be ignored. According to Miss Licata, compara- 
live sales records show that the sale of diamonds and 
diamond items doubled as a direct result of the promo- 
tional program. And in her opinion, the principles of 
the plan for diamond promotion can be applied in some 
way toward increasing the sale of virtually any jewelry 
item. 


FRENCH WATCH MANUFACTURE INCREASES 


France now has seven manufacturers of ébauchés | 


(complete watches not wholly assembled) according to 
newspaper reports, and the industry is growing in im- 
portance. 

A relatively new industry in France, the seven new 


plants are located as follows: three at Annemasse, one | 
at Cluses (both in the Haute Savoie), and three in the | 
Jura. Total French production is said to amount to | 


about 1,000,000 completed watches yearly, made up 
largely from parts imported from Switzerland and as- 
sembled in France. 

Although the ébauché industry is relatively small, its 
growing importance may eventually eliminate the need 
for purchases from Switzerland. 
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WATCH STRAPS 
featuring the NEW 


CORONET Secchle 


Here at last!...The perfect watch 
strap. Exquisite leather combined 
with a cleverly designed, highly 
efficient buckle that adds beauty 
to the strap. Observe the snug, 
compact effect this new buckle 
provides... its recessed, locking 
tongue remains immovable. 


A full line of leathers with 
buckles in nickel, yellow or 
pink finishes. Also in gold- 
plated. All non-tarnishable. 
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O you're thinking of adding new lines to your stock. 

Radios, maybe, and refrigerators and_ toasters. 
Why not? It’s nothing radical for a jeweler to add 
unusual items to his stock, and here are the facts to 
prove it: 

Back in May, 1896, exactly fifty years ago, everyone 
(including jewelers) was singing and whistling “Daisy 
Belle,” the song about the “bicycle built for two.” The 
country was bicycle mad, many jewelers were selling 
them (or at least trying to get agencies), and Tur Jew- 
ELERS’ CircuLar, with grave concern, sent out an urgent 
message to all correspondents to investigate the jeweler- 
bicycle situation. 

The results of the survey, published in the Cicutar 
under the title, “The Bicycle as a Jeweler’s Sideline,” 
in the latter part of May, 1896, proved practically noth- 
ing. Many jewelers were completely sold on the new 
contraption and visualized a wonderful future selling 
the gleaming new gadgets. Others would have nothing 
to do with such nonsense: they were strictly old-line 
operators. Then, in between, were the middle-of-the- 
roaders—jewelers who wouldn’t mind selling bicycles if 
they could get them, but who hadn’t been able to secure 
an agency. 

Here are some typical results of the survey: 

CLEVELAND, Oxn1o—Schamecker Bros., Public Square, 
report: “Business in bicycles is not as satisfactory as 
anticipated. Servicing, teaching people to ride, etc., are 
problems difficult for a jeweler to surmount.” The Webb 
C. Ball Co. has made arrangements to sell bicycles, but 
so far none have been received. 

St. Louis, Mo.—Three firms in this city are selling 
bicycles and several others are contemplating their sale. 
All sell high-grade wheels. Says A. Kurtzebom & Sons: 


“The bicycle business is here to stay.” The product . 


sold by this firm is manufactured by the E. Howard 
Watch & Clock Co., Boston, and retails for $100. Other 
local jewelry firms selling bicycles are Merrick, Walsh 
and Phelps (‘‘We expect bicycles to form a permanent 
part of our stock”), and the J. Bolland Jewelry Co. 
This latter firm explained their attitude in the following 
terms: “In former years a young man when attaining 
his majority, or a young lady when graduating, looked 
forward to receiving a watch or jewelry. Now, how- 
ever, they want a bicycle. To avoid losing their trade 
we stock bicycles.” 
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Daisy and the Jeweler 







In the Gay 90’s many a jeweler thought 
°eThe bieyele is here to stay”? and 


madly serambled to add them to his line, 


InpiaANAPoLis, Inp.—Jewelers here have not taken on 
bicycles to any great extent, although there are over 
10,000 riders in the city. Those who do sell them, do 
so via a catalogue. Retailers Horace A. Comstock and 
Ed Ducas are the only jewelers who carry bicycles in 
stock. 

Cotumsvus, Onso—The bicycle trade has not been 
taken over, to any extent, by the jewelry business. Only 
two firms, W. F. Savage and E. A. Pratt, handle them. 
The Savage firm sold 45 bicycles in April, but that was 
extraordinarily high. Both firms anticipate that the 
trade will drop off. 

Rocxrorp, ILtu.—Jewelers here maintain that they 
are forced into selling bicycles since druggists and dry- 
goods stores have encroached upon the jewelry business. 

Derroit, Micu.—No Detroit jewelers have taken up 
agencies for bicycles as yet.* 

Worcester, Mass.—Since jewelers are unable to offer 
the same “trade in” advantages as regular bicycle 
dealers, they have not been getting much of the trade. 

Connecticut—According to a Hartford retailer: 
“The bicycle is a bright, tidy, showy article and does 
not detract from the appearance of the store.” Selling 
bicycles is a part of the business of many enterprising 
jewelers here. 

JacKsonvitLE, Fra.—This town is bicycle mad, but 
the trade is confined to stores which specialize. It would 
not pay jewelers to handle them. 

Editorially, Tue Jewerers’ Circuvar tended to view 
the situation with alarm. Despite the opinion of the 
Connecticut retailer, the editors considered bicycles an 
anachronism in a jewelry store and, while admitting 
that watches and clocks represented scientific mechani- 
cal achievement, refused to admit that bicycles could 
possibly look well when displayed in the same quarters 
as diamonds, rubies, amethysts and emeralds. 

Time has, in a sense, vindicated the position taken by 
our editors of the ’90’s. At least we know of no retail 
jewelers who are selling bicycles today. 

But don’t let this dissuade you from acquiring new 
lines these days. _Times have changed and, although 
appliances, etc., may seem funny 50 years from now, 
there’s profit in selling them at present. 





*Holding out, no doubt, for “horseless carriages.” 
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x DENVER EE 
1553 WELTON ST. STEEL BLDG. 9 = =~ 


Telephone Keystone 5264 


x DETROIT 


220 BAGLEY AVE., MICHIGAN BLDG. 


Telephone Cadillac 5566 


* NASHVILLE 
3rd AVE. & UNION ST. STAHLMAN BLDG. 


Telephone 5-098! 


x CHICAGO 


29 E. MADISON ST., HEYWORTH BLDG. 


Telephone State 0664 





CONVENIENTLY LOCATED OFFICES 


1 Beco C0 Chicago 


AMERICA'S LEADING WHOLESALER 


“BUY FROM BECKEN—AND GET THE BEST” 





DIAMONDS ye WATCHES y¥ CLOCKS ye JEWELRY 9% SILVERWARE ye MATERIAL 





FOR May, 1946 287 











Jewelry for Dad 
On Father’s Day 






Promotional posters show Dad as a 
returned serviceman. The theme: 
“Honor Our Veterans, Give Thanks 
This Father's Day, June 16." At left 
is shown display featuring the poster. 








T’S going to be a different sort of Father’s Day in 
1946, and one calculated to be a profitable one for 
jewelers. Why? Simply because many of the traditional 
gifts for Dad are virtually impossible to get and jewelry, 
relatively abundant, is the logical gift, instead. 

Nobody knows just why socks, slippers, handkerchiefs 
and smoking jackets became the accepted gift for Father, 
but it’s logical to assume that they were usually last- 
minute choices on the part of people who thought of a 
gift at the last minute—on Saturday night. Also, it’s 
a long-established Father’s Day joke that the gifts were 
usually purchased (and charged) at the store where 
Father had an account. 

With shortages of almost all haberdashery items rul- 
ing them out as Father’s Day gifts, the time is ripe 
for the jeweler to promote gifts which will be a lasting 
expression of esteem. Watches, rings, men’s jewelry 
items such as tie pins, cuff links, etc.—all make ideal 
gifts for Father. Window displays and newspaper and 
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The traditional gifts will go by the 
board because of shortages, this year. 


and jewelry will make the logical gift. 


radio advertising can all feature the theme: “jewelry 
gifts for Father.” 

The nation-wide Father’s Day campaign, sponsored 
by the National Father’s Day Council, has chosen as 
its theme for 1946: “Honor Our Veterans—Give Thanks 
This Father’s Day.” The slogan is particularly apt for 
the first peace-time day dedicated to dads, since thou- 
sands of fathers have returned, or are returning, to 
homes and families which they were forced to foresake 
when summoned into the service. 

Not all veterans are fathers, naturally—and con- 
versely, not all fathers are veterans. But a surprisingly 
large proportion of the men who were in the armed 
services are fathers now, even if they weren’t when they 
joined up. Because of this, the National Council has 
decided to slant this year’s promotion in favor of the 
returned-veteran father reasoning, quite logically, that 
non-vet dads won’t mind taking a back seat just this 

(Please turn to page 847) 
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by our Patent No. 25324,241 and 


legal proceedings will be promptly 





instituted against infringers. 
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CHAIN CORPORATION 


Irvington Il, New Jersey 
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This Kingsport, Tenn., shop is billed 


by its proud owner as “The smallest 







complete jewelry store in the world.” 


by TED BRYAN 











Above—There is no room for 
frills on the outside of the 
Sterling store. Right— Tiny 
elevator used to send items 
to the repair shop, upstairs. 




















: Room For Only the Best 


oo smallest complete jewelry shop in the 
world,” is the way youthful Omar Robison, 
Kingsport, Tennessee, describes his small, attractive 
jewelry store on the city’s main business street. 

And small it is! Measuring only four feet, eleven 
inches wide and fourteen feet long, the tiny store bears 
out the old saying that sometimes the nicest things come 
in small packages. 

“In having such a small store, I’ve just enough room 
for the best,” Mr. Robison said. ‘My shelves aren’t 
cluttered with a lot of stale, slow moving merchandise. | 
I buy jewelry that people buy. Good jewelry.” 

It is Mr. Robison’s theory that a small, carefully 
chosen and tastefully displayed group of jewelry has 
more actual sales-appeal than larger and more varied 
displays. He contends that customers have enough 
trouble selecting “just the right piece” of jewelry with- 
out complicating matters by widening the choice pos- 
sibilities. Omar Robison, owner of 





The entrance to the unique little store is topped by the tiny store, maintains 

1 - rr th h Sterli 2 that his finely-selected stock 

a large neon sign bearing e shop name, Sterling has more sales-appeal than 
(Please turn to page 848) a wide variety of jewelry. 
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HOLLIS 


WMC 
WINDPROOF LIGHTER 


featuring 


THE ONLY LIGHTER OF ITS KIND ~Dependably windproof 
.. “deep down. flame” 


Automatic, with unfailing precision . . . wind- 
proof with uncanny dependability. Yet, in spite 
of its weneprmenory advances in peer apnige light waco 
and engineering, the HOLLIS Lighter is as §& wal 
handsome as fine jewelry . . . smartly stream- os opens 
TLst-1e Mame Mo L-JiTe Lal mace ol-alol (omy (oll oleeliatlollsle ml ololars and lights. - 

no ‘‘mechanical’’ look. Light in weight 

compact. The last word for those who take 


pride in fine accessories. 


*NATIONALLY ADVERTISED 


Handsome, dramatic ads in_ national 
nike ke Lop Alal-s- hol a-we olol¥lalollale Mi atolil-Minl-M tie) a 
of this sensational new lighter. 


ORDER YOUR SUPPLY AT ONCE Hollis Co., Dept. L-4, 11 Commerce St., Newark 2,N. J. 


Z ASSURE PROMPT DELIVERY Rush an initial order of HOLLIS AUTOMATIC 
OF YOUr COnVERIeNCe: US CONPEE Windproof Lighters @ $43.20 per dozen. 
WHOLESALERS: Write for details. 


HOLLIS AUTOMATIC Windproof Lighter 
By the Makers of the HOLLIS KLIPETTE 


STORE NAME 


ADDRESS 


SO IIR osa.0s<sesecnsenes as eendedeneciiindtaneniiabanmmneshanaeaieieedaudamumiasiin - 
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Turning the tables 







on furniture stores 


this jeweler took on 






a novel side-line. 







View of the jewelry department 
of the Darling store, much en- 
larged as a result of taking on 
additional space for furniture. 
















From Engagement Ring to Happy Home 


HEN a furniture store decides to sell jewelry cided to expand a bit too. For years they had observed 

as a side-line it isn’t really news. It’s been going furniture firms adding jewelry lines and it seemed as 

on for years (much to the annoyance of many jewelers. ) though two could play at that game. Accordingly, they 

But when a jeweler decides to sell furniture—that is took a revolutionary step and, as a jewelry store, added 
news of the “man bites dog” variety. And it evens the a furniture department. 

score up somewhat. The same philosophy which impelled furniture stores 

Last year the Darling Jewelry Co., Erie, Pa., decided to sell diamond rings led the Darling firm to take ona 

to modernize. And, while they were about it, they de- line of overstuffed chairs, beds and chaises-longues. Ac- 


cording to D. L. Lomask, manager of the store, “We 

wanted to sell couples everything—from the engagement 

ring to practically any item needed to furnish the home.” 
(Please turn to page 349) 





Above—The ground floor of the Darling store, show- 
ing jewelry section and a few pieces of furniture. 
Right—One of the two floors devoted to furniture. 
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AVAST AND BELAY!...HERE COMES 


G-| — GFSC 
1/20 12K Gold Filled @ NEW... Now every Stonewall Buccaneer bracelet comes with numbered 


ond Stainless. guarantee, 
Carded. 11.50 retail @ NEW... Beautifully boxed for consumer appeal. 


Fed. tax inc. @ SMART... Thinner construction. Beautifully styled. Links are not S-shaped 
but straight. 


@ SUPER... Featuring tube end and bracelet of superior one-piece construc- 
tion. Reinforced rivets. 


@ EXPANSION... .To 2! > times closed length. 

@ DISTINCTIVE... Individual designs for gold and gold filled. 

@ QUALITY... Badge of quality on every bracelet is a big retail selling feature. 
@ PROTECTION... Distributed through wholesalers only. 


STONEWALL PRODUCTS CO. 


79 Seventh Avenue at 15th Street, New York 11, N.Y. 
WAtkins 9-4874 








GEM OF THE MONTH 
(From page 226) 


patra, still in existence today near the shore of the Red 
Sea in Upper Egypt, although producing no stones. 
Russia has emerald deposits on the Asiatic side of the 
Ural Mountains. Others are found in the Salzburg 
Alps and also in North Carolina, although the two latter 
sites produce only small stones. 

The largest source of emeralds today is South Amer- 
ica. At the time of the Spanish conquest of the Incas, 
the latter were found to have a great wealth of these 
precious gems. However, the secret of the location of 
the Inca mines could not be discovered, and it was only 
by accident in 1558 that one of the mines was found 
near Musa. This mine has been producing emeralds 
periodically ever since and in quality of color and free- 
dom of flaws, they far surpass stones from other sources. 
About the turn of the present century, another of the 
lost mines was located at Sonodoco, not far from the 
Muso site. 

Mexican history tells of a huge emerald in the shape 
of a pyramid that was taken from the Aztecs by Cortez. 
The base was large enough to cover the hand. Cortez 
sent it on a ship to Spain but the ship was taken in a 
battle with a French ship off the Azores and the emerald 
went to Francis I of France. A large Peruvian stone, 
as large as an ostrich egg and called the “Great Mother,” 
was taken to Spain by Pizarro but was lost to pirates 
on the journey. 


The following information in question and answer 
form gives further pertinent facts concerning emeraldg. 


What is emerald? 
The grass-green variety of the mineral beryl. 


Is every green beryl considered an emerald? 

No—only those of grass-green color. 

What other colors of beryl besides emerald are 
known P 


Colorless, blue (aquamarine), pink (morganite), yel- 
low, and green. 


To what is the emerald shade of green due? 

A minute amount of chromic oxide, whereas it is iron 
oxide that gives the color to the other shades of green 
beryl. 


How can the presence of chromium in emerald 
be detected? 

By a special blue glass filter. 

For what purpose is the blue glass filter test for 
emeralds used? 

Only to differentiate between emeralds and green 
beryls. 

How does the filter indicate the difference? 

Emeralds look reddish when viewed through the filter 
while other green beryls look green. 


Is the blue filter used much in the trade? 
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IW 
FEATHERWEIGHT 


PERSONALIZED LIGHTERS 


PATENT PENDING 





Model RT. Personal- 
ized Aero-Lite -for 
desk or table 5.95 


Model P-R. Person- 
alized Aero-Lite for 
pocket or purse, 3.50 


ACTUAL SIZE 





ACTUAL SIZE 


GUARANTEED FOREVER* 


Here’s the biggest buy in Modern cigarette lighters...the precision- 
made, personalized Aero-Lite... priced for popular sales and fast turn- 
over. Beautifully made with built-in craftsmanship guaranteed to insure 
a lifetime of satisfaction. Ball-bearing pressure in the wick cap provides 
easy, smooth action and a tight closure that prevents fuel evaporation 
L ... oversize thumb-wheel eliminates fumbling... big fuel capacity makes 
refills last longer... built-in tool for flint adjustment. All these important 

ig eeaaiea enced ieee, sales features plus instant personalizing with three metallic initials in 
matching finish. No etching or engraving — no delay. Packed 2 dozen to 


sions for the insertion of metallic initials. é p -— 
A complete kit of initials with directions carton, including complete assortment of initials, plus kit for affixing 


and materials for affixing is provided with are easy directions. 
each carton of personalized Aero-Lites. Ini- 
tials are instantly and permanently affixed 
while the customer waits. 


2s 


*Aero-Lite is guaranteed to light forever. Should any Aero-Lite prove unsatisfactory 
at anytime, it will be repaired or replaced on payment of 25c transportation charges. 


Some territories open for sales representatives and distributors 
AERO- LITER MANUFACTURING CO. 
Factory — 448 N. Main St., Wichita, Kansas - Sales Division— 7369 Beverly Blvd., Los Angeles 36, California 
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YOU DON’T PULL 


— you keep turning the handle; and as you turn it, 
always in the same direction, the screw enters the 
cork, and without effort draws it out and releases it. 
x An article of the highest precision and quality of 
craftsmanship, in stainless steel and heavy silver 
plate. The screw has deep flanges; it cuts smoothly 
into the cork, and gives a firm bearing surface on it, 
to minimize crumbling and breaking. The handle is 
of black bakelite; the bell-curved opening accom- 
modates varying bottle sizes. x Attractive, durable, 
handsomely boxed; a perfect gift or possession at any 
time for the man who is used to the best. Prices and 


full information on request; immediate delivery. 


TIMELY FOR FATHER’S DAY 


Sil, Dé WW 


DIAMOND INSTRUMENT COMPANY 
WAKEFIELD, MASSACHUSETTS 











No. A borderline case requiring its use to distinguish 
emerald from other green beryls is seldom encountered, 


Is this test alone enough to distinguish emeraldp 


No, because even synthetic spinel containing cobalt 
will show reddish through the blue filter. 


What test is nearly always sufficient to identify 
emeralds P 


The refractometer, provided color of the stone is cor- 
rect. R.I. of emerald is 1.57 to 1.58. 


Why are emeralds so expensive? 
Because stones of fine rich green are very rare. 


What is considered the best green color? 
A full, rich green-——not too yellow and not too blue. 


Are emeralds ever flawless? 
Stones without flaws are practically unknown. 


Where are the best emeralds mined? 
In Colombia, South America, especially the Muzo 
mines, and also Russia. 


How are emeralds mined? 
They are quarried out of matrix (mother rock). 


How do emeralds look when mined? 
They are hexagonal (six-sided) in shape. 


Has emerald ever been made synthetically? 
Only in small sizes that were not commercially impor- 


tant. 
What is “soldered” emerald? 





GUESS WHO 


The handsome gent with the voluminous handle-bar 
mustache pictured in the photograph below is a retail 


| jeweler who is well known throughout the trade, as 





he is not only an important retailer but was also active 
in trade association work for a number of years. 


This man is not 
a criminal — it's 
just a game to 
have an alert 
reader spot his 
identity and 
win a free sub- 
scription to 
this magazine. 





As may be judged from both the tonsorial effect and 
high-buttoned waistcoat, the photograph was made sev- 
eral years ago, since which time the gentleman has lost 
a considerable part of the hirsute adornment both on — 
the upper lip and on top of his head. If you look 
closely, though, you can see a strong resemblance to 
the gentleman as he looks today. Can you identify him? 
To the first reader supplying the correct answer, we 
will award a prize of one year’s free subscription to 
Tue Jewerers’ Circurar-KeysTone. 
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WHAT THE LABEL MEANS 

A lighting fixture wearing the This Certified FLEUR-O-LIER Label on the lighting. 
CERTIFIED F LEUR-O-LIER Label _ fixture you buy is a// the assurance you need that the 
lt lee pec and Seared a fixture will deliver electrical and mechanical excellence, 
and mechanical excellence. good lighting performance and trouble-free operation. 

2. Checked and tested to those specifications by im- : : 
partial experts, Electrical Testing Laboratories, You'll find the FLEUR-O-LIER Label on a wide variety 

Inc., New York. J - 

; of sizes and designs, for over 30 leading fixture makers 

3. Certified as meeting all spec- ue A : 4 
Cortcke iGcations... with random sam- participate in the FLEUR-O-LIER testing and certifica- 
HLEURZO-LIER it mapa Be a Oe tion program. Added to the high quality product of the 
quality. individual manufacturers, the FLEUR-O-LIER Label 





means double value and satisfaction for you. Demand 
it when you plan your lighting. 


FLEUR: O- LIER venjecton 


Fleur-O-Lier is not the name of an individual manufacturer, but of a group of more than 30 leading fixture manu- 
facturers. Participation in the FLEUR-O-LIER MANUFACTURERS’ program is open to any manufacturer who complies 
with FLEUR-O-LIER requirements. 





Specifications of 
Flewr-O-Lier Manufacturers 


ELECTRICAL TESTING 
ABORATORIES INC 
NEW YORK WN Y 
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An imitation composed of two pieces of Colorless 
quartz with a layer of green “‘solder” or “cement” be- 
tween them. 


What does “Emerald Cut” mean? 

This refers to the way emeralds are usually cut, ie, 
octagonal shape (cut corners), with step facets the en- 
tire length and width of the stone. 

How do emeralds resist wear? 

They are not a tough stone and should be handled 
with care. 

How long have emeralds been known? 


Knowledge of emeralds goes far back in antiquity ; 
they were known long before King Solomon’s time. 


Physical properties of emeralds are as follows: 


Composition........ Beryllium Aluminum Silicate 
oi cnn eevee ee Rawal Beryl 
... LCT CEES OTEe TST Eee Tee Grass-green 
NEED, be ceweswesensrencesees Hexagonal 
PE ED scr sccvcnesesssaseewans -2.6-2.7 
a eg tes a ange eal eee ee 7, 
wae ede em aees 1.57-1.58 


PROGRAM CALLS FOR TEAMWORK IN SELLING 
(From page 232) 


trend—the coming trend—is that all factors, manufac- 
turer, wholesaler and retailer, are charged, as a team, 
with the job of moving the products of industry into 
the customers’ hands. 

Able economists estimate that if we are to keep em- 
ployment and living standards high, American industry 
must sell, in the post-war years immediately ahead, at 
least 40 to 60 per cent more products than it did in 1940. 
It is just common sense, then, that if such a goal is to 
be achieved, that all factors concerned with distribution, 
in any given industry, must work intelligently and effec- 
tively with their retailers. The new trend is sound. 

Your jewelry industry, as of today, is at least a year 
ahead of many industries in the country with respect 
to this trend. Why? 

The answer is this. Leaders of the jewelry industry 
sensed the significance of this new trend about two 
years ago; discussed it, and then decided to do some- 
thing about it. 

They went to other like-minded individuals in the 
industry, told them what they saw and asked them to 
help defray funds for a scientific fact-finding study and 
a program of action. 

They got their funds. They got their studies and they 
got their program of action as the result of intensive 
analyses of the industry and of the American public's 
gift and jewelry buying-habits that were made by Elmo 
Roper and the Institute of Public Relations, Inc. 

On October 25, 1946, thirty-one members of the 
Jewelry Industry Publicity Board reviewed the findings 
of these studies and the recommendations that flowed 
from them. A program of action was unanimously ap- 
proved at that meeting. So, also, was a recommendation 
that the industry raise a million dollars a year to put 
that program into effect for three years. 

The Jewelry Industry is past the stage of seeing 4 
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trend, past the stage of discussing that trend, past the 
3 e . 
stage of planning to put that trend to its own use. It is 
ready for action. 

In another part of this issue you will find an an- 


nouncement in which the Jewelry Industry Publicity 
Board summarises its industry-wide program of action. 
Read it. You will find that it is a sensible plan of action. 

A limited number of large concerns in the jewelry 
industry could easily underwrite the cost of this pro- 
gram and put it into effect in a very short period of 
time. Such a condition, however, is not desired. The 
program will be stronger, will bring more benefits to 
the industry if it has widespread financial support from 
many members in all branches of the industry. It is 
for this reason that the subscription rate has purposely 
been kept low—very low. The subscription rate is only 
one-tenth of one per cent of 1944 sales volume—a penny 
on every ten dollar sale. 


MERCHANDISING PARTNERSHIP A TREND 


Make no mistake, American businesses and industries 
that are alive and alert are going to ride this new trend 
—this trend that calls for a merchandising partnership 
between manufacturer, wholesaler and retailer in the job 
of moving increased production off the retailers’ shelves. 

Those that do follow it intelligently, under a planned 
course of action, will be the industries which will see 
to it that the great American Customer buys from 40 to 
60 per cent more goods than that customer did in 1940 


—and it will be the products of those industries that the 
American public will buy. Industries that do not ride 
this trend will be cramped, confined—fenced in to their 
own detriment. 

The jewelry industry has a head start. It has an 
approved plan of action. All it needs to put that pro- 
gram into effect is financial support—support from the 
greatest possible number of members of the industry at 
a low rate of subscription. It must soon decide: (1) 
Whether it will stay prosperous and healthy by system- 
atically and intelligently endeavoring to push sales 
volume ahead; or (2) Through inaction, through an 
attitude of “let-the-other-fellow-do-it,” find its markets 
shrinking and its prosperity vanishing. 


TWO-FOLD OPPORTUNITY EXISTS 


The jewelry industry has a two-fold opportunity in 
the post-war program it owns today. It has the oppor- 
tunity not only to keep its own sales volume at high 
levels but it also has the opportunity to join hands with 
other intelligent industries of the country in the job of 
getting more and more of the products of American in- 
dustries into consumers’ hands to the end that high liv- 
ing and high employment standards will not only be 
maintained but bettered. The jewelry industry thrives 
in such an atmosphere. 

Can you think in terms of what your own prosperity 
means to the entire jewelry industry? Can you think 
in terms of what the prosperity of the jewelry industry 











MADE FOR AMERICAN AND SWISS MOVE 
MENTS IN PLATINUM OR PALADIUM SETTING 


66 DIAMONDS (10% IRIDIUM PLATINUM) R14 
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OPTICAL SPECIALTIES 


— Newest Releases! 


& x30 
Prismatic 
Binoculars 

With 
COATED 
OPTICS 











High quality! These 6 power, light weight binoculars are 
the answer to the pent-up demand of sportsmen, hunters, 
yachtsmen, race fans, etc. Moisture-proof and Dustproof. 
Individual eye piece focusing to accommodate to owner's 
= sight (as preferred by Army and Navy). Complete 
with carrying case and neck and shoulder : 
straps. To retail at only —.....--------_---------. $85 00 
ASK ABOUT OTHER MODELS IN COMPLETE PRICE RANGE 





THE CHIEF 


This compass is made with trans- 
parent lucite cover and opaque 
plastic back brass bottom and 
etched scale. Blue and red nee- 
die for easy reading. Stop holds 
needle securely when not in use. 
Individually boxed $1.35 
hi een ee 

FULL LINE COMPASSES ALL PRICES 











SUN GOGGLES 
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Gold Filled frame. 6 Base ophthalmically 
ground and polished lenses. Eliminate over 
96% of ultra-violet and infra-red rays. 
Leather case. Complete line, all prices in 
stock. 


* 
ILLUSTRATED LITERATURE UPON REQUEST 
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pledging support for the Jewelry Industry Publi S 
Board post-war program—a program created for = 


express purpose of keeping jewelry merchandise mo 


off the shelves of jewelry retailers. is 


JEWELS SHOULD COMPLEMENT THE COMPLEXion 
(From page 230) 


gold should be avoided. Platinum, palladium, and silye, 
are most flattering. 

As a generalization, if your customer is deeply tanned 
silver and yellow gold offer most telling contrast, If om 
skin is very pale, any shade of gold to provide added 
warmth is good judgment. 

From all of the foregoing, don’t get the idea that I’m 
advising the loss of profitable sales to customers whose 
|skins are either sallow or ruddy. I am convinced, how- 
ever, that just as a saleslady advises that one hat is 
more becoming than another, so should you advise on the 
beauty enhancement of certain jewels as against others, 
Of course, there’s one solution that you can advance 
if, for instance, a lady customer with a sallow skin in- 
sists upon canary diamonds; and I guarantee she'll ap- 
preciate your advice. Tell her to choose and wear a 
correct shade of liquid-cream or cream foundation, and 
she will be able to wear any type of jewel or metal. 
While every smart woman today should know that a 
sallow or ruddy skin can be successfully disguised by 
the proper selection and use of a make-up foundation, 
you'd be surprized at the number who don’t seek such 
simple correction. 

I think personalized advice of this sort makes friends 
and repeat customers. 


TO THE LADIES... 
(From page 288) 


who gave impetus to the revival of yellow gold jewelry 
when she dreamed up heavy gold link bracelets for the 
Paris Exposition of 1937. Such innovations in jewelry 
come easily to Mme. Ostier, who turns out designs 
faster than the men in the workshop can execute them. 
Her hours of inspiration are variable and she is as liable 
to pop up with an idea in the wee morning hours as at 
more conventional times. Seventy hours, says she, is 
the usual time lapse between inspiration and final sam- 
ple. Because most of her designs depend on their three 
dimensional quality for their distinction, Mme. Ostiet 
does all the preliminary work by means of sculpture 
instead of sketches. Copper and clay are her tools, and 
with them she fashions full-sized models of the designs 
which will later be done in gold, platinum and precious 
stones. These models then go to the work room where 
skilled craftsmen, some of whom worked in the Ostier 
atelier in Vienna, construct the final piece of jewelry. 

“Designing jewelry is a woman’s job,” Mme. Ostier 
ltold us recently, “and I am surprised that women don't 
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turn to it more frequently.” She believes that the femi- 
nine viewpoint is essential in jewelry design. “You 
see, men, when they design a piece, have a tendency to 
try to bring out the beauty of the jewel to the exclusion 
of the beauty of the wearer. That is all right if it doesn’t 
go too far, but a woman designer always takes into pri- 
mary consideration whether a particular piece of jew- 
elry will flatter the woman who is to wear it.”” Madame 
Ostier has even worked out a chart showing the proper 
jewels and corresponding make-up for each type of com- 
plexion. Jewelry becomes, in her hands, not only a pre- 
cious possession but a complement to its owner’s person- 
ality and appearance. 

Marianne Ostier has something to say, too, on the 
jewelry worn by actresses on the screen. “They have 
technical experts on everything else, why not on 
jewelry?” she asks rhetorically. “The movie people 
usually display excellent taste in clothes, but when it 
comes to jewelry they are either too lavish or too unflat- 
tering. A beautiful screen star with a round face should 
never, never wear long pendant earrings,” she adds with 
some vehemence, “and a thin girl should never be 
weighted down with heavy Victorian necklaces.” 

Jewelry design as an art form is another of Mme. 
Ostier’s interests. She feels that it is “a pure manifes- 
tation of modern art” and she would like to see jewelry 
displayed at New York’s Museum of Modern Art along 
with the contemporary designs in architecture and even 
home furnishings so often exhibited there. Ostier crea- 
tions can certainly hold their own as pieces of pure 


plastic art. Although she is best known for her pin- 
cushion (diamonds or other stones set on long prongs of 
platinum or gold to give the gems the benefit of as much 
light as possible) and for the sunburst design, our par- 
ticular favorite in her collection is a wonderfully mod- 
eled little tree, the trunk and branches of which are 
metal, the fruit sparkling diamonds or colored stones, set 
without surrounding metal at the edges of the branches. 


SKILLED WITH GEMS 


This brings us to Marianne’s skill with gems. For les- 
sons on how to make four sapphires look like twelve; how 
to make a not-so-black pearl seem ebony; and how to 
bring out the full beauty of the lovely marquise diamond, 
let’s look at some of her latest creations. The sapphire 
trick is simple enough—after its designer has pointed 
it out. A cluster of four stones is set in a cup of highly 
polished gold at just the right height to make the focal 
point of a dramatic ring. The four little sapphires are 
reflected on the gleaming gold and magically increase 
their number“without making an unnecessarily heavy 
ring. The answer to the problem of the black pearl that 
wasn’t quite black enough was a matter of setting it on 
a “mirror” of;mall diamonds which brought out the 
blackness by their sparkling contrast. 

As for the marquise diamonds—Mme. Ostier has used 
them in so many original ways that it is remarkable that 
they were formerly considered problem children by de- 
signers. Her version of the pendant earring, for example, 
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utilizes three marquise diamonds extending from the tip 
of a diamond and platinum flower to give the effect of 
three precious dewdrops. She uses them again in her 
latest sunburst design. Scattered on a semi-circle of 
platinum wires, they give a delicately elongated effect. 

All this should make it increasingly clear that Mari- 
anne Ostier is not afraid of departures from the con- 
ventional in her work. For further substantiation there 
is her new series of “daisy” designs—pins, rings, and 
clips whose central stones can be removed by means of 
a screw back and used interchangeably. Two or three 
clusters can be sold with each pin or ring and milady 
may transform her jewelry to suit each costume. 

Because her work demands so much of her time, 
Marianne Ostier does very little entertaining, but one 
evening soon there is going to be a party at the Ostiers’ 
New York apartment. It won’t be lavish—just a few 
old friends and much good cheer. The occasion will be 
a happy one for it will mark Marianne and Oliver Os- 
tier’s newly acquired American citizenship. ““We’ve been 
looking forward to this party for five years—since we 
arrived from Brazil. Living here has been wonderful 
enough but becoming citizens calls for a real celebra- 
tion,” says Marianne Ostier, American designer, and her 
manner tells volumes about what America means to 
those who have known life in the freedomless countries 
of Europe. 


—RENEE Forses 


STUDENT DESIGNERS’ WORK EXHIBITED 
(From page 240) 


signs which included a necklace, brooch and earring. His 
necklace and pin were of a modernistic motif, employing 
diamonds, sapphires, rubies and topaz in yellow ang 
white metal combination settings. His earring combines 
a small earclip bowknot design with a pendant amethyst 
in a setting of yellow and white metal. ; 

A bracelet, earring and clip combination won second 
prize for Joseph Pacholski. His treatment was on the 
modernistic side, employing an “arrow” motif with 
combination of diamonds and sapphires. Third prize was 
awarded to Stanley A. Daniels. 

First honors were given to Gerald McComiskey for 
his lapel pin design in the shape of a stylized antelope 
of yellow gold highlighted with small diamonds. Second 
honors went to Albert A. Bravin for his floral diamond 
pin, and third honors were won by Andrew Kroh. 

Vincent Luca, who had won first prize in a past com- 
petition, had a beautiful bird of paradise pin design on 
exhibition but withdrew it from competition in favor of 
a new contestant. 

Graduation exercises for the class were held at the 
Engineering Societies Building, 29 W. 39th Street, on 
Monday evening, April 8. Mr. Merryle Stanley Rukey- 
ser, commentator, columnist, author and editorial writer 
for the New York American, was the guest speaker. 
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CEYLON—ISLAND OF GEMS 
(From page 244) 


chamber. All of those statues were studded with many 
colored jewels. And the story goes on to tell of the 
hundreds of smaller offerings that were placed in the 
relic chamber. 

This is an account of only one of the many shrines 
that were built in the dim ages of the past. But all 
throughout the island of Ceylon can be found many 
ancient cities, and monuments that were built to the 
founder of their religion, and each was a store house of 
fortunes of incredible value. Ceylon was truly the 
“Island Of Gems,” as the traders of long ago called it. 

The star-sapphires and star-rubies that adorn the 
hands of our women have a Hindu legend connected to 
them. They say, “The star is a symbol of captive fire 
worshipped for the protection of the mortals. If it is 
worn on the left hand it will guard the person from 
foreshadowing evil that might assail him.” 





LITTLE KNOWN GEM STONES 
(From page 248) 


From a gem standpoint, the rich emerald green is the 
most desired color, and though the characteristic struc- 
ture of interlocking felted needles militates against 
transparency, the richer the color and the greater the 
translucency the more precious the stone. The true 





worth of a jewel is hard to judge without another fine 
stone for comparison. In this respect it is like diamonds 
and emerald, but with the difference that a really fine 
stone will make a poorer one look pale even to the eye 
of the tyro. The experience of the diamond expert in 
grading stones is not needed by the lay purchaser of a 
precious jade, if he can obtain a fine stone for com- 
parison. 


GOOD JADE IS RARE 


Fine gem jade has long been in demand in China, but 
good stones appear to be rare and only are found as 
small patches of green translucency in larger boulders 
of commoner jade. All of it comes from Upper Burma, 
where it has been mined for centuries, its natural ap- 
pearance is in the form of boulders in alluvial deposits. 
Their brown weathered exteriors afford an opportunity 
for gambling in their marketing; according to accounts, 
a slit or two, ground into their surfaces and revealing 
only a small portion of the entire mass, serve as guides 
in the auction. A mass with a fine show of color along 
the groove might, and probably often does, turn out to 
be white or low grade elsewhere, while another mass, 
looking like poor material, might, on final exposure, turn 
out to have been grossly underrated. ‘ 

True jadeite has been found at only one other locality’ 
in all the world, and its exact occurrence in nature is 
unknown. Many worked stone objects of Aztec origin, 
found in Mexico from the Valley of Mexico south to the 
peninsula of Yucatan show a fine emerald green color 








7 


appeal! 


front riser steps. 


Bengaline Silk to blend. 
DIRECT FROM FACTORY TO YOU 


Designer and Manufacturer 


17-21 Elm St. 








Showroom: 30 West 47th St., New York City 


GLORIFY YOUR SHOWCASE RING DISPLAYS 





.. . WITH THE Wayne RING TRAY SYSTEM 


Glamorize your rings with the WAYNE Ring Tray System... 
it creates a beautiful, eye-catching display that’s rich in sales 


@ Bengaline silk covered floor boards, with velvet covered 


@ Velvet is available in Black, Royal Blue, Carnation and 
many other popular colors with contrasting color of 


WILLIAM KORN & CO. 


Buffalo 3, N. Y. 


~ 


Approximate Size: 6 ft. x 18” 
Consisting of: 
14-TEN RING trays, barrel-shaped, full size, 
genuine maple frames with velvet covered 


pads. 
2-FOUR RING trays, round. 


Price: $115.00 with tray carrier 


MATCHING UNIT SETS 
for WATCHES or COSTUME 
JEWELRY. Complete $59.50 = 




















For May, 1946 


303 








and prove, upon microscopic examination, to be made of 
jadeite. It is a somewhat different jadeite from that of 
Burma, however, forming coarser crystals and having a 
slightly different chemical composition, so there can be 
no question of identical sources. However, even the al- 
luvial sources of this material have never been found, 
and many objects show evidences of having been recut 
from still older pieces. Mexican jadeite is of no conse- 
quence in the market, however, since it is both rare and 
archeological. Its value is usually greater from the latter 
standpoint, and the exportation of archeologically in- 
teresting works is forbidden by Mexican law. However, 
the occurrence of this jadeite is scientifically of greatest 
interest and it makes doubly undesirable the sale, now 
ilegal, of dyed Mexican onyx objects under the name 
of “Mexican jade.” 


BURMESE JADE IS LUSTROUS 


The felted structure of Burmese jade is responsible 
for the characteristic surface appearance of polished 
pieces of that mineral, giving it a luster which makes it 
distinct from imitations of glass or dyed onyx. Differ- 
ences in hardness in different crystal directions (known 
to jewelers especially in the case of diamonds, which, 
it will be recalled, are so hard on the octahedral face 
that no facet can be placed in this orientation), is re- 
sponsible for the development on polishing of an irreg- 
ular surface locally higher in one spot and lower in 
another. This characteristic of finished jade endows it 
with its distinctive luster and feel, a sensation of which 





the Chinese are so fond that they carry pocket pieces 
known as “fingering stones.” 

Emerald green, translucent, precious jade is among 
the most valuable of gems, and while few Westerners are 
appreciative enough to pay the price of a fine piece, the 
market is maintained by the ever ready Eastern demand. 
Attractive green and mottled green and white stones on 
the other hand, may be purchased for relatively little, 
and some of the rarer colors of jade are regularly ayail- 
able at prices which seem ridiculously low. The Chinese 
carving often seen on the mottled and thin pieces limits 
the applications of such stones, but smooth cabochons 
lend themselves to many uses. One of the least known 
hues of jade is lavender; those who have no acquaint- 
ance with the mineral are always surprised to find it in 
a multitude of colors, and the lavender hue is probably 
the least expected. The shade is never very deep, an ap- 
proach to that of pale amethyst matrix is about the best 
for which one can look, but it has a quality of purity 
and lightness found in no other stone. Probably next in 
rarity is a pale blue tint, another surprise to the man 
first learning about jade. Red jade comes close to 
carnelian in hue, but has an opacity and substance not 
seen in that variety of quartz, while yellows, browns, 
and whites are commoner colors. 


IMPURITIES CAUSE COLOR 


The color of jade is caused by various impurities, as 
in the other gems, but since jade formed in a solid rock 
and was subject to many variations in the gases and 
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solutions as it was forming, and then underwent a long 
cycle of erosion and alteration to end up in the alluvium, 
it is not surprising to find several different hues within 
a single block. The Chinese have seized upon these color 
variations for ingenious developments of the designs, 
but such are rarely marked in smaller jewelry places. 
Larger masses, like the monolithic jade bracelets will 
show color variations within a single piece, but the gem 
cabochons, which may of course be cut to any size but 
which are usually limited to practical dimensions, should 
preferably be of one color. This is because the change 
from one hue to another is gradational and will not show 
up in a small piece, not being an abrupt change making 
a pleasant contrast as in turquoise matrix. 


NEPHRITE IS MORE COMMON 


The other sort of jade, nephrite, is far more common 
in its occurrence and far less attractive, varied and val- 
uable. From the jeweler’s standpoint it is unimportant, 
a grayish green to a dark green is the common color, 
and it is not particularly attractive in gem stones. Ideal- 
ly adapted to the carving of large decorative objects, it 
has been found in many places and used by many peo- 
ples. Wyoming has recently produced large masses of 
fine clear green to black nephrite. Hundreds of pounds 
have been sold, reputedly much of it for shipment to 
China; where it is to be carved. The deep green so-called 
“spinach jade” is too uniform and uninteresting for 
gem use, as is the off-white of the common “mutton- 


fat,” fine though both hues may be for the larger objects. 
Yellows and browns are also found in nephrite, possibly 
the result of surface weathering in some cases, and some 
of these might conceivably be of gem value. The true 
worth is to be found in the jadeite, however, and the 
jeweler would do well to use some of the easily available, 
inexpensive, and decorative pieces of variously colored 
jade now unappreciated; neglected by a gem-buying 
public under the popular misconception that green is 
the only color of jade. 


SPODUMENE GEMS OF BRAZIL { 
(From page 250) 


hill. There was no organization whatsoever insofar as 
mining was concerned; consequently in the resulting 
confusion it became difficult to follow the gem bearing 
strata. Everyone was digging at the same time and 
into each other’s waste dumps until the whole mountain- 
side was churned up. A few of the miners who had 
made more extensive diggings soon noticed that midway 
up the slope there were two distinct layers of gem 
bearing gravel. The upper layer varied from three to 
six feet in depth under the surface of the slope, and 
under that was a second layer about eight to ten feet 
from the surface. Below these two layers was a third 
layer which did not apparently carry any gem material. 
From these observations it would seem to indicate that 
of the three known almost vertical pegmatites which 
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The work of the Lapidary has always required 
the skill of experts. That’s why you should 
seek the services of an established and reliable 
firm, with a background of experience. 


For cutting, engraving, encrusting, 
drilling, or any special orders, consult 


NAT 
Lapidaries Inc. 


71 Nassau Street bd New York 7, N. Y. 
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A COMPLETE LINE OF OPALS 
FOR THE 
MANUFACTURING JEWELER 


Manning Opal Corporation 


22 West 48th Street, New York 19, N. Y. 
Telephone BR 9-7199 
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PROMPT DELIVERIES 
EXPERIENCED WORKMANSHIP 
GUARANTEED SIZES 


METROPOLITAN LAPIDARY 


Importers & Cutters of Semi-Precious Stones 
12 John Street New York 7, N. Y. 
COrtlandt 7-0584 
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pass in parallel above the discovery, the one most dis- 
tant was gem bearing as evidenced by the uppermost 
layer under the surface of the slope, and the middle 
pegmatite was also gem bearing which was the source 
of a second layer of gem gravel. The closest pegmatite, 
being down slope from the other two, formed the lower 
non-productive layer. 

The higher the digging went up the slope, the deeper 
under the surface ran the gem layers. The workers 
finally reached a point where they lost track of the gem 
layers completely. Some movement of the talus of the 
slope might have been the reason for their losing sight 
of the gem layer, or perhaps the miners overran the 
point where the weathered material very probably makes 
a sharp dip to meet the almost vertical pegmatites from 
whence they came. 

Work continued for several months, but due to the 
relatively low value placed on the kunzite and the fact 
that since the more accessible gem gravels were soon 
worked out, work soon slackened off until only a handful 
of the miners remained to eke out a living by scratching 
through the turned over, hastily examined mounds of 
earth left by the earlier workers. 


SMALL AMOUNTS DISCOVERED 


From time to time in recent years they have continued 
to uncover smal] lots of gem spodumene from this same 
locality. The most notable single specimen and probably 
one of the best pieces found in Brazil was a huge crystal 
of dark lilac gem kunzite that weighed in the neighbor- 
hood of four hundred grams, and measured over eight 
inches long. This was cut by a German lapidary in 
Teofilo Otoni, which is the aqua and beryl] dealing center 
of Minas Gerais. 

This same deposit yielded many yellow spodumenes, 
a few of the bright green stones of the variety classified 
locally as hiddenite, and rarely some beautiful specimens, 
part pink and part bright green. Values of gem kunzite 
at the mine in the last few years, which depend upon 
the size of the material and the intensity of color, have 
ranged in the equivalent U. S. dollar from about thirty 
cents to one dollar and fifty cents per gram. Excep- 
tional pieces have brought fancy prices. After cutting, 
the corresponding wholesale prices have ranged from 
$1.25 to about $8.00 per carat for flawless kunzites. 
The great difference in price between the rough and the 
finished stone is due to the usual low yield of flawless 
cut stones from the rough. Much weight is usually 
lost when eliminating the common needle-like inclusions 
and internal fractures of the cleavage planes. 

A few miles north of Cuiete and back from the railway 
are two little-worked pegmatites, both of which have 
produced gem spodumene. One of these pegmatites 
produced both colorless material and the kunzite variety 
but in very small amounts. The other one produced a 
very small amount of gem material, mostly yellowish in 
color and with a few of a very unusual shade of medium 
dark olive green. This pegmatite was entered in three 
places along a distance of about 200 feet. The work 
consisted of small test cuts that only penetrated the vein 
about four or five yards at each place. Every cut ex- 
posed a thick zone of massive quartz in which were 
encountered the partially decomposed remains of large 
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To Watch Importers 
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In addition to our Watch Repairing Depart- 
ment, we now have a complete Watch Casing - 


Service. 


All watches cased by us are timed for 48 hours 
before they are returned to you. Minor 
adjustments made without additional charge. 
We will also attach all types of Watch 
Attachments. 


All work fully guaranteed 


MARUDO WATCH CO. 


48 WEST 48th STREET 
NEW YORK CITY 
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New SPIRAL BRACELET 
Sterling =... 


Something entirely new in Bracelet design. 
Ready for immediate delivery. 


$9.00 each. Keystone List 
Special discount to Jobbers. 


MERCURY CLOCKS, Ine. 


280 Madison Ave., New York 16, N. Y. 
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REGU S 


The Perfect Gift 


for 
Weddings 
and 
Graduations 


A Pearl Necklace 
> 4 


Graduated 
Pearl Necklaces 
Hand-knotted 
or Plain 


$15 to $48 


Write for Sample 


* Simulated Shipment 


366 5th Ave., Cl. 6-2176 
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Popular Priced 
Boys and Girls’ Rings 





Made in 14Kt Yellow Gold with synthetic 
Sapphires and Rubies 


Wedding Band in 14 Kt Pink Gold, set 
with 12 genuine Rubies 


No. 176... .$5.50 
No. 607. ..$35.00 


No. 219... .$5.75 
No. 174....$5.50 


No. 392....$6.00 
No. 203... .$4.75 


For immediate delivery Order Today 


AARON LEIKIND 


Manufacturing Jeweler 


94 Canal St. New York 2, N. Y. 


WAlker 5-8869 
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Custom Made for the Better Trade 


 LEONORE DOSKOW j 


HANDWROUGHT 


STERLING SILVER 






3561 C—Key Chain 
$18.00 doz. 





allo C—Letter Opener 
$18.00 doz. 

8100 C—Bookmark 
$18.00 doz. 

1604 C—Money Clip 
$18.00 doz. 

8408 C—Pencil Sharpener 
$15.00 doz. 


+ 


Clever clover-leaf accessories—important enough for graduation 
gifts, and sheer inspiration for bread-and-butter tokens! Hand- 
wrought originals by Doskow, they are exquisitely designed—and 
reasonably priced—to top the best-seller list in resort gift shops. 


When ordering, please specify order numbers in listing items. 


LEONORE DOSKOW, SILVERSMITH, MONTROSE, N. Y. 
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spodumene crystals, averaging three to five inches in 
thickness and one to two feet long. Upon scratching 
through the soft decomposed material of these spodu- 
mene crystals, small chips and slivers of gem fragments 
were encountered in the mass. The largest piece found 
was not over one and one-half inches long and weighed 
only twelve grams. Because of the small sizes of the 
rough material and the comparative rarity of the good 
colored material, this deposit is of interest primarily 
from a gemological standpoint, in that gem spodumene 
of an unusual color was found. Work here was discon- 
tinued when it became apparent that only small chips 
were to be encountered for which the local gem market 


had little interest. 


UNUSUAL TWO-COLOR GEMS FOUND 

North of Governador Valadares are several pegma- 
tites that have been worked for kunzite along with mica, 
tourmaline and beryl. One of these mines, located near 
Santa Maria de Suassui has produced some unusual two- 
color gems that were usually too flawed for cutting, but 
made beautiful specimens with a pleasing contrast of 
lilac and green colors. Another pegmatite located just 
a few miles from Governador Valadares, which is no- 
torious for having an amazing variety of unusual peg- 
matite minerals, produced both light green and light blue 
spodumene. These are of such light shades as to be 
only well-defined when the rough material is viewed 
through the end. One of the largest pieces of the light 
green spodumene found at this locality was a flawless 
long thin gem crystal, measuring about 14 x 1% in. in 
thickness and 13 in. in length. Due to the fact that 
spodumene should be cut with the table of the stone at 
right angles to the C axis of the crystal in order to best 
bring out the color, this large green piece was left as 
a show specimen since it would only have cut very small 
light stones due to its narrow width. 

Due to the sporadic discoveries of relatively small 
quantities of good gem material, the cut spodumene 
gems in Brazil are only occasionally seen on the market. 
Their sale is usually limited to collectors or to the few 
buyers who appreciate exceptional stones to the extent 
that they are willing to pay fancier prices. 


RADIO PROMOTION FOR JEWELERS 
(From page 254) 


gratifying. Occasionally the store manages to tie in 
merchandising appeal with the program by conducting 
contests such as the “Plattsburg’s Best-Liked Child” 
affair which was extremely popular a few months ago. 
Interest was further heightened by the offer of a wrist 
watch to the child winning the contest. 

Application of the successful quiz-formula to young- 
sters has been amply demonstrated by the famous “Quiz 
Kids” who astounded the nation with their precocity. 
The same idea can be neatly utilized by the jeweler in 
his radio campaigns, and it isn’t necessary to have a 
single genius in the community. 

Youngster quiz shows may be worked out in coopera- 
tion with local school officials and the winning con- 
testants may be presented with some sort of prize by 
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Seeland Watches 
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1847 Rogers Bros. 
Wm. Rogers & Sons 
Tudor Plate 
American Queen 


S. O. Bigney Co. 


Marvella Pearls 
Shiman Mfg. Co., Inc. 
R. F. Simmons Co. 
Speidel Corp. 
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Hamilton-Beach Appliances 
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Schick Shavers 
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STERLING SILVER 
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Established 1895 


AISENSTEIN & GORDON, INC. 
712-714 Sansom St. Philadelphia 6, Pa. 


Dorson Jewelry 

Deltah Pearls 

Excell Mfg. Co. 

lrons & Russell Co. 
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Jacoby-Bender, Inc. 
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S. Korff & Son 

Laguna Pearls 
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Centrifugal Casting Equipment and Supplies 








Introducing 


the NEW Simmons DU-AL-MATIC 
CASTING MACHINE 


for making WAX PATTERNS 


RAPID — ACCURATE 


Equally adaptable 
for white metal 
casting 


Automatic clamping 
of molds with correct 
tension 





Complete machine with i 75. 00 
cabinet, |ess motor 


1. Wide range of molds Knocked down machine 


i f tallati 
2. Accurate reproduction sll eins =~ $100. 00 
3. Rapid reproduction tor and switch 


Arm assembly with 
4. Dual purpose mold holders of either $ 60.00 


large or small size 


ALEXANDER SAUNDERS & CO. 


(Suce. to J. Goebel & Co.) Est. 


95 BEDFORD STREET, NEW YORK 14, N. Y. 
DISTRIBUTORS FOR 


Kerr Dental Manufacturing Co. Joseph Dixon Crucible Co. 
The Jelrus Company (''Thermotrol'') Baker & Co., Inc. 

Thos. J. Dee and Co. A. H. Waage Electric Co. 
Ecco High Frequency Corp. Western Gold & Plat. Wks. 

















Important Old English Silver Assembled Tea Service 


of the George III Period bearing the Arms, Crest and 
Motto and Baronial Coronet of John Augustus Lowther, 
the 3rd Baron Muncaster. 


One of America’s Largest Collections of 
OLD ENGLISH SILVER VICTORIAN PLATE 
SHEFFIELD PLATE ESTATE SILVER 

Frequent Shipments from Abroad 


B 
Bond Street Sho 


AFFILIATED WITH 


S. WYLER, INC. 
713 Madison Avenue ' 
New York 21, N. Y. 11 Norris Street 
REgent 4-3560 London S.W. 1 
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ANNOUNCING THE ADDITION OF THE 


“McCuntock Eteetrie Chock Line” 


To Our Already Well Established Clock 
Department. 


THE WALLENSTEIN-MAYER COMPANY 


31-39 East Fourth Street, CINCINNATI 2, OHi9 


DISTRIBUTORS FOR 
DIVISION OF GENERAL TIME 
INSTRUMENTS CORPORATION 
SETH THOMAS CLOCKS 
WESTCLOX 
THE UNITED STATES 
TIME CORPORATION 
INGERSOLL 
WATERBURY 
THE E. INGRAHAM COMPANY 
O. B. MeCLINTOCK COMPANY 
HERSCHEDE HALL CLOCKS 
REVERE ELECTRIC CLOCKS 


WHOLESALE JEWELRY, DIAMONDS, WATCHES, 
SILVERWARE, ETC. 


Write for Catalog 








«HE FASHION swING IS To 
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This “Caprice Original” set of rhinestone ear- 
rings, bracelet, and clip on heavy quality silver 
colored metal is truly fine. Careful craftsmanship 
gives the beauty and appeal of costly jewelry. 
#5211 BRACELET 
$36.00 per doz 
#3239 CLIP 
$22.50 per doz. 
#1236 EARRINGS 
$13.50 per doz. 


Address order of 
inquiry to Dept. C 


Permanent showroom, 8th Floor, Hotel New Yorker, md 1 
General Offices: 404-06 Fifth Ave., McKeesport, Pe. 







THE JEWELERS’ CIRCULAR-KEYSTONE 








o=_™« 





the jeweler. Such programs may take the form of 

eral-information quizzes, scaled for difficulty accord- 
ing to the average contestant’s age, or the old spelling- 
bee idea may be employed successfully. In either case, 
the interests of both parents and children will be 
aroused. 

Hobbies, too, make a fruitful source of material for 
juvenile programs presented by jewelers. Virtually 
every child, particularly boys, have some sort of hobby, 
and many of them are sufficiently unusual to draw the 
attention of adults, as well, if put on the air. As in the 
case of other juvenile programs, unusual hobbies can 
be rewarded by prizes from the sponsor, thereby at- 
tracting further attention. 

Naturally, a jeweler cannot expect programs beamed 
at the children to be his only form of radio advertising 
and have a maximum pay-off, but they are an excellent 
method of conducting occasional, auxiliary campaigns. 
And they are definitely worth-while from the publicity 
angle, since the youngsters are always the community’s 
choicest human-interest material. 


‘TEEN-AGERS ARE FUTURE CUSTOMERS 


“Devote radio time to teen-agers? Ridiculous! Why 
—they’re not even occasional customers. All they care 
about is cokes, swing music and athletics!” 

That’s the way many a jeweler feels about the younger 
set. And he’s wrong. Because today’s adolescents are 
tomorrow's brides and grooms, and the well-established 
families of day-after-tomorrow. It pays to impress 


them with the merchant’s name and wares while they're 
still young. 

Many jewelers, of course, realize that interesting the 
younger generation will pay dividends in the not-too- 
distant future. They have organized radio programs de- 
signed to capture and hold the interest of the youth and, 
in many cases, have so arranged things that the store 
becomes a meeting-place for the youngsters and, con- 
sequently, becomes a normal place to go. 

The jeweler who states that teen-agers are only in- 
terested in “cokes, swing music and athletics” is not 
quite correct, either. The young people have a few 
other interests as well: social affairs, hobbies and movies 
are a few of them. True, the adolescent’s interests are 
not as varied as those of grown-ups; but usually their 
interest is more intense. 

Programs featuring music—particularly swing music 
—are almost certain to appeal to youngsters of the high- 
school ages. These are the years when the hep-cats and 
jitterbugs flourish most, and a jeweler who demonstrates 
that he’s “in the groove” is certain to be favorably con- 
sidered. 

An all-out appeal to jive-hungry juveniles was made 
by Huberman’s, Philadelphia, in a “Midnight Band- 
wagon” broadcast over WIP. A one hour collection of 
“hot” records, it did not aim for a steady audience 
(since all teen-agers are not up and about at that hour), 
but catered, instead, to occasional groups of youngsters, 
up after a party, dance or sports event. 

(Please turn to page 340) 
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JOBBERS IN WATCH MATERIALS AND SUPPLIES 


--220 WEST FIFTH ST. LOS ANGELES 13, CAL. 


JEWELRY BOXES 


WATCHES *« DIAMONDS + WATCH MATERIALS ° 


Teinbtas 
ANOTHER 


SPECIAL OF THE MONTH 


Matched Wedding Ring Sels 
fer Bride and Groom 


Beauty with distinction. Destined for 
widespread sales and profits. Price 
ranged to sell from $8.00 to $25.00 per 
set. Richly engraved patterns in tradi- 
tional and modern designs. 14 K. Gold. 
Complete assortment of 20 distinctive 
sets neatly displayed in handsome Satin 
and Plush lined Leatherette Display 
Case. Entire assortment including hand- 
some Display Case only ... . $199.00. 











WHOLESALE JEWELERS 


FINDINGS AND SUNDRIES + MATERIAL ASSORTMENTS * WATCH CASES 


KENDRICK AND DAVIS TOOLS 
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Silver-Using Industries 


Unite Against Senate Bloc 


Silver Users’ Association formed to present the ease for 


industrial silver users and the public generally; will 


attempt to speed legislation despite the ‘Western bloe.” 


HE charge that, once again, twelve men, the “Silver 

Senators” of six western states, are preventing 
millions of Americans from getting things they want and 
need—and are destroying jobs—was made in a state- 
ment by former Senator Sinclair Weeks, of Massachv- 
setts on April 11th. 

He spoke for the newly organized Silver Users Asso- 
ciation, which was created at a meeting held in New 
York, on March 26, by representatives of all types of 
industry which use silver commercially. Thus the group 
speaks not only in behalf of jewelers and silversmiths, 
but also such other users as makers of photographic 
equipment, who use a great deal of silver in the man- 
ufacture of photographic film and papers, the dental 
supply industry which is stated to use something like a 
million ounces of silver a year in amalgam fillings, 
makers of mirrors, and so on. Sinclair Weeks has been 
designated as chairman. 

In his statement he further charged that obstructionist 
tactics by the Senatorial “Silver Bloc” already “menace 
some of the country’s most important industries.” 

“This group,” Weeks said, “seeks to block the sale 
to industry of silver held by the Treasury and not being 
used for monetary purposes, at a time of acute silver 
shortage and while silver is required for the manufacture 
of many things needed by the American public. 

“These tactics, if successful, will provide rich profits 
for foreign silver speculators, at our expense. The only 
benefits accruing within the United States will be small 
ones, to a very small group of these Senators’ constit- 
uents.” 

A bill authorizing necessary sale of the needed silver 
was jointly sponsored in the House by Majority Leader 
John W. McCormack and Minority Leader Joseph W. 
Martin, Jr., and was passed. A similar bill was intro- 
duced in the Senate by Senator Theodore F. Green, of 
Rhode Island. Weeks charges that the “Silver Bloc” is 
trying to kill the legislation in committee while also 
launching another drive to hoist higher the price of 
silver, by legislative enactment. 
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Associated with the former Senator in presenting the 
case for the silver users, and the public generally, are 
Miles E. Robertson of Oneida Ltd., Oneida, N. Y.; John 
Tebbin, of H. A. Wilson Co., Newark, N. J.; Roy C. 
Wilcox, of International Silver Co., Meriden, Conn,; 
C. W. Conklin, of L. D. Cauk & Co., Rahway, N. J.; 
William G. Thurber, of Tilden-Thurber Corp., Provi- 
dence, R. I.; A. H. Robinson, of Eastman-Kodak, Ro- 
chester, N. Y.; William F. McChesney, of Gorham Man- 
ufacturing Co., Providence, R. I.; Arthur P. Miller, of 
Westmoreland Co., New Kensington, Pa., and Edward 
O. Otis, Jr., of the New England Manufacturing Jew- 
elers’ and Silversmiths’ Association, Providence, R. I. 

A summary of the present silver situation as outlined 
in the Weeks statement follows: 

“1, Silver is essential in many important American 
industries: photographic, photoengraving, medical, den- 
tal, electrical, silverware and in many industries where 
it is used in alloys. Home use, in silverware, accounts 
for half the annual demand; industrial use, for 40 per 
cent. 

“This year silver using industries will require an esti- 
mated 125,000,000 ounces. Today they are faced by an 
acute shortage of ‘the noble metal.’ That is, a shortage 
available of supply. 

“2. But, within this country there is plenty of silver. 
So-called ‘free’ silver owned by the Treasury, lying idle 
and not serving any monetary purpose, and held in vaults 
at West Point totals 225,000,000 ounces. 

“3. The silver using industries are ready and eager to 
make purchases from this idle stockpile at the OPA 
ceiling price of 71c per ounce. This would provide for 
the government a substantial profit, since the average 
price of its purchases over a period of years has been 
54c. Moreover, 71c is double the pre-war price of silver. 

“4, The ‘Silver Bloc’ attempts to balk legislation in 
troduced in Congress to permit the government to sell 
surplus silver at 71c. 

“The ‘Silver Senators’ also seek to force the price of 

(Please turn to page 349) 
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color sells 


LADIES’ HOME JOURNAL 
VOGUE 
HOUSE BEAUTIFUL 
HOUSE & GARDEN 
HARPER’S BAZAAR 


TOWN & COUNTRY 


This handsome advertisement in full color features the 12 best- 
selling Gorham Sterling patterns this spring. It is an eye-catcher, 
a stopper, a seller, and will reach 5,170,570 magazine readers. 
Attract new customers to your store and tie-in with Gorham 


magazine advertising by displaying this attention-getting page. 


FEATURE GORHAM IN YOUR STORE, THE MOST RESPECTED NAME IN STERLING! 


Yokan, 


America’s Leading Silversmiths since 1831 
© 1946 The Gorham Company PROVIDENCE iP RHODE ISLAND 
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The window above, tied in with the advertise- 
ment, stimulated sales of harmonious sterling 
at Robinson's, Los Angeles. Right—Parmelee- 
Dohrmann, San Diego, built their window dis- 
play around small sterling items for gifts. 





by W. B. SIMPKIN 













Sell Harmony in Sterling 


Many persons cannot give an entire silver service, but they 


ean be encouraged to give the bride part of the whole set. 


ARMONY in silverware gifts is being increasingly 

emphasized by jewelers throughout the country, 

and in many cases the notion of inter-relation of pattern 

is being extended to crystal and china as well. JC-K 

presents, herewith, a round-up of silver merchandising 

ideas which, in emphasizing tasteful combinations, have 
paid off for the merchants who used them. 


"LET ME KNOW YOUR PATTERN’ 

Robinson’s, Los Angeles, Calif., jewelers, keyed adver- 
tising toward June brides with an ad employing a 
simulated letter from an aunt to her niece. The ad, 
reproduced on this page, featured three specimen ster- 
ling patterns together with an admonition to choose a 
pattern immediately so that everyone might consult the 
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Robinson registration book and determine what pieces 
had not yet been chosen. 

A card, in the Robinson window display featuring 
bridal silver and fine china, urged all brides to come in, 
select and register their patterns. Thus, all of the wed- 
ding gifts would harmonize and there would be no danger 
of duplication. Also, obviously a greater percentage 
would be bought at Robinson’s. 

According to Miss Ruth Barton, Robinson’s bridal 
expert, all engagements are carefully noted and personal 
notes are dispatched inviting the brides-to-be to come 
to the store for consultation. In addition to offering 
the registration service for sterling, crystal and china, 
the firm also offers assistance in the selection of wedding 

(Please turn to page 850) 
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Onx. increasing is the circle of pop- 


ularity of this gorgeous, fast-selling pat- 
tern of LUNT STERLING. With the return to 
homes and peace-time pleasures, the 
discerning new home-makers are more 
aware than ever of those things which 
mean so much to gracious living. AMERICAN 
VICTORIAN, rich in romantic beauty, su- 
perb in exquisite die-work, meets this 
ever-growing preference for finer ster- 
ling. Traditional in its style and beauty, 
its popularity is solidly founded. 


GREENFIELD +- MASSACHUSETTS 
NOTE: Because the demand. far exceeds the 


supply we, for the present, are unable to es- 
tablish any additional outlets for LUNT Sterling, 
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One of the two entrances to 
the Schnack store, both |o- 


cated on business arteries. 







A lea 


oa OP ORRRY ts eo mane 
a by L. E. HOUCK 


Shoppers who entered through the 
jewelry store often leave by way 
of the gift department entrance. 


Dual Entrances 





Serve Jewelry 


And Gift Shops 








HIS is the success story of a gift department. Also, 

it is the story of a gift department which sends cus- 
tomers to a jewelry store. And that, too, is a success 
story. 

Part of the good fortune of the C. A. Schnack Jew- 
elry Co., Alexandria, La., may be traced to its unusual 
location. The store, shaped like the letter “L,” sur- 
rounds a corner bank building and, as a result, has en- 
trances and displays on two intersecting streets. One 
bar of the “L” contains the jewelry store; the other is 
the gift department. The two separate establishments 
are connected by a wide archway at the base of the 
letter. 

This dual-entrance arrangement, naturally, makes it 



















A section of the Schnack gift depart- 
ment showing the large stock carried. 
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WHEN CUSTOMERS ASK FOR 
FRANK M.WHITING 2x22 
BY NAME | 


These last few years sterling by any name would 
have sold — and did! Your customers took second 
choice because they had no choice! But now they’! 
ask for Frank M. Whiting & Co. sterling by name 
and expect to get it. They'll want the pattern they 
saw advertised in their favorite magazine — and 
they'll see it there because Frank M. Whiting & Co 
advertisements will appear in every top class maga 
zine in America! Better play safe than be sorry! 


NANA A UHL 


(Z 
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The other Schnack entrance, on an ad- 
jacent street, makes it convenient for 
shoppers to "cut the corner'—and buy. 


simple to enter the Schnack store. And, since entry is 
simple, store traffic is automatically higher. Each of the 
entrances boasts display windows, neon trim and signs. 
And each is extremely attractive to the passer-by. 

Customers familiar with downtown Alexandria find 
it handy, on rainy or windy days, to “cut through” the 
block via the Schnack store. This is encouraged, natural- 
ly, because it leads to sales. Also, many customers who 
enter by the gift department leave through the jewelry 
entrance, and vice versa. This, too, is a sales producer. 

According to C. S. Carstens, manager and co-owner 
of the firm, the gift department was started on the bal- 
cony of the main store in 1932. In 1940, just before the 
Army came to Alexandria with five separate camps, the 
gift section was expanded into a complete store with 
specially designed fixtures and a large stock. Although 
designed to attract the attention of tourists, convention- 
goers and well-to-do residents, the sudden appearance 
of the military could not but guarantee success for the 
new venture. During the war some forty thousand 
soldiers descended upon Alexandria each Saturday night, 
and many of them sent home gifts from Schnack’s. 


WIDE VARIETY IS FEATURED 


Here are some of the items of stock in this well reg- 
ulated gift department: perfume which sells well in the 
high quality bracket; handkerchiefs featuring exclusive 
fabrics for both men and women; stuffed dolls, vases, and 
figurines in all price ranges; crystal candelabra and 
stemware; fine china; framed pictures; greeting cards, 
and printed stationery. 

The firm carries sixty patterns of china, all in open 
stock as a matter of permanent store policy since the 
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Another view of the giftwares section. 
Goods are arranged to draw the eye 
of those "passing through" the store. 





A preponderance of small giftwares 
causes many customers “on the way 
through" to buy on sudden impulse. 





average customer likes to feel that she can replace 
broken items out of stock. As a matter of actual fact, 
however, only one customer in ten takes advantage of 
this service. 

Displays are undisturbed by sales since customers 
select from the displays and receive their purchase from 
the stockroom above the store. As a matter of fact, Mr. 


Carstens observes that most of the displayed items are 
(Please turn to page 852) 
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The Perfect Wedding Gift 


es 


ws 


aie ... And Why 


STERLING 
Young : I understand that 


you've sold a lot of wedding presents for Ann 
Carter, and since I’ve been sort of nominated as 
our club’s ‘' gift chooser’, I thought you might 
suggest something particularly nice. 


oJ a lesman : Yes indeed — Miss Carter selected 
Reed & Barton’s Georgian Rose Sterling for 
her pattern when she announced her engage- 
ment. She now has six place settings. Did 
you know about that? 


(> 
5 om ‘CYoman: Yes—I know she’s 
crazy about the pattern and I don’t blame her— 
but how does that help us to choose a present? 


— : Your club could give her two 
more place settings — because she will 
want to add to that set of six. No one can 
ever own too much beautiful, solid silver, 
and that describes Georgian Rose to a ‘‘T”’. 
Just see how lovely this spoon is! 


...and the salesman was right. Georgian Rose is an 
exquisite solid silver pattern, reflecting the gracious 
living of Colonial America. In selling this pattern, 
remind your customer that it includes the English 
Rose which stands for beauty and sentiment . . . a 
point that has tremendous sales appeal to a romantic 
young ride. 


Georgian Rose and other Reed & Barton patterns 
are the designs your customers want today. Show 
Reed & Barton Sterling and increase your sales. 


You Can Safely Recommend 
REED & BARTON SILVER POLISH 
Made by Silver Experts 


FOR May, 1946 





Reed € Barton 
| Wlervling DYeltver 
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JVC to Seek New Stamping Law 


New legislation will consolidate into one inelusive statute 


all of present regulations covering quality marks and 


brands and provide adequate penalties for ail violations. 


ko a long time it has been apparent that the pres- 
ent system—or perhaps we should say, lack of sys- 
tem—of miscellaneous unrelated laws and regulations 
governing the quality marking, branding and advertis- 
ing of goods made of precious metals is in serious need 
of a thorough overhauling and unification. 

These rules, as they stand at present, are something 
like Topsy—they “just growed.” Some of them are 
covered in the present National Stamping Act—some of 
them are provided for by various Commercial Stand- 
ards promulgated by the U. S. Bureau of Standards 
and adopted by a vote of the trade to which they apply 
—some of them are regulations of the Federal Trade 
Commission. 

For example, the rules governing the marking and 
advertising of articles made wholly or partly of karat 
gold are divided among the National Stamping Law. 
Commercial Standard CS 67-38, and the various rulings 
of the FTC. As a result, the manufacturer or dealer 
in such goods must hunt through three separate sources 
to find out exactly what he may or may not do. Con- 
fusion, misunderstandings, and perfectly unintentional 
violations of some one of these scattered provisions are 
the inevitable result. A similar situation exists with 
other metals. 

Now it is proposed by the Jewelers’ Vigilance Com- 
mittee that all of the rules be co-ordinated in one com- 
prehensive piece of legislation. This obviously is a 
throughly sensible and logical step and one that should 
meet with whole-hearted approval throughout the trade. 


DRAFT OF PROPOSED RULES READY 

As a first step, Byron L. Shinn, Legal Counsel for 
the Vigilance Committee, has prepared a tentative draft 
of the proposed new law which will be submitted to 
all segments of the industry for suggestions and com- 
ment. All such suggestions will be carefully reviewed 
and considered by an industry marking committee, 
which will be made up of representatives from every 
one of the 14 major associations in the jewelry trade. 
Each has been asked to nominate such a representative 
and the personnel of this committee no doubt will be 
announced shortly. 
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After the committee has completed its work, the tenta- 
tive draft of the law will be gone over clause by clause, 
and revised where necessary to incorporate those 
changes or suggestions which the committee has ap- 
proved. Then the revised draft will be re-submitted, 
and when it has been finally approved will be intro- 
duced into Congress for enactment. 


PRIMARILY A CODIFICATION OF PRESENT RULES 


The proposed action should meet with the over- 
whelming and enthusiastic endorsement of the entire 
industry. In the first place, it is primarily a codifica- 
tion and clarification of the rules and regulations which 
the industry has already approved by its acceptance of 
the various commercial standards, but which at present 
are awkwardly scattered with consequent confusion and 
misunderstandings. The proposed new law will make 
it easy to know exactly what may or may not be done 
because all that will be necessary will be to consult one 
all-inclusive law. 

Moreover, clarity is further promoted by the excel- 
lently clear and simple language in which the bill has 
been written, with a minimum of legal phraseology and 
excess wordage. Anyone of ordinary intelligence can 
readily understand exactly what every clause of the 
bill means. 

Also, it will be a bill which in effect the industry 
itself will write, because of the fact that the final draft 
will embody and reflect the expressed views of the in- 
dustry through the arrangement that has been made to 
have the chosen representatives of every branch of the 
trade review and pass upon all of the provisions of the 
proposed law. 

Finally, because the exact quality of every article 
will be clearly marked on the article together with the 
manufacturer’s name or trade mark, it will enable both 
wholesalers and retailers to know exactly what they are 
buying and selling—all of which should greatly lessen 
inaccurate advertising and help to build consumer con- 
fidence in both the jeweler and his goods. 

With united support from the industry, getting the 
bill enacted should not be difficult, and every honest 
manufacturer, wholesaler and retailer—and the cor 
sumer—will benefit. 
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WRITE YOUR OWN Happy Ending 
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o this story of Watson Sterling 







| } WATSON MAKES THE 
FINEST STERLING . - - 
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Look Before You Lease! 





There are many things to be considered before you sign an 


iron-clad document to oceupy specific premises. Consider 


whether or not future business will warrant the move. 


by LESLIE LINCOLN 


HE jeweler who leases his business premises has 

several advantages over the man who owns. As a 
rule, the lessee does not have to make such a large lump- 
sum outlay of capital as does the buyer. Moreover, 
leasing permits him to put forth his entire energy into 
his business—and allows someone else to take over the 
responsibilities of landowner. Finally, leasing can be 
done for a short or long term, depending on the mer- 
chant’s desires and judgment. 

Leasing, however, is not for the amateur to trifle with; 
it is a serious affair. Before any jeweler signs a lease 
there are many things he should consider. Some of these 
we have listed below. Study them. They will save you 
money. 

1. No jeweler, no matter how smart he is, should sign 
a lease without competent legal advice, unless he, him- 
self, is schooled in law. To do so is like playing with 
an atomic bomb. True, legal advice costs money, but a 
good lawyer can often save many times the cost of his 
services. 

2 Even though a lawyer versed in real estate prac- 
tices is engaged, the jeweler himself should be familiar 
with certain basic factors concerning leases. He should 
know that a lease, generally speaking, is an agreement 
between landlord and tenant—an agreement which usu- 
ally concerns the transfer of possession of property 
from the former to the latter. A lease usually permits 
certain use of property by the tenant. 

A lease, of course, may be either oral or written, but 
for safety sake, it should always be written. Then, all 
important factors will be down in black and white, and 
there will be less chance of difficulties arising after the 
lease is in effect. 

8. Different times and considerations dictate to large 
extent the best length for a lease. The jeweler should 
ask himself these questions: ‘““What are business condi- 
tions likely to be in my locality at the time the lease is 
due to expire?” ‘Will the business district have grown 
toward me or away from me?” “Will the business value 
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of the property I am leasing tend to increase or decrease 
through the years?’ “Will the nature of the buying 
public in my business area probably change radically as 
to type with the passage of time?” Only after these 
possibilities and more have been propounded and care- 
fully weighed should a long-term lease be signed. 

Certain things should be considered, too, before a 
merchant signs a short-term lease—the possibility of 
having to move at expiration of the short-term lease, 
the probability of having to pay higher rent than if a 
long-term lease were taken; the difficulty of soon having 
to negotiate a new lease agreement, etc. 

4. Many a businessman has signed a lease believing 
he was renting one thing, only to find he had signed for 
something else. Before signing any lease agreement, the 
jeweler should make certain he is leasing the property 
he wants—and all of it. 

5. Does the lease run for one year or ten years? Is 
the amount of rental clearly stated? At what times are 
rental payments to be made? Any concessions concern- 
ing rent payment? A good lawyer will see that all these 
facts appear in the contract. If they are omitted, any- 
thing can happen! 

6. The lease should clarify tax responsibility. Gener- 
ally, if no mention of taxes is made, the burden falls on 
the landlord, but for safety’s sake, again—the tax ques- 
tion should be clearly explained in the lease. 

7. If pertinent, such matters as sale of property dur- 
ing the duration of the lease, subleasing, etc., should be 
agreed upon before either party signs. Such a pro- 
cedure will forestall future difficulties. 

8. The shrewd businessman considers possibility of 
termination of a lease before its normal expiration, and 
sees that an “out” is included in the agreement. It is 
a wise move, for business conditions are unpredictable, 
and no one knows what may happen in the commercial 
world of tomorrow. 

9. A final word of advice: Think before you lease; 
call a lawyer before you sign. 
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SILVER PLATED HOLLOW-WARE 


These beautiful pieces, silver plated on copper, are irresistibly appealing. 
No. 62 Sandwich Plate, 10 in.: $3.50 No. 72 Sandwich Plate, 11 in.: $4.50 
No. 52 Bon-Bon Dish, 7 in.: $2.00 No. 82 Bowl, 9 in.: $3.75 


All Prices Net F.O.B. New York 


Prompt Delivery. Orders will be shipped in order of reception. 


Michael G. Fina Go. 


ONE WEST FORTY-SEVENTH STREET, NEW YORK 19, N. Y. 
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HANDBOOK FOR JEWELERS 


The Retail Jeweller’s Handbook, by A. Selwyn, Editor, “The Watch- 
maker Jeweller and Silversmith’ of London, England. Published 
by Heywood & Co., Ltd., London. 416 pages including appendix 
and index + 63 pages of advertising. 13 color plates and 303 
black and white illustrations. 12 mo. Cloth binding. 


ERE is a work of an entirely new kind. Many 

books have been published on various specialized 
jewelry subjects or on various classes of jewelers’ mer- 
chandise such as diamonds, pearls, and other gems, 
silverware, watches and clocks, but Mr. Selwyn has 
assembled in one volume the highlights of all these and 
many other phases of the retail jewelry business. The 
book is truly encyclopedia in character. 

Obviously, as in any encyclopedia, the various subjects 
cannot be dealt with at such length or in such detail as 
in specialized books on that one particular topic, but 
the author has done an excellent job of assembling the 
essential information on every conceivable phase of the 
retail jewelry business. 

The material is excellently and logically arranged. 
The book is divided into four main sections, the first of 
which deals with jewelry for personal wear or use, as 
finished merchandise; the second with the materials used 
in its manufacture including gold, silver, platinum and 
the various gems. the third deals with the designing and 
manufacturing of jewelry; and the fourth with the oper- 
ation of the retail store. 

Each section consists of several chapters on various 
special phases of the general topic covered in that sec- 
tion. For example Part 2 has a chapter on gold, one 
on platinum, one on silver, one on jewelers’ tests for 
precious metals, one on hall marking and quality 
standards, one on diamonds, and one on other gems. A 
similar arrangement is followed in each of the other 
sections. 

The parts of the book which have to do with design 
and with methods of store operation are of course some- 
what different from American ideas and methods, but 
the book was written, of course, for the British jeweler 
and no doubt represents accepted practice in that 
country. 

However, the American jeweler as well as his British 
confrere will find the technical and historical matter both 
interesting and useful and the book should serve a real 
need in providing in one convenient volume such a com- 


prehensive scope of information never before assembled 


in one volume. 





IDENTIFYING THE PRECIOUS METALS 


Testing Precious Metals, by C. M. Hoke, third and revised edition; 
92 pages with illustrations. Published by The Jewelers’ Techncal 
Advice Co., New York, N. Y. Book Department, The Jewelers’ 
Circular-Keystone, 100 E. 42d St., New York 17, N. Y., $2.00 per 
copy. 


HIS interesting and valuable little volume, of which 
a large part was published in serial form in Tue 
Jeweiers’ Crrcu.ar-Krystone last year, is designed to 
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assist Jewelers, metal buyers, antiquarians and laa 
in identifying the components of various precious metal 
articles and thereby to evaluate them. 

Six chapters in length, the various subjects dis 
are: the old touchstone method of gold identification, with : 
notes on the various gold alloys; testing silver and other 
white metals; quality marks and commercial standards: 
old and new tests for platinum and related metals; buy. 
ing and selling old precious metals with attention ‘to 
their related laws, and a short chapter for the pros- 
pector. 

The appendix lists the various chemicals and equip- 
ment used in the tests, a table of reactions of the various 
metals under different tests, and a listing of definitions 
of words and terms, and formulas. 

C. M. Hoke, the author, is well versed on her subject, 
having a background of university training in chemistry 
and biology as well as experience in teaching chemistry, 
For years she has devoted much time to instructing 
jewelers and others in the refining, melting, salvaging 
and finishing of precious metals. ? 









REVISED DICTIONARY OF GEMS 


Dietionary of Gems and Gemology (Second Edition), by Robert M. 
Shipley, assisted by Anna M. Beckley, Edward Wigglesworth, and 
Robert M. Shipley, Jr. Published by Gemological Institute of 
America, Los Angeles. 258+ XI pages. 16 mo. $5.50. 


NEW and revised edition of the book of the same 

title originally published in April, 1945, and re- 
viewed in JEwrters’ CircuLar-Keystone of June, 1945 
(p. 208). As with most new editions of previously 
published works, this new edition is in the main a re- 
publication of the original book. However, according 
to the preface, a number of errors have been corrected, 
and several of the definitions have been improved and 
clarified as a result of criticisms and suggestions from 
several gem-stone scientists and lapidaries who were 
invited to make such criticism. 

Because of mechanical difficulties, the author says, no 
attempt has been made to insert in the body of the book 
the additional words and meanings that were suggested, 
but two new terms and forty-five supplementary defini- 
tions of words that occur in the main text have been 
placed at the end of the book in the form of approxi- 
mately three pages of addenda. Cross references direct- 
ing the reader to this appendix for these additional 
definitions have been inserted in the main text at the 
end of the original definition of each term for which a 
supplementary meaning has been added. 

In other respects, the dictionary is unchanged except 
that the awkwardly large top and bottom margins of 
the first edition have been reduced with a consequent 
improvement in appearance. 











OPPORTUNITIES FOR A BUSINESS OF YOUR OWN 


A Business of My Own, by Arthur E. Morgan, 184 pages, second ae 
revised edition. Published by Community Service, Inc., Yellow 
Springs, Ohio, $1.00. 


HE opportunity for starting a business of your 
own is very aptly discussed in this book by Mr. 
Morgan, who spent over five years traveling many thou- 
sands of miles throughout the country gathering first- 
(Please turn to page 852) 
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A group of pieces, typical of the fine period styling of this silver-plated 
ware, that offer promising sales as gift items for the Bridal Market. 


Exquisite period design, best quality silver 
plate, and a remarkable range of modest 
prices with a satisfactory profit margin... 
all these elements combine to make Benedict 
Period Plate a first choice for the Jeweler 


who seeks to fulfill the increasing consumer 


FOR May, 1946 


demand for thrifty luxury. Benedict Period 
Plate, made in a wide range of pieces and 


patterns, is a product of 


BENEDICT MFG. CO. 


East Syracuse, N. Y. 
Makers of Fine Silver Plate for over 60 Years 



























A Popular Priced Sterling Line of Quality 


READY FOR SHIPMENT 


A> 


“Bunkick Piluersmiths, Jur. 3 


FACTORY: MERIDEN, CONN. 


DIVISION OF 


Gold Recovery & Refining Corp. 


53 West 47th Street - New York 19, N.Y. + BRyant 9-3125-6 
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READY FOR SHIPMENT 
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Bunkirk Silversmiths, Jnr. 


FACTORY: MERIDEN, CONN. 





CDECIFE 


DIVISION OF 


Gold Recovery & Refining Corp. 


53 West 47th Street - New York 19, N.Y. - BRyant 9-3125-6 
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1. Sterling silver automatic, windproof lighter in a modern 
design to retail at $20. Also in 14K gold to retail for $165. 
Available from Avedon Mfg. Co., 54 W. 2Ist St. N. Y. 














2. This corkscrew doesn't pull—it draws the cork by turning 
the bakelite handle. Body is of silver-plated stainless steel. 
Corkscrew is made to retail at $15, plus the tax. From 
Diamond Instrument Company, Wakefield, Massachusetts. 





3. “Gondola” pin of gold plate on sterling silver, set with 
rhinestenes and synthetic sapphires, aquamarines, and rubies, 
to retail for about $22.50. It is available from the Alfred 
Herz Company, 303 Fifth Avenue, New York 16, N. Y. 









4. Western styled watchbands of hand-tooled leather and 
sterling buckles, tips and keepers to retail at from $5.50 to 
$10. T. V. Allen Co., 1025 W. 7th St., Los Angeles, Calif. 


5. Smart new ladies’ watch with 14-karat adjustable basket- 
weave bracelet, has a !7-jewel movement. . Made to retail 
at $210, including tax. It is available from the Croton 
Watch Company, 48 West 48th Street, New York 19, N. Y. 


6. This sterling compact featuring hand-engraved finish with 
expert hand highlighting, is made to retail at $24, plus the 
tax. Can be obtained from Elgin American, Elgin, Illinois. 
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ae | | JEWELERS — 
ieee This Gold- Filled Line 
Is Designed Exclusively For You! 








oe. Iustrated above: GOLD-FILLED PIN AND EARRINGS Set — $84 per doz. wholesale. 


Pin — $60 per doz: wholesale. Earrings — $24 per doz. wholesale 


This pin and earring set is one of many 10-K gold-filled pins and 
earrings designed specifically for your needs. Merchandised for 
i. YOU. Boxed for YOU. Advertised for YOU. Priced for YOU. 
ey. eee 


Other successful lines by JORDAN for Jewelers: 


ay : 10-K Gold Jewelry—Outstanding, high-styled and low priced. 
e r . 10-K Gold Pins at $7.50 to $18 each wholesale. 
bees 10-K Gold Earrings at $3 to $]0 pair wholesale. 


10-K Gold Charms—the lowest priced and widest selection of 
10-K Gold Charms to retail from $] up. 


Showrooms: 377 Fifth Avenue, New York 
607 South Hill Street, los Angeles 
527 Canal Street, New Orleans 
OUR NEWEST SHOWROOM at 
36 South State Street, Chicago 


“Factory: 17 Custom House Street, Providence Write, wire or phone for particulars 
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1. A new process gives a sparkling, mirror finish to the 
facet-type links of this necklace in 14K yellow or combination 
pink and green gold to retail at about $195. From Sparkes 
Mfg. Co., Ltd., Jefferson and Clifford Sts., Newark, N. J. 


2. An added attraction for the perfume bar, Mink’ is 
provided in both French style and cologne. From Michele, 
Parfumier, 6075 Franklin Avenue, Hollywood 28, Calif. 


3. “The Countess," silver plated compact on jeweler's brass 
and decorated with gold color etched plaque. It retails 
at about $4.50. Zell Company, 536 Broadway, New York. 


4. This new pipe with stainless steel bowl, dural body and 
rubber mouthpiece weighs only an ounce. Priced at $17.50, 
Keystone. Cy Benz Pipes, 4990 Melrose, Los Angeles, Calif. 


5. One of a new line of watch straps in top quality leathers, 
fabrics and plastic in attractive shades. From Improved 
Products Mfg. Company, 21 Audubon Avenue, New York. 


6. Lapel size combat infantryman's badge in sterling to 
retail at about $1, or silverplate at from 65 to 75 cents 
each. From Chatwin Supply Co., 520 W. 7th St., Los Angeles. 
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JOBS 
PREFERRED... 


When Glamour says “Write us for advice about 
your job; readers do...by the thousands. They 
ask about dress designing, modeling, writing, 
starting a small shop of their own... and 

Glamour gives them all the know-how information. 
2,400,000 readers-with-paychecks look to 


Glamour’s pages for advice about jobs, clothes, 











cosmetics and interior decorating. They spend 
twice as much on beauty, four times as much 

for clothes as the average woman. That’s Glamour’s 
influence. Smart readers, manufacturers, 
merchants and agencies know it’s no idle boast 
when Glamour calls itself 


“the magazine for the girl-with-a-job.” 
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Peace-Time Price Control 


Does N ” Prevent Inflation 


Black markets flourish under OPA regulations according to 


J. Howard Pew, and until ceilings are removed manufacturers 


will have no incentive to produce although demand is aroused. 


HILE jewelers are fortunate in that a large 

part of their business is not subject to regulation 
by OPA—all articles of jewelry, and now American 
watches, being exempted from price control—they are 
still under OPA rules in their dealings in such items as 
Swiss watches, silverware, glass, china, pen and pencil 
sets, cigarette lighters and so on, which, taken together, 
comprise a substantial segment of the retail jeweler’s 
sales. 

In other words, even though the question of OPA 
controls may be somewhat less of a factor in the jewelry 
trade than in most others, it is still an important 
problem, and on that account we believe that our readers 
will find much of direct interest to them in the recent 
discussions by business men before a Congressional Com- 
mittee on the subject of price regulation and its effects. 

One of the best of these presentations, was that 
by J. Howard Pew, President of the Sun Oil Co., who 
clearly analyzed the basic problems inherent in the 
whole philosophy of price control in peace-time and 
urged its abolition. The highlights of his remarks are 
presented herewith. 

Said Mr. Pew, in part: “Competitive enterprise, which 
has given 140,000,000 people a standard of living far 
above that which has ever existed elsewhere, cannot 
function to serve the public welfare half free and half 
regimented by artificially imposed price controls. 

“Business and industry must serve the public to suc- 
ceed. This is best done through competition. To have 
competition, we must preserve at all costs an environment 
in which the little man can continue to challenge the big 
fellow for public favor. 

“American enterprise provides for everyone with a 
cent in his pocket a continual polling booth whereby he 
can elect, or refuse to elect, the suppliers of his wants. 
Strangling enterprise denies every citizen of this free 
choice. 
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“There is a great difference between price control 
during war and price control in peacetime. During the 
war our imperative objective was to produce the require- 
ments of our Armed Forces. Nothing could be permitted 
to interfere with that end. 

“Our national strategy was to make war work ‘as 
attractive as possible; to make all non-essential produc- 
tion unattractive. Producers of war goods were given 
material priorities. They were given fair profit margins. 
Their workers received sharply increased earnings. 

“Conversely, producers of’ non-essential civilian goods 
were denied critical materials, forcing them in many 
instances either to shift to war production or shut down. 
They were subjected to frozen price levels, which fre- 
quently caused financial losses. The salaries and wages 
of their workers lagged under governmental restrictions. 


POSTWAR OBJECTIVE: CONSUMER GOODS 


“All of this had the effect of shifting manufacturing 
to war orders, as was necessary and proper. But, when 
hostilities ceased, our national requirements changed. 
Our postwar objective overnight became the production 
of consumer goods in sufficient volume. Removal of road 
blocks erected against civilian production became im- 
perative. The needs of our people demanded the restora- 
tion of a freely functioning market, historically the most 
effective stimulant of production in peacetime. 

“Thus ended all justification for price control. Along 
with other wartime controls, it should have been thrown 
overboard as quickly as adminstratively possible. Had 
this been done last fall, supply and demand in all indus- 
tries now would be rapidly on their way to a point of 
balance. Instead, supply and demand have become 
more unbalanced and our people go without the things 
they want and need. 

“The avowed reason we have not abandoned price 
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She’s aglow with the writing of Kathleen Norris... 





...and Elgin American is finding her eager to listen! 


Ss" WALKS in the ranks of the 
young in heart. She’s alert, emo- 
tional, alive. 


Yes, and she’s just been moved 
by a story by Kathleen Norris —a 
heart-warming story which she read 
in Cosmopolitan Magazine. 

Cosmopolitan, from opening page 
to final cover is filled with great 
writing — and great writing makes 
great reading. It features writing 
that fires the imagination and en- 
hances a woman’s inborn desire to 
be lovely and to own lovely things. 

And so Elgin American has picked 
the ideal moment to tempt her with 
their exquisite new compacts, Ciga- 
rette cases and dresser sets. 

They’re showing her how she, 
too, can know the thrill of owning 
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jewelry of finish and line. Yes, she'll 
be impressed, for at this moment 
she’s the model for Kathleen Norris’ 
newest heroine. 


Cosmopolitan is star-studded with 
great names in fiction writing — 
Kathleen Norris, Libbie Block, Sin- 
clair Lewis, Ursula Parrott. Words 
take on a magic quality when these 
writers use them! It’s no wonder 
her emotions have taken over! 

And emotion makes wars. Emo- 
tion makes marriages. Emotion 
makes sales. 


osmop 


GREAT WRITING 





olitan 


MAKES GREAT READING 








control is a specious argument that price increases cause 
inflation; that OPA keeps down prices, and thus is the 
only barrier standing between the country and a devas- 
tating inflation. 

“This is putting the cart before the horse. Price in- 
creases no more cause inflation than wet streets cause 
rain. Wet streets are a result of rain and rising prices 
are one of the many disastrous results that follow in 
the wake of inflation. 

Inflation results when there has been an expansion 
in purchasing power that is not matched by a comparable 
expansion in the production of real consumer goods and 
services. We have an inflationary condition today as a 
result of the monetizing of the Federal debt, and war 
accumulated shortages in certain consumer goods, ag- 


gravated by OPA controls. 


REMOVE OPA CONTROLS 


“The best and, I believe, the only effective ways to 
halt this inflationary trend are to balance the Federal 
Budget at the earliest possible date and to stimulate 
the production of goods. This last can best be done by 
removing OPA controls from business. 

“All this OPA talk about industry promoting scarci- 
ties is bunk. The life blood of industry is abundant pro- 
duction and nothing would suit industry better than a 
peacetime level of production equal to that achieved in 
the war. There is no doubt, if the hobbles are removed, 
that industry can produce all the goods the public needs. 
The expansion of manufacturing production in 1940-44 
is proof of that. 

“Price control and strikes primarily have been re- 
sponsible for the failure to produce the consumer goods 
needed—and price control in large measure has been 
responsible for the strikes. Had industrial management 
been free to adjust prices and wages, and if the Govern- 
ment had not interfered, increased wage demands would 
have been reconciled without the lengthy strikes which 
have been so costly to everyone. 

“Patching up the present law will not correct this 
serious situation. Price control can never be made fair 
and equitable, for neither a few men nor several hundred 
thousand can be substituted for the day-by-day function- 
ing of a free market reflecting the judgment and desires 
of the consuming public. 


PRICE CONTROL TOO COMPLEX 


“The weakness of any price control scheme, no matter 
how competently administered, lies in the complexity of 
the inter-relationships between prices, wages, other costs 
and earnings. Arbitrarily tinkering with a price here 
and another there throws a myriad of other prices out 
of adjustment. 

“No matter how well-intentioned, the price fixers can 
never keep up with the changing economic picture. So 
they resort to formulas for universal application, freez- 
ing prices to some previous level. But no sooner are 
such formulas proclaimed than conditions change. Busi- 
ness conditions change constantly as people’s desires and 
needs change—as producers increase or reduce their out- 
put in relation to those desires and needs—or as effi- 
ciency increases or costs fluctuate. 

“American industry and business cannot be operated 
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by formulas. If they could, it would have been figured 
out years ago and all business enterprises Would be 
successful while their managers could go on year-lon 
vacations. Day-by-day judgments and decisions = 
essential to business operations. Enterprises are suc- 
cessful when they adjust themselves to changing em: 
ditions. They retrogress when they become static, 

“Price changes in a free market are the regulators of 
American industry. They control the volume of produc. 
tion; they shift savings to where they are needed; they 
move workers into those fields of production in greatest 
demand. They give consumers what they want, 

“In effect the free market price serves the economic 
system as a safety valve does a steam boiler. Under 
price control, however, the safety valve is tied down and, 
in the pending bill, it is proposed to heap on the inflation 
fire some $2,000,000,000 in the form of subsidies. 

“Such a course of action is analogous to the engineer 
who ties down the safety valve on his boiler while adding 
fuel to the roaring fire. Does anyone doubt that there 
will be an explosion? And the longer price control js 
continued, the greater that explosion will be. 


WARTIME CONTROLS NECESSARY 


“During the war price control had a measure of suc- 
cess due to supplementary controls and because the 
people, out of patriotic motives, accepted it, subordinat- 
ing their desires and needs to the national urgency of 
winning the war. With the end of the war, however, the 
pent-up desires of 100,000,000 consumers again asserted 
their force. 

“Thus black markets have become rampant, breeding 
widespread disrespect for law. OPA officials testify 
to that. The situation is ‘worse than at any time’ during 
the war, says J. M. Blackford, OPA top enforcement 
officer in Portland, Oregon. Leo F. Gentner, OPA re- 
gional administrator, says the same thing about the 
black market in New York City and makes this revela- 
tion: ‘Congress could give me 10,000 more investigators 
but I wouldn’t have a chance of breaking up the black 
market unless the women of the city refuse to buy from 


such merchants.’ 


“As long as price controls continue, black markets 
will grow. Demoralizing though they are, they consti- 
tute a manifestation of a free people seeking to satisfy 
their legitimate desires when their government has for- 
bidden a free market. Since the days of Confucius 
people have refused to accept as wrong that which in 
their hearts they know to be innocent, and not even 4 
Gestapo the size of an army can prevail against them. 
All this has the effect of penalizing the law abiding. 
whether consumer or producer, and encouraging all 
others. Likewise it breaks down the legitimate sources 


of Government revenue. 


TWO EFFECTS OF PRICE CONTROL 


“When price control holds the price of a commodity 
below its free market level, two things inevitably happen: 
demand is encouraged and supply is discouraged. Thus 
the shortage of that commodity grows, rationing becomes 
necessary and the consumer pays the bill. Next in order 
will be material priorities and all other wartime controls 

(Please turn to page 353) 
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You can’t afford to overlook thet high ane girl. She's buying for herself today ... she'll be 
buying for a family of her Kal tomorrow. She’s in/the market for clothes she can wear, 
cosmetics she can use and ye she can a tie home for mother. And you may be sure 
the products she’s sae her teens are the ones you ‘ll find on her bathroom and pantry 
shelves when she’s se fin foe ways. She’s ian ‘ee girl and bound to be quite a 


woman. Sell her now-—> for now and the renee the magazine she reads and believes— 


SJ Q 
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Broadened Compensation Plans 





Would Include All Businesses 


Trend to extension of unemployment insurance to include al} 


employers of one or more workers by current state legisla- 


tures would remove the former exemptions of small merehants. 


TREND toward liberalization of state unemploy 

ment compensation laws, which reports from state 
capitals indicate is extending into current state legisla- 
tive sessions throughout the country, threatens to remove 
the exemption from unemployment compensation taxes 
now enjoyed by many jewelers in most states by virtue 
of the small number of workers they employ. 

Despite opposition from small merchants, there has 
been a steady trend in recent years toward the inclusion 
of all employers under the unemployment compensation 
system. As contrasted with the federal minimum re- 
quirement that coverage be extended to persons working 
for employers of eight or more workers, firms employ- 
in one or more are already included in the laws of 13 
states—Arkansas, California, Delaware, Idaho, Mary- 
land, Massachusetts, Minnesota, Montana, Nevada, 
Pennsylvania, Utah, Washington, Wyoming, and the 
District of Columbia. In New Mexico employers of 
two or more persons are affected, while Arizona, Ohio 
and Wisconsin include employers of three or more. 
Employers of four or more come under the system in 
eight states—Kentucky, Louisiana, New Hampshire, 
New Jersey, New York, Oregon and Rhode Island. 
Employers of six or more are affected in Illinois, with 
the remaining 22 states including employers of eight 
or more. 


STATE ACTS LIBERALIZED 


Besides extending coverage to smaller businesses, the 
states have been increasingly liberalizing unemployment 
compensation laws as to maximum benefits, duration of 
benefit payments, waiting periods before payments begin 
and in other respects. This trend has been in progress 
ever since the inception of these laws but was especially 
accelerated last year. Although comparatively few legis- 
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by BETHUNE JONES 


latures convene in regular session this year, early indi- 
cations were that a number of them, as well as some 
meeting in special sessions, would further liberalize 
these statutes. This action, which probably will be 
taken on a more widespread basis next year, when some 
45 state legislatures will meet again in regular session, 
is stimulated by belief of state officials and some em- 
ployer groups that liberalization of the state laws will 
lessen pressure for federal control of the entire unem- 
ployment compensation system. 


DANGER IN OVER-LIBERALIZATION 

With state unemployment reserve funds now approxi- 
mating a total of $7,000,000,000, compared with less 
than $2,000,000,000 in early 1941, it is widely agreed 
that liberalization as to maximum payments, duration 
of payments, and waiting periods is safe. If carried 
too far, however, and if combined with other proposals, 
such as making benefits readily available to strikers and 
broadening the system to include payment of sick bene- 
fits, the trend toward liberalization of these laws might 
weaken the reserve funds to the point where they could 
not carry through a period of sustained unemployment 
without adding to the tax burden of employers. 


TAX RECEIPTS ARE HIGH 


Unemployment taxes now produce far more revenue 
than any other single form of state taxation, yielding a 
total of more than $1,300,000,000 in the 1944 fiscal year. 
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Strictly OWN the Record 


Susie the BG* makes a bee line for “the new” in 
costume jewelry. With her carefully budgeted in- 
come, she wisely depends on accessories—earrings, 
pins, clips, and bracelets—to give zing to her 
office-into-date wardrobe. Susie’s goal in life 
is a husband—and Susie gets her man!f{ Nine 
million matrimony-minded BGs* are a natu- 
ral market for engagement and wedding rings. 
Use the direct approach: Show your 
jewelry to BGs* in the pages of Charm. 


*Business Girl 
*+Charm’s 1945 Reader Survey on request 


CHARM 


the magazine for the business girl 
122 East 42nd Street New York 17, N. Y. 
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The closest other form of state taxation was the total 
of $721,000,000 produced by general sales, use, or gross 
receipts levies. Although the basic rate of the tax for 
unemployment compensation is 2.7 per cent, it varies 
in most states according to the employment record of 
the employer. The rate is under state control, with the 
laws of more than three-quarters of the states providing 
for reduced tax ‘payments by firms providing steady 
employment. 

Reflecting the trend toward broadening and liberaliz- 
ation of unemployment compensation was retiring Gov. 
Colgate W. Darden’s recommendation to the 1946 Vir- 
ginia legislature that coverage be extended to employees 
of all firms instead of those working in establishments 
employing eight or more persons, and that maximum 
compensation be increased from $15 for 16 weeks to 
$20 for 20 weeks. 


STATES INCREASE BENEFITS ™ 


In Rhode Island, Gov. John O. Pastore recommended 
that maximum benefits be increased from $18 for 20 
weeks to $25 for 25 weeks. Gov. Maurice J. Tobin 
asked the 1946 Massachusetts legislature to set unem- 
ployment compensation at a maximum of $25 for 26 
weeks instead of the present $21 for 23 weeks. A bill 
introduced in the New York legislature would increase 
benefits generally from $21 to $25 a week, with the 
additional provision of a $8 weekly benefit for each 
dependent child. 

Pending at this writing in a special session of the 
California legislature, with the backing of Gov. Earl 
Warren, was a bill to provide the same benefits under 
the state unemployment compensation system for insured 
workers temporarily unable to work because of illness 
as are allowed now to those who find themselves jobless 
for economic reasons. Pointing, out that California is 
one of only four states requiring unemployment com- 
pensation contributions from workers, Governor Warren 
declared that the state’s reserve fund was sufficient to 
finance the proposed sickness benefits entirely from the 
employe contributions, without any new or additional 
contribution from employers. 

Rhode Island is the only state now paying sickness 
benefits to workers, although an increasing number of 
states have evidenced interest in such broadening of 
social security and labor groups have backed such pro- 
posals in many states. While both the Rhode Island and 
the proposed California programs call for financing from 
employe contributions, additional levies against em- 
ployers would be the probable result if experience 
showed the need for increased support. 


BENEFITS FOR STRIKERS? 


A new development in unemployment compensation 
legislation is a current drive by labor to obtain benefit 
payments for strikers. Members of the United Auto 
Workers, CIO, picketed the New Jersey legislature at 
its opening this year in an attempt to force the enact- 
ment of such a measure. CIO unionists recently con- 
ducted a demonstration in the Connecticut state capital 
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in the efforts to get special session action on such legis. 
lation. They pointed out that strikers now can obtain 
unemployment benefits in Rhode Island, Pennsylvania 
and New York. In the latter state’s legislature, the 
CIO was advocating enactment of a bill to 
strikers to draw unemployment insurance benefits after 
one week on strike, instead of being required to wait 
seven weeks as at present. 


OPPOSE EASING OF TAXES 


Meanwhile labor groups and other ardent advocates 
of broadened and more liberal unemployment compen. 
sation laws continue to oppose measures to ease the 
employer tax burden by rewarding with lower tax rates 
those with stable employment. Under a bill introduceg 
in the New York State legislature, employers of the 
state, who saved $76,000,000 in unemployment insurance 
tax payments in the first year of the state’s new modi- 
fied merit rating law, would receive additional savings 
by increasing the maximum rebate from 60 to 75 per 
cent of employer contributions. The state CIO imme. 
diately announced, however, that it would not only fight 
this bill but also would seek suspension of the existing 
provisions for rebates to employers. 

Liberalization of the coverage and benefit provisions 
of unemployment compensation laws already has made 
such progress that all states, without exception, have in 
some way liberalized these statutes since the adoption 
of the social security system. The trend was particularly 
pronounced last year, when 25 states increased maximum 
benefits and 28 states lengthened the period in which 
benefits may be paid. As a result of this action, weekly 
benefit maximums of $20 or more now prevail in 27 
states, in which approximately 78 per cent of all covered 
workers are employed. Eleven states pay $18 weekly, 
three states pay $16, and 10 states pay $15. Originally 
only. three states paid more than $15, and none more 
than $16. 


20 WEEK BENEFITS IN 33 STATES 


Maximum benefit duration of 20 or more weeks now 
prevails in 33 states, which include approximately 80 per 
cent of all covered workers. Twelve pay for 16 weeks, 
and two for 14 weeks. Originally only one state pro- 
vided protection for as long as 20 weeks. 

The waiting period before benefits begin was origin- 
ally three or four weeks in many states, whereas now 
35 states, with more than 90 per cent of all covered 
workers, require a waiting period of only one week, 
while Maryland has eliminated the wait period entirely. 
In the remaining states the wait period is two weeks. 

Thus, while Congress has showed continued coolness 
toward proposals for increased or complete federaliza- 
tion of the unemployment compensation, the record re- 
veals that the states themselves have been moving rapidly 
toward the standards sought by federalization advocates, 
such as extension of the system to all employes in 
covered industries, instead of those with eight or more 
employes; and maximum benefits of at least $25 a week 
up to 26 weeks. 
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See the gleaming, heat- 
resistant glass! Can be 
used on any type kitchen 
range too! 


















Ah! The Cory glass filter 
rod ... It filters coffee - 
only through coffee. No 
hard-to-clean cloth, paper, 
or metal filter parts. 
















Everyone goes for this 
hinged decanter cover and 
the easy-to-grip handle! 












And we all like the wide 
mouth decanter —it 
cleans so easily! 














It’s hand-decorated for 
extra beauty! 



















Then there’s this accurate 
plastic coffee measuring 
cup. It ends guesswork! 








And only Cory gives us 
this plastic safety stand to 
protect the upper bowl. 










And the Cory electric stove 
has 2 heats—one for brew- 
ing—one fo keep coffee at 
serving temperature. 
















Everyone’s talking about Cory ...The Cory story is 
told to millions through full-color ads in the SATUR- : : 
DAY EVENING POST ... LADIES’ HOME Month service and Cory radio spot announcements 
JOURNAL... BETTER HOMES & GARDENS now available to you. Get them... Use them—now! 


.»» McCALL’S and AMERICAN WEEKLY. : 
Tie in with this Cory national advertising by 
making profitable use of the timely Cory Mat-of-the- 
; . the only Clt- Glass Coffee Cuwee 


SELLING THE CORY IS SELLING THE BEST 


CORY GLASS COFFEE BREWER COMPANY 
221 North La Salle Street, Chicago I Illinois 
Sales and Display Offices: New York ¢ Los ANGELES * ‘ToRONTO 
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RADIO PROMOTION FOR JEWELERS 
(From page 311) 


Another program, based on the attraction for youths 
held by popular music, was the “Battle of the Century,” 
aired by a jeweler over WGST, Atlanta, Ga. The show 
consisted of the recordings of two popular orchestras, 
pitted against each other, interspersed with factual ma- 
terial about local and national sports events. 

Programs to interest the teen-agers need not, how- 
ever, be all musical ones. There are other interests for 
the youths, and perhaps the most important one is— 
themselves. 

A department store in St. Cloud, Minn., anxious to 
secure the interest of the adolescents, inaugurated the 
“High Show” over KFAM. Local high-school students 
were invited to perform on the program and, just inci- 
dentally, talk a bit about the merchant’s wares. The 
same idea could easily be applied by an enterprising 
jeweler. 


SPORTS ALWAYS POPULAR 


Sports, naturally, have a high priority for the young- 
sters who are growing into maturity, and many jewelers 
have taken advantage of this fact when setting up a 
program. 

Football programs, particularly those which capitalize 
on the big inter-collegiate games, are a strictly seasonal 
proposition. But there are plenty of sports for the year 
round, if one considers local material, and it will be 





discovered that teen-agers are intensely interested in all 
of the local events. 

In a city which boasts of two or more separate high 
schools, there is an abundant field for sports Programs 
which will appeal to the youngsters. In the fal] and 
winter, in addition to football contests, basketball and 
hockey are featured as well. And of course the spring 
always brings baseball to the fore. : 

Programs need not be concerned solely with forth. 
coming or past games, either. They may feature oyt. 
standing players who are interviewed on the air. When 
the word gets around that Jimmy Whoozis of the Centra] 
High basketball squad is appearing on the local jeweler’; 
radio program this evening, you may be certain that 
nearly every student of Central High will be tuned jp, 

All schools, to a greater or lesser degree, have many 
social events during the season. There’s practically 4l- 
ways a “Junior Prom” and a “Senior Prom,” and the 
other classes are usually right up there with some sort 
of an affair as well. 

Events of this sort can be capitalized on by the 
jeweler with ease. For one thing, a little reciprocity 
may be practiced: in exchange for mentions of the forth- 
coming event on your program (and where tickets may 
be purchased), the dance committee will usually be more 
than eager to co-operate by including the jeweler’s name 
somewhere in the programs or menus. Even tiny men- 
tions of this sort are valuable to the merchant. 

Also, contests are frequently a feature of the school 
affairs, and the jeweler will have no difficulty tying-in 





















“Are You With It?” 


Something new has entered into table-set- 
ting — the sun-bright gleam of golden-hued 
Dirilyte flatware and hollow-ware. This fine 
alloy, harder and more scratch-resistant 
than sterling, is the warm, beautiful color of 
gold. Its quality, its color, the fact that it is 
solid, not plated, and its moderate price have 
won it an amazing reception. Women and 
their menfolk are enthusiastic about it. Thou- 
sands of families want Dirilyte as their sole 
service, thousands more want it in addition 
to their silver. Are you all set to tie in with 
this tremendous new development? We 
cannot open new accounts at this time, but 
we invite you to list your store with us, so 
that we can keep you posted on the future 
availability of Dirilyte. When writing, ask 
for a courtesy copy of our full-color booklet. 








Dirilyte, Reg. U. S. Pat. Of. 


Golden-hued Dirilyte 


AMERICAN ART ALLOYS, INC., KOKOMO, IND. « 1 West 34th Street, New York 











THE JEWELERS’ CIRCULAR-KEYSTONE 


























FINE QUALITY 


TWEEZERS BY CENTRAL 


EXCELLENT SWISS MAKE 








Manufactured for us by one of Switzerland's Foremost Tweezer Makers 


MADE OF CORRECTLY TEMPERED STEEL, EACH POINT FINISHED. 
A TWEEZER FOR EVERY JOB. 


#*§ Style for general use ............ EACH $1.65 #3( For Hairspring work ...... .... EACH $1.85 
#3 For General use on Bracelet watches EACH $1.85 Ath For Hairspring work ieee $9.25 


Set of Three Tweezers 


One each: £S — #3 or #3¢ — S p E C | A L $5.45 


Make up your Own Combination 





SWIVELS JUMP RINGS SPRING RINGS 


In Sterling Silver and Yellow on silver. 


In 8 different sizes to a box of one gross r) 
assorted. Each size in a separate sec- ‘eo > 
tion. Assortments may be had in either CG 
“" 12 13 14 15 16 


Sterling silver 
per doz. $3.50 


Round or Oval. Please state shape when 





QOoo e) 


1/20-12kt. yel- ordering. 

low G.F. on sil- Sterling Silver ........ per gross $2.00 | Sterling silver ............. perdoz. $1.5¢ 

ver ...perdoz. $4.00 Yellow on Silver ...... per gross $2.25 | !2/20th yellow G.F. on silver. .perdoz. $2.00 
ILLUSTRATION 4 LARGER THAN ACTUAL SIZB (when ordering state size desired) 





PROTECTION RING GUARDS 


RING MANDRELS FOR LADIES 


Sizes | to 3 assorted to card 


RING STICKS and 


oe 


Ht vs — bey $1.50 


filled. .per dozen 







HARDENED STEEL GROOVED RING MANDREL 14 kt Yellow er p 
Very well made and finely finished. All graduation marks and size num- $4.25 White solid gold $4.50 / 


meas a ania nia as neni n acenddncnwesaitakensesades a |6=—«s a re per dozen 

ALUMINUM RING STICKS = one we 
Made to Last— Polished Aluminum — Size graduations and numbers $3.75 ‘ke one 
er eT Poe re ee 








RING SIZES| NECKLACE CLASPS 
U.S STERLING SILVER 


Also: We carry a complete line of Watch sa 
STANDARD | Fine quality —Filigreed with $9 50 


attachments and Jewelry made by 
GEMEX — FORSTNER — BIGNEY —JA- " 
COBY-BENDER — d STONEWALL | (77S 

R — SKS and ST Gis 





2 safety catch 


$9 00 Single strand ...... per doz. 
Also two and three strand $9.50 


EACH necklace clasps ....per doz. 














We Are Constantly Getting in Larger Varieties of Swiss and American Tools. Our Stock of Train 
Wheels, Pallets,- Escape Wheels, Staffs, Stems, etc., for the Most Popular Models of Watches is 
—_ Increasing . .. Cabinet Assortments Available Now in Staffs, Stems, Jewels, Crowns, Crys- 
als and Hands. 








CENTRAL WATCH MATERIALS 


& SUPPLY CO., INC. 


134 SOUTH 8th STREET PHILADELPHIA 7, PENNA. 
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with one of these. Perhaps a popularity contest could 
be held to determine the “Queen of the Junior Prom.” 
John Jeweler may make a gracious gesture by present- 
ing her with a necklace to wear for the first time at the 
important affair. Possibly, the contest itself may become 
closely tied-in to the jewelry store—blanks for voting 
may be available only at John Jeweler’s shop. 

In short, attracting and holding the attention of the 
younger set can very easily become profitable for the 
jeweler. Through these youngsters your store can be- 
come well-known to their parents and big brothers and 
sisters and, almost before you know it, the youngsters 
themselves will have been graduated, out working and 
earning their own money, and presenting girl-friends and 
boy-friends with gifts of jewelry. 

That’s when the advertising to teen-agers will pay 
off. 


DON'T FORGET THE LOVE-BIRDS 


Love is a wonderful thing—particularly for jewelers. 

At a conservative estimate, one-quarter of all jewelry 
sold in the United States each year is sold in connection 
with matrimonial vows. And that’s a sizeable chunk of 
the jewelers’ sales. 

Small wonder, then, that many jewelers have found 
it profitable: to direct their radio advertising toward 
Cupid’s victims who are, obviously, contemplating get- 
ting engaged and, later on, married. John Jeweler is 
naturally interested in seeing to it that the wedding bells 
cause his cash-register to echo the tinkle. 





Radio programs directed toward lovers are frequent} 
musical programs, and almost always sticky with senti- 
ment. Oddly enough, although those who do not happen 
to be in love at the moment find such sentiment almost 
nauseating, those who are stricken by Cupid’s dart react 
favorably and usually pay close attention to the jew. 
eler’s message. Although this fact is regrettable from 
the standpoint of the radio listener whose heart doesn’t 
happen to be aflame at the moment, it’s a profitable 
thing for the jeweler to bear in mind. 

Kay Jewelers “Sweetheart Swingtime” over KPO jp 
San Francisco has been on the air for five years and en- 
joys great popularity. The program was so successful, 
as a matter of fact, that when Kay’s opened a new store 
in 1944 no further advertising was necessary because 
the store’s name was already well established. 

In Los Angeles, Calif., M. Weinstein sponsored 4 
nightly program of “Gems of Music” over KECA. Also, 
in the same city, McKay Jewelers developed an effective 
musical program evoking nostalgia in a romantic manner 
with ‘“McKay’s Musical Memories’ over KMPC, 

Music can be combined with other materials to build 
a solidly romantic radio series. In Greensboro, N. C,, 
Schiffman’s program “Moments of Melody” over WBIG 
featured recorded selections and, in between, tributes 
to couples observing silver and golden anniversaries, Al- 
though some of the program’s attraction was obviously 
for older couples, the romantic theme was sufficiently 
pronounced to interest younger listeners as well. 

White Brothers, New Orleans, La., straightforwardly 
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Simple, beautiful, enchanting, dignified . . . exemplifying the artistry and 
deftness of Smith craftsmen... superbly wrought with meticulous care. 


FRANK SMITH SILVER COMPANY 
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Real ‘‘jewels’’ among charms, 

these new additions to the Blue 
Ribbon line are masterpieces of 
design and workmanship. So 
different from ordinary charms, 
' they are the talk of the trade. 
‘ Hand-painted, multicolored, and 
movable, these new sterling- 
silver charms lead the field in 
| values. Retailers—capitalize on 
the demand for California's fastest 
selling charm line. Contact your 
local jobber now. 












Shooting Gallery 


(movable) 






Sold through jobbers exclusively. 





Phonograph Love Birds One Armed Bandit 


(movable) (movable) 
hand-painted 


Y 2S, wz] b a — Move 
(sy) , Ipe° 


Secretary Desk Washing Machine Desk Phone Roadster 


(movable) (movable) (movable) (movable) 


Merry-Go-Round 
(movable) movable 
hand-painted hand-painted 















MEYERS COMPANY 


CREATORS OF DISTINCTIVE JEWELRY 
424 SO. BROADWAY, LOS ANGELES 13, CALIF. 
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emphasized the connection between their products and 
romance in a program entitled “Gems of Romance” on 
WWL. Announcements, on the show, stressed the endur- 
ing qualities of gems and compared them favorably with 
the everlasting quality of true love. 

“Sparkling in the world’s history like precious stones,” 
“True Life Romances,’ as presented by White Bros., 
New Orleans, was another of the firm’s programs ded- 
icated to those in love. Also presented over WWL, the 
program’s theme was closely interwoven with references 
to precious gems. 

A series which presented both dramatic and musical 
features was the “Notes of Love” program on KFH, 
Wichita, Kan., sponsored by the Levitt Jewelry Co. In 
addition to musical notes of love from popular ballads, 
the program also featured famous love-letters feelingly 
read by actors and actresses. The series was found to be 
particularly popular with feminine listeners. 

Other programs, featuring romantic poetry, offering 
prizes for letters on “dream sweethearts,” seeking nom- 
inations for the title of ‘““Blankville’s Ideal Lovers,” etc., 
are extremely common. And that proves that they must 
be highly effective or the jewelers wouldn’t continue 
them on the air. 

Programs of general interest, suitable for catching 
the interest of the entire family, can also be effective 
for the jeweler interested in using radio. Newscasts, 
dramatic serials, musical programs and audience partic- 
ipation shows are all effective methods of gaining good- 
will through the offer of entertainment for the family. 





CHAIN UNITS CAN RETAIN IDENTITY 


(From page 256) 


problem has been multiplied seventeen to twenty times, 
Mr. Lee’s work takes him to the stores at infrequent 
intervals at best, while Mr. Gensler is rarely able to 
visit distant units because he devotes his whole attention 
to the sizeable job of buying diamonds for the chain, 

Says Mr. Rosenberg: “Each store, of necessity, now 
has its own manager. But because every branch is stij] 
under the superintendence of Mr. Gensler and Mr. Lee, 
the customers actually are getting the same service and 
attention as if the owners were there in person. Hoyw- 
ever, the numerous people who come in to our stores 
asking to see either Mr. Gensler or Mr. Lee have proven 
to us that especially in buying jewelry where a customer 
must rely on his faith in the seller, people like to deal 
personally with the owners. This customer-desire jg 
even more noticeable in those of our stores located in 
small communities.” 

Far from being nonplussed when a shopper in the 
Bakersfield store, for instance, asks to talk to either 
owner in person, everything possible is done to encour- 
age customers to think of the store in terms of the men 
who own it. In this way it is hoped that the public 
will be made to feel that Gensler and Lee are not merely 
names over the door, but actual people like themselves 
who merely find it necessary, due to their respective 
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duties, to live in San Francisco rather than in Bakers- 
field, or Modesto, as the case may be. 

Even when a customer does not ask for the owners, 
Gensler-Lee salesmen make it a point to mention them 
by name in discussing, for instance, some matter of 
policy. As another example, because he is an acknow]l- 
edged diamond expert, salesmen capitalize on the fact 
that every diamond in a Gensler-Lee diamond ring is 
personally selected by G. J. Gensler. In direct mail 
and sometimes in newspaper advertising, his photo is 
used for the same reason. 

“We have been successful in making the influence of 
the owners felt throughout our organization,” Mr. 
Rosenberg declares, “but we have always been on the 
lookout for some way to make their presence felt visu- 
ally as well as verbally. All agreed that business would 
benefit greatly if Mr. Gensler and Mr. Lee could be in 
all of our stores at least some part of every day. Natur- 
ally, we know that was an utter impossibility, even 
though highly desirable. But we still didn’t want to 
give up the idea. So when some one suggested using 
their pictures as the next best substitute for their pres- 
ence in the flesh, the idea caught hold. We decided the 
likenesses must be oil paintings rather than photographs, 
because oils have a timeless quality which means they 
will never be outmoded.” 

From the originals, which now hang in the Gensler- 
Lee executive offices in San Francisco, miniature Koda- 
chrome reproductions have been made. Enlargements 
in the true colors of the originals are being produced 
from the Kodachromes. Suitably framed, they will soon 
hang in a conspicuous position near the offices in each 
of the Gensler-Lee seventeen stores. 

From the public viewpoint, there is almost certain to 
be a favorable reaction when the owners are shown, by 
their richly colorful portraits, to be warmly human indi- 
viduals. Indeed, there is food for thought in an often- 
heard expression which conceivably might have been the 
inspiration for the Genslev-Lee idea: 

“T’ve seen your picture so often that I feel as though 
I know you”! 


AIM ADVERTISING AT A BASIC INSTINCT 
(From page 262) 


1. The desire for mastery. This is the urge which 
makes men desire to “keep up with the Joneses’ and 
causes the ladies to buy new accessories in order to be 
the best-dressed woman in the block. 

2. The urge for food and drink. This extremely primi- 
tive urge, capitalized on by meat packers and distillers 
in highly-colored and tantalizing advertisements, is also 
employed by many jewelers who merchandise electrical 
appliances, crystal glassware, fine place-settings, etc. It 
is not necessarily the product which produces this urge. 
but the train of thought it conjures up. 

3. The sex urge. Almost as primitive as the need for 
sustenance, this drive is extremely important for jewel- 
ers since personal adornment is one of the fundamental 
manifestations of the desire for attractiveness. There 
need be no repugnance at capitalizing on this primal 
drive, since virtually all jewelry purchases are a result 
of a desire to attract (or hold) the opposite sex. 
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STERLING SILVER 
BABY SETS 


IMMEDIATE DELIVERY 


$33.00 


PER DOZEN SETS NET 


Mitchell Phillips Co. 


JEWELERS & SILVERSMITHS 
719 SANSOM STREET 


PHILADELPHIA 6, PA. 
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Quite possibly, 99 per cent of all purchases spring 
from a desire to satisfy one, or another, of these primi- 


tive urges. All advertising, therefore, can be based on 
them with profit. 


WHY DO PEOPLE BUY? 


Before advertising an item of merchandise, rule num- 
ber one is to determine why people buy it. What pur- 
pose does it serve? Aside from its utilitarian value, does 
it satisfy one of the three main needs which make people 
buy? For example: the obvious reason for purchasing a 
watch is to be able to tell, at a glance, what time it is. 
However, there is a not-so-obvious motive in purchasing 
one, also. In certain cases it would be a sort of vanity 
which demanded a beautiful watch for adornment (a 
disguised version of the sex urge). Or, in the case of a 
man, it might be the desire to have a superior timepiece 
to indicate affluence (a disguise for the mastery-desire). 
But in either case merely wishing to know what time it 
is would hardly be sufficient motive. In cities, particu- 
larly, there are enough clocks to keep a person informed. 

Keying advertising along these lines, therefore, means 
presenting the watch not merely as a good-looking watch 
but, more important, as a watch which will enhance the 
wearer, either by adornment or prestige. The fine quali- 
ties of the case and movement may be stated—yes! But 
in a secondary fashion, only, since the primary appeal 
must be to the purchaser’s vanity. 


APPEAL LIES IN THE HEADLINE 


All good advertising headlines fall into three main 


returned express prepaid. 


Jutrus GoopMAN 
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We Can Move Your Inactive Patterns 
iw GTERLING SILVER 


P ATTERNS change and jewelers have in stock Sterling 
Silver for which they may never have another call. 


These are frozen assets which we will readily convert to 
cash at pre-war prices no matter how large the quantity. 


We will pay the expressage when you ship the merchan- 
dise to us and if our offer is not acceptable it will be 


JULIUS GOODMAN & SON 


77 Mapison AVENUE e Mempunis 1, TENNESSEE 
JosePpH A. GOODMAN: 


Reference: THe Jewevers’ Boarp or TRADE 
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classifications. They may be headlines which excite the 
reader's self-interest, headlines which offer real news, or 
headlines which excite curiosity. The majority of gy. 
cessful advertisements are headed by phrases which fa}} 
into the first category, arousing the reader's self-interes, 
through appeal to one of the primal urges mentioned 
above. 

Still considering watches, let us examine three difey- 
ent types of headlines. The first would be one which 
proclaimed “Johnny Must Be in the Chips—See th, 
New Watch He’s Wearing.” This would tend to arouse 
a desire to own one in the mind of the vain reader, A 
second might state news: “American-made Watches Are 
Back on the Market.” The third, curiosity-rousing head- 
line, would, in all probability, state something akin 
to “Watchmakers Have Been Craftsmen for Many 
Centuries.” 

Obviously, the most forceful of these three approaches 
is the first, because it touches a primitive urge. There 
is nothing basic about a man’s interest in the return of 
American-made watches, and thousands of people have 
gone through life without even wondering how long 
watches have been in existence. But few—very few— 
people can resist the opportunity to create an impres- 
sion of affluence by sporting a new watch on their wrist. 

To sum up: a good advertisement must have a com- 
pelling headline, and the compulsion must arise from 
appeal to a primal urge. Making the advertised product 
attractive from this angle is half the selling job done. 

Next month: the text of the advertisement. 
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EQUAL TAXES FOR ALL 
(From page 266) 


Instead of paying these “‘patronage dividends’ in 
cash most co-ops go through the motions of selling pre- 
ferred stock to members and patrons and use the re- 
tained cash as capital or reserves for expansion. 

The co-ops are keenly alerted to all of their privi- 
leges. Their expansion throughout the Middle West area 
has been amazing. 

Their hostility to business is definite and they tell it 
frankly. They are particularly hostile to advertising. In 
the February, 1946, issue of Co-Op Magazine published 
by the Cooperative League of the U. S. A., they frankly 
stated in a directive to their stores that: “The private 


labeled brands of profit wholesalers will be carried only 


when nothing else is available. No special display or 
promotion will ever be given to private brands of profit 
wholesalers.” 

Private business has addressed itself to the problem 
of reconversion in an intense way and it was not until 
the founding of National Tax Equality Association more 
than two years ago that real attention was given to this 
problem. 

The impact of wartime excess profits tax on private 
business was a reality. It must be evident to any 
thoughtful student of the situation that co-ops, freed of 
this wartime tax could advance at the pace they have 
advanced. Their great advantage is now in evidence all 
over the land. They are out to capture a big slice of 


. American business. More than that, their spokesmen 


point out, they are not to establish what they call a 
“Cooperative Commonwealth.” Destruction of free en- 
terprise would be a better description. 

The National Tax Equality Association resists this 
claim and points out the folly of such a cause for Ameri- 
can business. We are not interested in destroying the 
cooperative movement and we entertain no hostility for 
it. We only insist that the co-ops should be taxed as pri- 
vate business is taxed, but action can only be taken when 
Congress hears from enough taxpaying private business- 
men so it will pay real attention. That is the issue which 
confronts business. In fact. it confronts every taxpayer 
in the Nation. 


JEWELRY FOR DAD ON FATHER'S DAY 
(From page 288) 


once. But, although it is only fair to accent Father’s 
Day promotion with tributes to the veteran-father, those 
dads who “sweated it out” onthe home front need not 
be ignored if gifts for June 16th are from a jewelry 
store. 

Promotion materials for Father’s Day — materials 
which may be worked into jeweler’s displays admirably 
—are available from the National Father’s Day Council, 
50 East 42nd St., New York 17. Outstanding among 
the materials available is the official poster, executed 
by Edmund F. Ward, noted magazine illustrator. As 
shown above, it depicts “Father” as a returned veteran, 
together with his wife and child, and prominently dis- 
plays the approved slogan “Honor Our Veterans—Give 
Thanks This Father’s Day.” 
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the perfect piece of toast! 


Toast that is perpetually perfect is now possible 
through a new and exclusive feature of the 
Camfield—"Equa-Therm’”’—the ingenious control 
that automatically guards against voltage fluc- 
tuations and maintains constant “toast-right’’ heat 
from the very start to assure perfect toasting 
every time, all of the time. . 

Alone, this exciting fact has the New Camfield 
slated for top position in toaster sales. Add these 
equally important features for perfect toasting 
plus... 

@ Automatic Pop-Up @ AC or DC Current © Finger- 
Trip Release @ Color Regulator @ Cushioned Pop-Up 
@ Automatic Shut-Off @ Hinged Crumb Tray @ Oven- 


Type Construction @ Lustrous Mirror-Chrome Finish. 


+ 
CAMFIELD 


ayt tee Peo 10,5798 


CAMFIELD MANUFACTURING COMPANY * GRAND HAVEN, MICH. 
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GILBERT 





GILBERT'S NEW HAMPSHIRE BRANCH 
WILL HELP 








One Gilbert factory isn’t enough. All the 
machines and every pair of hands available 
in the original plant can’t make enough 
clocks or make them fast enough to meet 
today’s tremendous demand. 


So now Gilbert has made Laconia “the 
capitol of New Hampshire clockmaking” .. . 
with a branch plant devoted exclusively to 
the assembly of those Gilbert Alarm Clocks 
you’ve been waiting for. 


Production is still limited . . . but im- 
proving every month. There are not yet 
enough clocks for everyone . . . but estab- 
lished Gilbert wholesalers get regular allo- 
cations. 





THE WM. L. GILBERT CLOCK CORP. 
WINSTED, CONNECTICUT 
Laconia, N. H. 


Clock mahers to the nation since 1507 


Other display and promotion materials include 
mounted displays, giant posters, streamers, card-top 
pennants, stickers and badges. A seven-unit dj 2 
set, consisting of selected items suitable for smal] 
promotion, is available for $2.95. 

Mottos and promotional angles suggested for man 
enterprises will not be needed by jewelers, Although 
haberdashers and tailors are urged to save scarce mer- 
chandise for veterans, and non-veterans are asked to 
give the ex-GI’s a “break” by waiting for scarce goods 
jewelers will be able to engage in Father’s Day pee. 
motion unhampered. 


Splay 


“Store 


ROOM FOR ONLY THE BEST 
(From page 290) 


Jewelry. The display window that fronts the street is 
a boxed in glass unit, with shelves, on the left of the 
doorway as you enter. The contents of this display are 
changed frequently with the latest and newest in jewelry 
pieces kept before the public eye. 

One long glass showcase runs most of the store length 
inside and behind it are clear, attractive glass display 
shelves. Underneath the shelves and behind the counter 
are draped storage spaces which will be fitted with 
drawer units when workmen are available. The opposite 
wall is mirrored to give an effect of space and to doubly 
display merchandise on counter and shelves. 

At the rear of the store, curtained off from the rest 
of the shop, is a tiny stairway leading to the second-story — 
watch repair unit that has the same over-all dimensions 
as the jewelry shop. 


TINY ELEVATOR A NOVEL GADGET 


To facilitate handling repair jobs and to eliminate 
climbing stairs, Mr. Robison has designed a novel gadget 
that works on the principal of a miniature elevator. It 
is‘'a sliding wooden compartment with a special “pocket” 
for depositing the items to be repaired. When the item 
is deposited in the “pocket” a slight push sends it up 
through the ceiling slot to the desk-side of repairman 
Nick Andrews. Completed repair jobs are returned the 
same way. The gadget also acts as a communication 
tube between the two floors. 

Along with these novel and ynique arrangements, Mr. 
Robison also has many new and different ideas about 
his plans for the future in the jewelry business. In the 
first place he plans to open a small chain of Sterling 
Jewelry stores, and one is now nearing completion in 
Rogersville, Tennessee, Mr. Robison’s home-town. The 
new shop opened about the first of April. But the 
unique part of his plans are his ideas about employees. 

‘Naturally I want employees who are interested in 
jewelry and who know the business,” Mr. Robison ex- 
plained. “But I want more than just a presentable 
clerk. I want someone who can feel they have a share 
and a future in the store. That’s why I offer them good 
wages plus a “share-the-profits” plan. They will get 4 
certain amount of the profits besides their regular salary. 
In that way my employees won’t be working for me 








551 Fifth Avenue 
New York 17, N. Y. 


141 W. Jackson Blvd. 


Chicago 4, Ill. but with me. 


He plans to use the tiny Kingsport store as general 
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headquarters for himself and put his “profit-sharing” 
employees in charge of the others, which incidentally 
will be standard, average-size stores. 

Many years of experience in the jewelry business for 
others has given Mr. Robison the confidence that his 
plans are workable, common-sense plans. He will be 
the buyer for both the Kingsport and Rogersville stores 
and of any other stores he may open in the near future. 
Already he can offer special and original designs in 
jewelry or have pieces made to order at the customers 
request. This part of the business will be given more 
attention in the future. 

“Except for living expenses, all my profits will go 
back into the stores. That means in good advertising, 
in the absolute best in jewelry, and in giving quality for 
less to my customers.” Mr. Robison motioned around 
the small store and said humorously, “Remember that 
old saying about big oaks from little acorns? Well this 


yy? 


js just the beginning for Sterling Jewelry! 





FROM ENGAGEMENT RING TO HAPPY HOME 
(From page 292) 


The first step in Darling’s expansion was acquiring 
two additional floors in the building they occupied. The 
second floor was stocked with various types of over- 
stuffed living-room furniture, coffee tables, lamps, and 
so on. The third floor was given over to bedroom fur- 
nishings, kitchenette pieces, baby cribs, etc. 

From the outset the furniture department was a huge 
success according to Mr. Lomask, possibly because the 
street-front windows on the second and third floors were, 
in a sense, show-windows and illuminated at night. But 
most gratifying of all was the fact that the addition of a 
furniture department tended to increase jewelry sales 
considerably, and provided space on the ground floor for 
many new lines which had not been carried previously 
because of limitations of space. 

Expansion of the premises by adding the two floors 
of furnishings permitted the removal of many bulky 
items of stock (such as lamps, etc.), to the upper reaches 
of the store. This, in turn, permitted modernization on 
the ground floor, increased aisle space, better display 
cabinets and a general overhauling of the shop’s decor. 
Fluorescent lighting was introduced, walls were finished 
in lighter, gayer tones, and custom-laid linoleum re- 
placed the older, drab floor covering. : 

Addition of a complete line of furniture is not, by an 
means, the solution suggested for every jeweler’s post- 
war problems. But for Darling’s, in Erie, Pa., it pays 


off. 





SILVER-USING INDUSTRIES UNITE 
(Frome page 312) 


all silver—including that for industrial and home use— 
to an artificial monetary price of $1.29 per cunce. This 
would amount to an increase of 270 per cent over the 
pre-war level. 

“5. Pending the outcome of this impasse, foreign 
holders are withholding from the market an estimated 
158,000,000 ounces—in the hope of being able to gouge 
American silver using industries for higher prices. 

“There are two alternative courses open: 
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Actual size 
9% inches long 


Mf CEC, 


Neus JOT TURK 





Here is just the gift people are always looking 
for—something different and distinctive. It’s one 
they exclaim about . . . show with pride . . . use 
with appreciation. 

The carving aid is an outstanding example of 
fine plated ware and is a worthy addition to the 
proudest silver service of any pattern. It is 
genuinely appreciated by both sides of the family 
for its beauty and for its usefulness in making 
the carving of fowl, roasts, or ham the gracious 
ceremony it is intended to be. 

Nationally advertised—a fast moving item. 
Orders are being filled as received. 


GERITY-MICHIGAN DIE CASTING COMPANY 
ADRIAN, MICHIGAN 


In rich, full color 
gift package 
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HOW YOU SERVE 


Your knowledge, experience, 
attitude and the interest 
shown to the needs of every 
customer—all of these are 
reflected in reputation. 


WITH US AS REFINERS 


it isa combination—prompt- 
ness, accuracy and finally the 
actual return to you in dollars 
based upon the true quality 
of the materials received— 
that is what encourages 
jewelers to continue sending 


their old gold 
DIRECT TO 


TH OMA S§S J. 


on 


SE. 


REFINERS 


S$ E WASHINGTON STREET, 
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MANUFACTURERS 


CHICAGO - 





“First, the silver using industries believe this ser 
situation should be relieved immediately by the dak 
ment of legislation which would release, at 71¢ an 9 
some of the government’s idle and useless silver, 

In order to speed this needed legislation, an amend. 
ment identical in terms with the McCormack-Martin 
measure was added to the Treasury and Post Office De- 
partments Appropriation Bill. This also was passed by 
the House and now is before a sub-committee of the 
Senate Appropriations Committee. Thus, legislation 
which would permit constructive action twice has passed 
the House. 

“The Silver Bloc vigorously opposes this amendment, 

“The enactment of this legislation would have a two. 
fold effect. It would make immediately available do- 
mestic supply of silver and it would open up foreign 
sources of supply because foreign owners of silver stocks 
no longer could have any hope of making an exorbitant 
profit on silver they have been withholding from the 
market. 

“The present critical situation would be remedied. 
There would be a fair profit for the government. The 
silver using industries would obtain the metal they s0 
urgently need. And the American public would benefit, 

“Second, if this legislation is killed, the price of silver 
must go considerably higher before anything like an 
adequate supply will be available to American industry, 
This will cause higher prices of many kinds—and, 
inflation. 

“American consumers will be paying tribute to foreign 
speculators. 

“Moreover, the profits made by these foreign spec- 
ulators will exceed many times over the relatively small 
benefits which would accrue to a handful of western 
silver producers whom the ‘Silver Bloc’ represents. 

“The ‘Silver Bloc’ is using every means to force the 
price of all silver to the monetary price level of $1.29 
in their own interest; but this would confer far greater 
benefits on foreign silver producers, while it would be 
harmful to a large segment of American industry and to 
American consumers generally. 

“We should use our own silver in our own interest and 
thwart this attempted gouge.” 


unce, 


SELL HARMONY IN STERLING 
(From page 314) 


stationery, monogrammed cards, envelopes and so forth. 

A window featuring a silver display had on the wall 
a framed card showing a silver tea service and the words 
“Wedding Gifts.” On a low table a silver coffee service 
was displayed, and a pedestal exhibited silver candelabra. 
Additional candelabra and specimens of hollow ware 
were shown on the floor of the display window, and in 
the foreground appeared a sample gift package, tied 
with white ribbons and decorated with asparagus fern’ 
and a card of felicitations. 


CHOOSE SILVER, CHINA AND CRYSTAL AT ONCE 
According to Leo F. Henebry, manager of Henebry 
& Son, Roanoke, Va., jewelers, “Brides usually choose 
their silver before their china and crystal. But having 
all three lines where they can be seen together. it is 
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easy to have them make a choice of patterns all at once. 
They should be chosen all at the same time because 
there are many patterns in each group which harmonize 
well.” ; 

To accomplish this, Henebry’s have all china, crystal 
and silver located in one section of the salesroom where 
they may be seen simultaneously. Tablewares are shown 
on open shelves and counter show-cases and also on four 
tables, two in the center aisle and two half-way back in 
the store. One table is kept spread only with a cloth 
and, with a patron seated at her ease, the salesmen can 
arrange silver, china and crystal in various combinations 
so that the total effect may be seen. Naturally, the 
salesmen know from long experience which patterns com- 
bine best and, as the bride usually selects her silver 
pattern first it is relatively simple to add the most at- 
tractive crystal and china items to the display. 

Once definite selections of silver, china and crystal 
have been made, the patterns are entered in Henebry’s 
“Brides Book,” a permanent registration. 
relatives are then provided with a guide for selecting 
wedding gifts, since each component of a set is care- 
fully noted. . 


‘DOCTORS OF GIVING’ 

Dunbar Jewelers, Yakima, Wash., have won distine- 
tion by using the letters “D.G.” after their signature in 
all advertising, letterheads, showcards, etc. These in- 
itials, they carefully explain, stand for “Doctors of 
Giving.” 

Recent Dunbar advertising capitalized on this “de- 
gree” by offering the following “prescription”: “Come 
in, inspect our complete silver lines, you'll find them 
pleasant to take and very satisfying.”” The ad was 
illustrated with a sterling coffee set and five different 
flatware patterns. 

A window display, tied-in with this newspaper adver- 
tising, featured the same flatware displayed against a 
velvet background. 
to brides of other years, called attention to the fact that 
the firm was in a position to match many inactive pat- 
terns. Husbands and other relatives were thereby en- 
abled to provide harmonious anniversary gifts, filling 
out incomplete sets or replacing items which had become 
lost. 


FEATURE MINOR SILVER ITEMS 


Friends and | 


A placard in the window, directed | 








Although the Parmelee-Dohrmann Co., San Diego, | 
Calif., also handles china and crystal in addition to | 


silver service, the firm realizes that everyone cannot 
give a sterling coffee service or a chest of flatware. 
Therefore, emphasis is placed on many of the smaller 
items, 


According to the manager, “We arranged a long table 


featuring many of the smaller pieces—salt and pepper | 
shakers, candlesticks, and small items of hollow ware. | 
In the midst was a card: ‘Sterling Silver—for Today’s | 


> 9) 


Bride, Tomorrow’s Hostess. 

In addition, Parmelee-Dohrmann displayed a circular 
table top tipped at a 45 degree angle. Place settings in 
ten different patterns were attached to this table, and 
other items in sterling flat and hollow ware were shown 
on mounds of black velvet and white satin. 
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Life Size! Natural Color! Three-Dimensional ! 


This fine display 1s designed to do an extra selling job for you 
Give it a place of prominence in your interior or window and see 
how it attracts everyone's favorable attention. Get behind the 
sensational Merit-Made E-Z Flip Toaster with this sales-inspiring 
display Order it from your local distributor today. 


MERIT-MADE, INC. MERIT BLDG. 33-37 FRANKLIN ST. BUFFALO 2, N.Y. 
In Canada: Merit-Made, Lid., Fort Erie, Ontario 
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BIGGEST VALUE IN 
CHROME FINISHED ( 


WINDPROOF LIGHTER ~~ 


Retails for 


52.00 


IN CHROME FINISH 


OTHER MODELS 
BLACK WRINKLE 


GOLD PLATED $5.00 
(Plus tax) 


LIFETIME WICK 


Even-burning asbestos wick will never wear out—Guaranteed to last 
a lifetime. 


INDIVIDUALLY BOXED 
Attractively boxed with complete instructions for the care and use 
of the Branston Lighter. 


SMARTLY FINISHED 


Highly polished, jewelers chrome finish for lasting wear. 


FREE REPAIRS 


Any Branston Lighter sent to the factory will be repaired and re- 
turned without charge. 


ADVERTISING PROMOTIONAL MATERIAL 


Attractive counter and window display cards, specially prepared 
newspaper advertising mats and reprints are available to aid in the 
promotion of Branston Lighters. 


"The Lighter That Always Works” 


ORDER TODAY FOR PROMPT DELIVERY 


BRANSTON COMPANY, Inc. 


Sales Office 
10 West 47th Street 
New York 19, New York 
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DUAL ENTRANCES SERVE TWO SHOps 
(From page 818) 


cracked or chipped anyway. Which brin 
tion of breakage. os oP See 
secthage sae Tigh: ges swore clams oa 
. on merchandise 
displays throughout the gift department readin 
“Handle at Own Risk.” This rule applied to custeaiilt 
and clerks alike. Since most of the breakage was a 
result of careless handling by clerks, once it was als 
that breakage would have to be paid for, it dropped to 
almost nothing. Now breakage from carelessness js 
negligible. 

The Schnack store was started in a ruined and burned 
city in 1865 after Alexandria was burned by Genera] 
Banks’ retreating army. Shortly after it was established 
C. A. Schnack came to work for the company as a watch- 
maker, having learned the trade in Hamburg. 

In 1909 the present company was formed under the 
name of C. A. Schnack Jewelry Company, Ltd., with 
F. O. Hunter and Mrs. F. O. Hunter (Nell Schnack) 
as owners. The set-ip remains unchanged today except 
that Mr. Carstens, grandson of C. A. Schnack, and 
present manager, was made a co-partner. 

Early day Alexandria could not support a full time 
jewelry store and the store carried sewing machines, 
musical instruments and sporting goods. Until five years 
ago the store carried photographic supplies as well. All 
these departments have now been eliminated. 

For over 70 years the Schnack firm has never missed 
having their advertisement in each issue of the local 
paper. When the paper became a daily many years ago 
the ad began running daily, six times a week. 

During the last depression when local school teachers, 
and state and county employees were paid in scrip, 
the firm accepted it at face value when the current rate 
was less than seventy cents on the dollar. This resulted 
im’a high volume of sales-during the depression and the 
sale of so much silverware that a national manufacturer 
sent a representative to find out how Schnack silver sales 
could go up when all other stores in the country were 
on a toboggan. 

Wars, depressions, famines, and prosperity—all are 
in the day’s work for the Schnack store. Especially when 
you work both sides of the street. 





THE BOOK SHELF 
(From page 324) 


hand information on small businesses. Several hundred 
are discussed in this book while many chapters furnish 
interesting reading on the place of small business in the 
American way of life and how a young man can be effec- 
tive in the business of his choice. 

Spending little time on those services of which there 
are already a surplus, this book goes more into detail on 
scores of businesses no more difficult to undertake and 
which provide opportunity for widely varied abilities. 

Various other questions pertinent to starting one’s 
own business are covered, including: the need for a pat 
ticular business in the community; studying your mar 
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ket; capital needed and various methods of financing; and every worker at the mercy of the Government and 

sources of further reference information, etc., are cov- with a final abandonment of all the traditional liberties 

ered in Part I of the book. The second and third parts that we have known.’ 
| deal more specifically with the various types of business, “Termination of price controls inevitably will result 
ye the former on those under the category of service trades; in some price rises. Wage rates cannot be increased 
: the latter, those which come under the industrial across the board 15 to 20 per cent without an impact 
7 heading. on prices. 
oT The author is a former president of Antioch College, 
2 former chairman of the TVA, former chief engineer of PRICES ANCHORED TO 1941 CONDITIONS 
the the Dayton flood control project, former vice-president “Since, on paper at least, our prices are anchored 
ed of the American Society of Civil Engineers, first presi- unrealistically to the conditions of 1941-42, which long 
re dent of the Progressive Education Association, and ago changed, prices generally will go through a period 

is president of the Dayton-Morgan Engineering Co. of readjustment. For a short period this will be a 
disturbing factor, but, I repeat, it is inevitable whenever 
ed PEACE-TIME PRICE CONTROL NO CURE price control is terminated. The sooner it is done, the - 
ral less disturbing it will be. 
(From page 3384) a ; : , 7 

red Not all prices will rise. Some, in all probability, 
ch- under which industry would be told not only at what will go down. Certainly the public will be freed of the 

price it can sell its goods, but what type of goods it extortions of the black market, quality deterioration and 
the can make. What is more, consumers will be told what the present necessity of buying high-priced goods in the 
ith they can have, irrespective of what they want. A system absence of standard low-priced articles. Price increases 
*k) of wage stabilization would have to be adopted and, ulti- will stimulate increased production which quickly will 
ent mately, workers would be told where they must work. bring prices back into balance. If prices go up too fast, 
nd consumer resistance will check them. 

RESULT: A PETRIFIED ECONOMY . “Whatever the dangers of price control termination 
me “The result would be, as Henry Hazlitt, the brilliant —and they have been grossly exaggerated—they are 
eS, New York Times writer, has so well said: ‘A completely infinitely less than the dangers inherent in continuin 

y gs g 
ars petrified totalitarian economy, with every business firm price control.” 
All 
sed 
g0 
ip, 
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1/10 - 10 Kt Gold Filled 
Entirely new patented design watch band featur- 
ing an adjustable fastener that’s streamlined and 
secure. Smart in appearance — comfortable! 
ORDER NOW for Immediate Delivery and Immediate Sales! 
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ish Deluxe - 3900 Prices Rogal - goo 
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AUTOMET 
Table Lighters 


Here's the lighter that can really do a volume selling job. 
It is precision engineered —a marvel of simplicity in 
beauty of design and operation—has one inch long 
spin wheel—deep flame well—large fluid chamber. 
Styled to fit harmoniously in any home or office. It's a « ” 
great gift item! Display AUTOMET TABLE LIGHTERS. ; $7700 
See them sell! eFuti details from your wholesaler or write us direct. 


Height 27%”. Diameter 
%”". Base 1%” dig, 
#632 Solid Brass— 


netails at 
$ 3°° 
$- 

Gold Plated 6.00 


Silver Plated 4450 


#66 Set of two in beau- 


tiful box— 


nelails at 





i 

H 

53% 

4 ; 














AUTOMATIC METAL PRODUCTS CORPORATION 


St e*e ee Berry Street 








BE LONG NOW! 


Every effort has been spent, every source investi- 
gated, to enable us to give you the service you 
desire. Before long, we hope to supply you with 
the complete Silver City line —in quantities © 
sufficient to show and sell your best customers. 
And you may be sure of this— we'll never 
deviate from the high standards of quality that 
have made Silver City such a favorite with 
the better stores. 


SILVER CITY GLASS CO. 


MERIDEN, CONNECTICUT 
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SALESMANAGER 


FOR PROMINENT Manufacturing and Wholesale 
concern, AAAI rating, catering to Silverware, 
giftware, and housefurnishing trade. 





MUST HAVE record of exceptional performance, 
capable of organizing, training, and directing 
large selling staff; serving customers in all 
domestic and foreign markets. 


COMPENSATION Commensurate with ability 


and experience. Write Box JCK 8610, EQUITY, 
113 West 42 St., N. Y. 18. 


























NATIONALLY 
ADVERTISED 


385 FIFTH AVE... N.Y 
SHOWROOM HOURS 1:30 TO 5:30 P.M 
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Looks like Glass 
Outwears Leather 
Sweatproof 
Comfortable 
Beautiful 


Cleans with a 
Damp Cloth 


Your jobber has Singapore 
Koroseal Watch Straps or 
can get them for you. 





* A trade-mark of The B. F. Goodrich Company 


A display card of Singapore 
Koroseal Molded Watch Straps on your counter gs t we G& A eo f° ] te € 
will quickly convince you that they move fast. 
These bright, modern straps sell the year around — make plenty of 
additional “word-of-mouth” sales. And the new Singapore Koroseal straps 
are even better than before. They are sold to the jewelry trade exclusively. 
Get a display card working for you— now! STRAPS FOR WRIST WATCHES 


AKRON LINEN PRODUCTS COMPANY - AKRON 4, OHIO 

















it’s the Ung 
that makes the 


Expansion 
A Pace-Setter ! 


Endura’s engineers, after considerable research, have 
incorporated springs of highly tensile baryllium copper; 
one of the most durable: metals, in ENDURA 

o\ EXPANSION BANDS. The result is an Expansion 
—‘ Band which is GUARANTEED for long life. 
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ADD UP THIS COLUMN OF ' 
SUPERIOR ENDURA FEATURES: " 


Handsome Stainless Steel 
Finish 

Smart Styling 

Finest Craftsmanship 

Highly Durable 

Guaranteed 


Individually Carded on 
Blue Velour 





429 Kent Avenue 
Brooklyn, N. Y. 
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H. SEGAL 





It’s New—It’s Different 
FINESSE oo 


Now ... a band that automatically 










opens with the motion of wrist. 
Don't use fingernail—don't lift 
top. To extend when on wrist, 
simply pull one end. This 
automatically releases 
section and allows free Opens in One 
Simple Motion 
—Closes Securely 


extension. 








Yellow 1/20 20 K 
Pink 1/20 12K 
Orders Filled Promptly 

















Room 612, 93 Nassau St., New York 7 
Wholesale Jewelers Since 1890 
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SELL US YOUR 
BUSINESS 


REALIZE every cent it is worth in 
SPOT CASH. We are expanding 
and will pay a fair and just price for 
additional outlets. 66 years of reli- 
ability backs this firmly established 
Jewelry Organization, operating 
stores in various states. Firms pur- 


chased (names on request) will attest 
to our satisfactory dealings. Ask your 
bank for reference. 

















WRITE, WIRE OR PHONE MA 3-2987 




















Ask for Mr. Busch or Mr. Sargent 








| e st —~s 3) 


875 Broad St., Newark, N. J. 


PULL UATE 




















S orry...... 


UNTIL SHORTAGES ARE OVER 








We design and manufacture boxes of all descriptions, 






but due to acute shortages of materials, we are unable 








to supply new customers. Soon, we hope we may again 
create and manufacture boxes to fit your individual 


requirements. 


C & M MANUFACTURING CO. 
PAPER BOXES JEWELRY DISPLAYS 
112 Point Street, Providence 3, Rhode Island 













LAPPING FACETS? 
ANY SHOP 
PROBLEMS? 





New modern designs for Rings, Bracelets, Watches. Any de- 
sign, division, angle. This new lapping machine adaptable for 
superfinishing any part. Made by specialists in jewelry prob- 
lems—Lapping, Ring Stretching, Collets, Punches, Dies, Jigs, 
Fixtures. Machines made to order. 


ALKA PRECISION TOOLS & EXP. WORK 
22-44 122 ST. . COLLEGE POINT, N. Y. 














Guaranteed Stainless Steel Expansion Watch Band 





Ladies’ & WA pi )) Men's 
$3.00 Eb ; at $3.00 
each Ay me eac 
eystone Hi Keystone 
. List ee UT wi pe Lis 


Art Specialties 


Authorized Distributor for Flexcraft and Steelcraft Bands 
Dept. CK-1 Lakeview 3079 


820 W. Sheridan Rd. Chicago 13, Illinois 
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THE NATION'S 
LARGEST 
WHOLESALE 
REPAIR SERVICE 


Watches & Clocks 
Plain & Complicated 


Chronome me ters 
All Crystals Fitted 
Dial Refinishing 
Case Repairing 
Recasing & Dialing 
Precious 
Semi-Precious and 
Birthstones 


Jewelry Special 
Order Work 
Mountings Made 


tt pt pts 


CSTE TTT TT TTT 
ok et a ae Ma Re See 


++ — 
rT 


+44 
T 
cos 


CTT) t 





TTTTTrt 

t- sane 
oasenen 
sacmueai : 


= 
T 


an as a 


+++ ++ 
PorrH 


++ 
+ 


Silverware Refinished 
Optical Repairing 
Pens and Pencils 
Cigarette Lighters 

Electrical Appliances 


= 
aes 
es 


Save time and trouble — 
let ALMA handle all your repair work. 
Efficient, dependable, quality service. 


++ 
a 


+4444 

ee ee ee ee 
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ALMA SERVICE COMPANY ive creas neer to you 


72 Bowery * New York 13, N.Y. - WAlker 5-5512 as your post office” 
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FOR HONEST RETURNS 


with a Kingsley Machine... 
- IN 


; You can Stamp 


| Names or Monograms , 
re SWEEPS 

































FOUNTAIN PENS | 
LEATHER GOODS - L N G S 
PLASTIC GIFTS 
WRITING PAPERS 
XMAS CARDS, ETC. 
_ : mo 
“ 4 GOLD PLATINUM 
Right in Your | ; o. 
Own Store! /ii JOSEPH B. COOPER & SON 
: crs 
| Refiners & [2 = = . PRECIOUS 
Smelters —a METALS 
. The ” WRITE << @) >on 9) 9-1 FACTORY: 26 Pr incgre ot 
y SLEY Gold Stamping Machine Co. 28, cacir. BROOKLYN. N.Y. NEW YORK CITY 
|E 
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THE NEW NIASH CLIP 
fer ras 




















sete) Ei 
Recommend These Different FA¥S vu j 
Beautiful Crystals to Your Customers! 
(Write for complete information) 

PAUL LINN is happy to announce that his entire 
staff is at last back on the job! They served our 
PB, Ad, / : = great country for the past 4 years, and now they 
PUUcta \ are ready to serve our valued customers in the 

g PES TF Ml Jewelry trade. Although we have managed (thru 
Causy to ssemtble > great efforts) to return all Crystal Fittings within 
24 hours during the war period—NOW, with our 
F : re ; CAPABLE and SKILLFUL EMPLOYEES, we 
beautiful design requiring no soldering can definitely return all Crystal Fittings the VERY 
operations or bending. After base is at- SAME DAY. 





Here is an inexpensive handy clip with 


tached to the earring, just snap on the clip OUR WORK IS GUARANTEED TO BE 100% SATISFACTORY 
ond the earring is ready for wear. 


Sold in all colors, 10 K and 14 K. 


{ Jobber of Watch Materials, | 


Jewelers Supplies, Crystal Fittings 





NIASH Refining Co. abd gn age SASH) | LUNN -5S Ss. Wabash Ave. + Chicago 3, Ill. 


- 

























| Break Production Bottle-Necks 
| with Precision Casting by 


CONTROLLED | THERMOTROL 


HEN you have a new 
"number" to get out— 
ond fast—that's when you 
doubly appreciate the pro- 


duction potentialities and 
TEMPERATURES economies of Precision 
Casting and the precision 
of castings by Thermotrol 


—the All-Electric Melting 
and Casting Unit. 


TYPE II Once your sample is 
. —= OK'd, it's no particular 
This ruggedly constructed, muffle type elec- | | trick to be in production in 











tric furnace has proven itself to be indis | | 24 hours eke ae 
pensable to the manufacturing jeweler for | | every 15 minutes, regard. 
wax elimination, heat-treating dies, anneal- | | '2%. of the complexity of 
i | design. And the precision 
ing, enameling, etc. of Thermotral costings as- 
a sures a perfect reproduc- 
Maximum temperature — 2000°F. ayy tion of detail and high sur 
e e ® ° 1 ace smoothness which cut 
0 lt a a — = by af finishing operations to mere polishing. 
menes bet © by menes Geep. Trice cone What Thermotrol can do on “rush jobs" it also does in day-in and 
plete with rheostat and pyrometer—$107.50. day-out routine production. 


Tell us your production problem and Write for Literature 
For complete details—see your dealer wo al ane ae Deen fae Deol. 8, 
and Figures on What Precision Casting The JELRUS Co., epi. 
or write by Thermotrol can do for you. Mirs. & Suppliers of 
OTHER PRODUCTS Precision Casting Equipment 


WESTERN GOLD & PLATINUM WORKS | | srwcors®™BttRSE ren — new. sand Sh: Now Yor 


ri ail Bidg. 
Wox Pots—Centrifugal Wax Casters— West Off.—R. 821 Brockman 
SAN FRANCISCO 7, CALIF. Gas & Electric Wax Burnout Furnaces 520 W. 7th St., Los Angeles, Cal. 


—, 
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GEMS AND GEM MATERIALS 


By EDWARD H. KRAUS and CHESTER B. SLAWSON 


This book describes practically every commercially 
important gem and gem material, classifies the 
material according to various properties, includes 
tables of comparative gem and gem material 
characteristics and presents available information 
on manufactured gems. Written by two outstand- 


ing authorities. Profusely illustrated. 


Price $3.00 Postpaid 
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100 East 42nd Street, New York 17, N. Y. 

















ALL YOUR NEEDS UNDER ONE ROOF 






We Carry A Complete Line of: 


*& Jewelry findings 
%& Jewelers and Watch Makers Tools 
% Watch cases and dials 
%& Spring rings 
%& Sister hooks 
% Ear Wires 
* A full line of jewelry 
% Polishing materials 
Our Prices %& Leather & metal watch attach- 


Are Right ments 
% Evan's lighters 


; on WHOLESALE JEWELER 
AUS 124 Hester St. @ New York 11 
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THE GOLDSMITHS’ COMPANY 
OF CANADA LIMITED 


Offers you these services — 
of our Canada-wide sales- oe 
la sabeatte : 


ESTABLISHED aide 
WIDE DISTRIBUTION 
"NEW CONTACTS 
EXCLUSIVE LINES 
Inquiries invited from: : 


manufacturers of 
better class preey | 


THe GOLDSMITHS” COMPANY 


— OF CANADA. LIMITED 


__ Established 1838” 


Serving the Sadie a Po 
trade fore over 100 a ee 








te 120. oo, wee ST. W.; TORONTO, CANADA a 














1. A porcelain finish in pastel colors preserves these baby 
shoes, retailing from $5 to $10; also available in a copper 
finish. From MHB Chemical Works, 287 Broadway, New York. 


2. Soft-toned flowers and stippled cold treatment make 
up this Vorenne design on the lle de France shape. From 


Theodore Haviland and Co., Inc., 26 West 23rd St., N. Y. C. 


3. Sculptured love birds form the base of this vase in Verlys 
glass, 4!/," tall and 6!/2" long; which retails at about $8. 
From Verlys of America, Inc., 342 Madison Avenue, New York. 


4. Pairs of hand-painted birds decorate these china vases 
set on ebony stands; to retail for $20 a pair. From show- 
rooms of Fondeville and Co., 149 Fifth Ave., N. Y. C. 


5. Mode of hand-blown Dell glass, this set consists of shot 
ond chaser glasses set in a violin-shaped coaster tray done 
in three deep colors. They are made fo retail at about $1.80 
a set. From Claude M. Sperling, 225 Fifth Avenue, New York. 


6. A new design in dresser sets, hand-etched and hand- 
decorated pieces cut from heavy block Lucite. Manufactured 
by Metaltex Products Co., Inc., 385 Fifth Ave., N. Y. C. 
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(TIFFIN | 


\t/ ADVERTISED IN 


HOUSE AND GARDEN 
HOUSE BEAUTIFUL 


BRIDE’S MAGAZINE 







' _FERNWOOD 
‘and WOODSTOCK 


rae 


& 
fee 


TIFFIN 


Master craftsmen fashion each piece 






a 
making of a single goblet no less than 
eleven men lend their skill. Thirty 
different hand-operations are often 
needed to bring one lovely piece to 
completion. Famed for its sparkling 
brilliance and rare durability, Tiffin 


stemware reflects in its fine designs 


Tre ees em 


the charm of the classic and the ele- 
gance of the twentieth century. A tri- 


umph in hand-craftsmanship, Tiffin 





| JUNE NIGHT 
and CHRISTINA © 


Crystal is the choice of connoisseurs. 


UNITED STATES GLASS COMPANY - TIFFIN, OHIO 


FOR Mav, 1946 369 










1. A new creation in Bethwood Royal China, this perfume 
set is a reproduction of one made years ago in France by 
Beth Weissman; Dresden decoration on fetal rose or soft blue 
background. From Beth Weissman, 49 W. 23rd St., N. Y. 













2. In satin-finish copper by Allen are these book ends, 
$6 retail; hot plate, $3 and $5; coasters, $7.20 a dozen. 
From William H. Fenton & Co., 366 5th Ave., N. Y. C. 












3. Made by Carre, this condiment set includes 10!/2" tray 
in natural wood; containers wrapped with colored leather 
studded with brass nailheads. The set retails for $7.50. Avail- 
able from the Sun Glo Studios, 225 Fifth Avenue, New York. 








4. New is this Carr Craft frame, simple in design, made 
in silver and gold-plate; three sizes, 4//,", 5", or 8" in width. 
A product of M. M. Carr & Company, West Somerville, Mass. 




















5. Here is an antique Rockingham tea set, circa 1800, in 
deep rose with gold encrustation; may retail for $350. From 
Anglo-Persian Mercantile Co., 225 Fifth Ave., N. Y. C. 


6. This blown glass whiskey set, bottle and 6 shot and chaser 
glasses, comes in green, blue, and amber; retail about $7.80. 
From the Bernthal Company, 137 Fifth Ave., New York. 
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ROUND THE WORLD... 


Since 1870, the Quakers have marked all 
relief supplies with an eight-pointed star; 
a beacon of hope for the needy .. . a symbol 
of America’s generosity. The commercial 
trade marks which brand these goods also 


symbolize America’s meticulous workman- 


ship and high standard of good quality. 

To our markets, such trade marks are not 
new. For generations they have identified 
merchandise of known value, made by com- 


panies of unquestioned integrity. 


(-ostoria 











Famous brands have many additional 
values for your store; the power of national 
advertising that creates mass demand and 
directs customers to your counters, assuring 
easier selling, quicker turnover and higher 
profits. All are reasons why it pays to push 
branded merchandise. 

Fostoria is proud to be one of the brand 
leaders .. . a position achieved through qual- 
ity as well as through years of consistent 


advertising. It’s a good name to work with. 


FOSTORIA GLASS COMPANY - MOUNDSVILLE, WEST VA. 































1. These hand-painted tole silver chests, with tarnish resis- 
tant lining, may be retailed at $13 or $18 each. From the 
Hammond Tole Metal Corp., 88 University Place, N. Y. C. 


2. This sculptured bowl is one in the new series of ceramics 
designed by Russel Wright; finished with textured glazes in 
five colors. Made by Bauer Pottery Company, Atlanta, Ga. 


3. "Florence" is the name of this Adam-style Spode pat- 
tern, with its Italian Renaissance theme. From the show- 
rooms of Copeland and Thompson, Inc., 206 5th Ave., N. Y. 


4. "Marie Antoinette," by Kaye of Hollywood, is 15" in 
height, and she rests against a triple candleholder and a 
pair of lily-shaped flower holders; retail, $40. From the 
Ebeling and Reuss Co., 707 Chestnut St., Phila. Pa. 


5. Made of sterling silver plate on copper, this group in- 
cludes 5" bonbon shell, $1.50; 3" shell ash tray, 75¢; round 
ash tray, $!; lotus ash tray, $1.50. These are products of 
Dodge, Inc., 401 East Sixth Street, Los Angeles 14, California. 


6. Reinstated in the Fostoria line is this handled vase in the 
Gold Lace design, an all-over etching with a gold edge line. 
From the Fostoria Glass Company, Moundsville, W. Va. 
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ALUMINUM INSTEAD OF TIN? 


Since little or no giftware merchandise made of tin 
is available nowadays, and such an increasing variety 
of accessories is manufactured in aluminum, this might 
seem to be the right moment to eliminate tin completely 
from the list of wedding anniversary symbols, and sub- 
stitute the more popular and more plentiful aluminum. 

This idea, with its excellent promotional possibilities, 
has: been launched by Jack Orenstein, of the Everlast 
Metal Products, manufacturers of home accessories in 
forged aluminum. Mr. Orenstein, who has seen alumi- 
num move into great popularity, and, especially since 
the outbreak of the war, race ahead to a place among 
the leading metals, believes that now is the time to break 
with the “tin for the tenth” tradition and take advan- 
tage of the profit-making public interest in aluminum. 

It is not always easy to break off such long-time habits 
of thought. But in this instance, it is made a great deal 
simpler by the public’s instinctive turning to the newer 
metal in the almost complete absence of tinware. This 
attitude was recognized as long ago as 1937, when the 
American National Jewelers’ Association revised its 
official list of anniversary emblems to give “tin or 
aluminum” as symbols for the tenth. Since then there 
are even fewer possible giftware items made of tin and 
this makes its elimination from the field seem to be a 
logical one. 


NEW "OCEAN TREASURES" PREVIEWED 


A collection of new costume jewelry pieces designed 
by Battani, most of them built around mother-of-pearl, 
was given a press preview this month by House of 
Treasures, New York. The “ocean treasures” motif 
which has dominated this firm’s production, is developed 
in many interesting new ways in chatelaines, spray and 
scatter pins, earrings, barrettes, bracelets, and necklaces, 
and in addition there are cigarette cases and compacts 
with tops of mother-of-pearl. One versatile piece is an 
8-way chatelaine, a mother-of-pearl flower and a bud 
set in pink gold and linked with a gold-filled chain, 
which can be used in eight different ways to accent the 
dress. 

Besides the mother-of-pearl pieces, the firm has for 
the first time brought out items in sterling silver and 
semi-precious stones, many of them designed around 
motifs of present-day news interest. 


MODERN CHINA SHAPE INTRODUCED 


The first new dinnerware shape in fine china to be 
brought out in this country since the war, and the first 
definitely modern shape ever made in American china, 
was introduced to the public at an exhibit which opened 
on April 17 and runs through June 9 at the Museum of 
Modern Art, New York. Designed by Eva Zeisel and 
produced by Castleton China, the china represents the 
completion of a project started four years ago when 
Eliot Noyes, director of the Museum’s Department of 
Industrial Design, suggested to Louis E. Hellmann, 
president of Casleton, the development of a completely 
modern dinnerware design in translucent china. He 
recommended Mrs. Zeisel as the designer, and from then 
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until now the development of the idea has Proceeded 
under the triple supervision of the designer, Cast} 
and the Museum. 

The body of the ware is light ivory in tone, and it is 
modeled on simple, round lines, varied in some of the 
bowls and platters with a flowing rim line. The centers 
of the saucers are slightly elevated to permit the whole 
cup to be seen, and in addition to the regular dinney. 
ware items, many complementary pieces, such as tyo 
sizes of salad bowls, a teapot, coffee pot, and after-dinner 
coffees, haave been made. 

Simultaneously with the opening of the Museum ex. 
hibit, the new Castleton china was put on display at the 
following New York stores: Black, Starr & Gorham, Ine,, 
Georg Jensen, Inc., John Wanamaker, and B. Altman 
and Co. 


eton, 


BELLE KOGAN DESIGNS EXHIBITED 


The exhibit of industrial designs by Belle Kogan 
which opened April 8 at the Philadelphia Art Alliance, 
Philadelphia, will continue through May 17. A group- 
ing of a few of Miss Kogan’s designs in silver, one of 
the first mediums in which she worked and still one of 
her favorites, is on display, while in other sections her 
creations in ceramics, glass, wood and plastics were 
shown. This variety of products is shown in photo- 
graphic reproduction as well as in comprehensive dis- 
plays of the items in the process of production. Silver- 
ware and pottery in particular are highlighted with 
detailed examples showing the entire process from draw- 
ing board to finished article. 
























Examples of Miss Kogan's work on display at her exhibit. 


Belle Kogan began her work in silver in 1929, and 
she is recognized today as one of the outstanding de- 
signers of sterling. Examples of her work in both flat 
silver and hollowware are included in the exhibit, each 
giving evidence of her primary principle of design—that 
of blended decorative and functional values. Among 


them are items designed for the Quaker Silver Co., Inc., 
and she has also created designs for the Reed and Barton 
Co., and the Kirk Silver Co. 

Miss Kogan, who is former chairman of the New York 
Chapter of the American Designers Institute, has writ- 
ten several articles on silver production for JEWELERS’ 
Crrcutar-KrystTone. 
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From SWEDEN... 
+ aaa 


a PAL 
by BERGDALA 


We introduce to America, 
a number of hand=blown and 


hand =cut traditional Swedish 























The Gothic Pattern 


... Designed for our... 
exclusive distribution in America stemware patterns, made exe 


clusively for our distribution by 
BERGDALA GLASBRUK 
Manufacturers of fine quality 
crystal ware. Deliveries will 
be made on allocation basis 


during the year. se ee ee 


R. F. BRODEGAARD & CO., INC.— 


— 225 FIFTH AVENUE, NEW YORK 10, N. Y. 
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By MADELINE LOVE 





te last giftware buyer had hardly got back home 
from the last spring Show before plans are announced 
for the next series. - First comes the Pittsburgh gift show 
to be held June 1 to’5 at the William Penn Hotel by the 
Pennsylvania Gift and Artware Guild, and on the heels 
of this is the Philadelphia show, postponed from earlier 
in the season. The new dates are June 11 to 14 at the 
Adelphia Hotel. 

The 225 Fifth Avenue Association will have its Pre- 
Season Market Week from June 17 to 22, and at that 
time the tenant-exhibitors expect to have their fall lines 
ready for display. At about the same time, June 16 to 
21, the California Gift and Art Show will be held at the 
Los Angeles Merchandise Mart, the Brack Shops, and 
the Brockman Building. 

The fall gift shows managed by George Little are to 
be held in this order: Chicago, July 29 to August 9 at 
the Palmer House; New York, August 26 to 30 at the 
New Yorker and Pennsylvania Hotels; Boston, Sept. 9 
to 13 at the Statler; and Philadelphia, Sept. 30 to Oct. 
8 at the Adelphia. Besides these, dates have been set for 
the Southwestern Merchandise Exhibitors’ Show to be 
held in the Municipal Auditorium, Kansas City, from 

























July 21 to 25; and for the Mid-South Gift and House. 
wares Show to be held Sept. 8 to 12 in the Ellis Audi. 
torium, Memphis. 
* 
F. BRODEGAARD, recently returned from 
* Sweden where he arranged for the importation of 
Bergdala glassware, says that while labor condition, 
there are good, a fuel and raw material shortage is te. 
tarding production to a great extent. Workers, he an. 
nounced, recently were given a 20 per cent increase jp 
wages. 

Beacon Glass Co., New York, has a new line of rubp 
glassware, hand-blown in optic and thumbprint designs, 
including vases, bowls, jugs, candy boxes, etc. 

* * & 


NEWSETTES: Everlast, selling agents for Everlast 

Aluminum, Goldscheider-Everlast ceramics, Mari. 
gold Studios and Everlast Florals, will open two ney 
showrooms soon, one this fall in Seattle, where Alfred 
Fein will be in charge; the other at the Chicago Mer- 
chandise Mart, with Dan Weston in charge. Gene R, 
Stewart, recently of the Army Air Corps and previously 
connected with both the Steubenville Pottery and Gim- 
bel’s store, has been made sales manager of the glass 
division of the century Metalcraft Corp., Chicago. The 
Philadelphia Manufacturing Co., producers of hand-cast 
metal giftware, has opened a New York showroom at 55] 
Fifth avenue, with Wilbur Y. Startzman in charge. Mrs, 
J. Leo Grogan, of the New York giftware house, flew to 
Europe this month to visit former sources of supply in 


* * 



























Lino’ 


ROYAL CHINA 


Life-like animals sculpture molded in fine 
china provide a new theme in distinctive 
giftware. 


“PANTHER” and “MOTHER LOVE” 
are available as decorative figures or lamps 
... colorful, highly detailed. 


The lamps have studio-made, French lined 
shades and are mounted on handmade 
antique copper-finished bases. 





R. & B. GELBARD 
1298 Mdse. Mart, Chicago, 1H. 


KATHERINE ZIPPER 
712 So. Olive St., Los Angeles, Calif. 


HAROLD ABRAHAMS 
Rm 11, 12, Mdse. Mart, Dallas, Texts 


On display at 

















AND MANUFACTURERS 


49 WEST 23rd STREET, NEW YORK CITY 


CREATORS 
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DELICATE LUSTROUS PEARLS 
painstakingly matched in 
Choker and Necklace lengths 


Handsomely Boxed 


#8076 Single strand Graduated Choker...$42. doz. 
#8077 Two strand Graduated Choker. . . 75. doz. 


#8078 Three strand Graduated Choker...108. doz. 


& 


#8080 Single strand Graduated Necklace...$48.doz. 
#8081 Two strand Graduated Necklace... 90. doz. 


#8082 Three strand Graduated Necklace...129. doz. 


also available in uniform size beads 
Choker lengths at $42. — $75. 
and $108. doz. respectively 


All strands tipped and clasped in Sterling Silver 
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CREATED and FEATURED EXCLUSIVELY by 
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France and Czechoslovakia. G. Gilkey, executive vice- 
president of the Santa Anita Potteries, California, has 
announced that Oscar Hart has been made department 
manager, and Harold Gross, staff executive of the firm. 
Hugo Loewenstein, formerly with the Imperial Glass 
Corp., is opening his own giftware showroom at 1186 
Broadway, New York. 


COLOR GLASS FEATURE GITTELSON STORE 


The new Wabasha Street home of Gittleson’s jewelry 
store, established in Saint Paul, Minnesota, since 1878, 
is beautifully furnished in light wood with a grey green 
tone. Border decorations in blue and gold, floors of 
asphalt tile and an occasional piece of blue leather fur- 
niture, brings out the color scheme. 

The partitions which divide the various balcony rooms 
of the optical branch of the firm are made of opaque 
glass, allowing complete privacy yet giving a bright- 
mess and freshness in keeping with the general atmos- 
phere of the store. 

At the front of the balcony, a cove effect is created 
by circular line and lighting similar to lighting on a 
theater stage. Large baskets of seasonal flowers or 
growing plants occupy a space at one side of the stair- 
way, which is the top of the vault on the street floor. 
Since the stairway goes up from the back of the main 
room of the store, the flowers form a decoration for 
the whole store. 

The store-front is striking. A sct-back entrance per 
mits wide, deep glass cases for stock displays to run 


on each side of the 35-foot wide lobby leading to the 
main entrance. The entire front of the store is a 
glass, the doors being of “invisible glass” and Permitting 
a full view of the interior. 

The display cases, however, are the most outstanding 
feature of the store. Entirely of glass, they permit , 
view of the merchandise from all sides. Lights along 
the side and top of each case cannot be scen, yet the 
light is thrown fully on the merchandise. 

Second to the cases, in effect, are the mirrored walls 
which give the illusion of added space. Oblong shadow 
boxes arranged against the mirrors give distinction 
the setting. 

Here and there the cases are built into horseshoe 
effects to form a setting for a certain line of merchap. 
dise. A costume jewelry case forming a center island 
is an example. 

Gittleson’s has long featured diamonds, and in the 
new store a section is provided for them on one side 
toward the rear, connecting with a diamond room where 
comfortable seats and a long, narrow, leather-covered 
built-in table provide facilities for showing the stones, 

The silver section at the front of the store hag wall 
cases, counter cases and wall cabinets ready for stock 
as soon as it is available. Modernistic display tables 
extend from the walls and against some cases at one 
end are built small leaves for display of merchandise. 
There are corner cupboards toward the front of the 
store for further displays. 

Lettering placed high over various sections identifies 
the nature of the stock carried. 








Concord Compacts 


The exacting craftsmanship required to per- 
fect precision instruments expresses itself in 
every line of these superb jewel-like, all-metal 
compacts. 


#1222-3 Zipper compact. Mu!ti-color 
design on silver-plated meta!. 414” in size. 
$3.50 each 





#134 Colonial design compact. 4” in size. 
$3.00 each 


The line includes 24 handcrafted, silver-plated designs 
retailing from $5 to $7.50. Assortments available for 
immediate shipment. 


Vlanking Company 


423 Second Avenue New York 10, N. Y. 
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OUR SEMI-ANNUAL 


PRE-SEASON 
MARKET 
WEEK 





WILL BE HELD 
JUNE 17th to 22nd 


Alert Jewelers from coast to coast will welcome this 





special event as a speedy and efficient means of 
obtaining smart new merchandise of saleable ap- 


TYVLE LUQUE LOQVULOLNS MOLSASS STAGE 


peal. An excellent opportunity to prepare for the 
Fall and Holiday time is offered in one visit, under 
one roof, with ample time, convenience and space 





AAVAALALLL 
wig 
Pee 


in which to carefully choose. 


Remember the Week of June 17th 





Incorporated 


225 FIFTH AVENUE, NEW YORK 10, N. Y. 
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Cotton Filled Boxes 


DRASTICALLY REDUCED 
FOR QUICK SELLING 


to make room for new merchandise 


Visit the 
TOLCHIN 
COMPANY 

BOOTH 
N.A.C.J. CONVENTION 
STEVENS HOTEL, Chicago 
July 29, 30, 31, August 1 


olefecre Company 


5 North Wabash Avenue, Chicago 2, Illinois 
725 S. Spring Street, Los Angeles 14, Calif. 





PROMOTES INTEREST IN HOME ACCESSORIES 


A national campaign that should be of very keen in. 
terest to every jewelry store that sells silverware, ching 
glass or other household appliances or decorative 
articles, as well as the manufacturers of all those items 
has just been launched by House Beautiful magazine. 

Under the slogan of “Better your home—better your 
living,” the magazine is starting a promotional drive to 
sell Mr. and Mrs. America the idea of the desirability 
of a well furnished home thoroughly equipped with all 
the accessories that make for pleasant and gracious 
living. The potential value of such a campaign jp 
stimulating sales of many of the lines found in mogt 
jewelry stores is obvigus, of course. 


Insignia embodying 
promotional slogan 


s 


To back up the program which it has initiated, and 
to set an example of how the fundamental idea behind 
it can best be expressed, House Beautiful has launched 
a newspaper campaign in 16 key cities, carrying head- 
lines such as “You Get More For Your Money At 
Home” and “Good People Come From Good Homes!” 

A special insignia embodying the slogan (see accom- 
panying illustration) has been designed and will be 
used in all the advertising. Manufacturers and retailers 
are also invited to employ it in their own advertising, 
displays and mailing pieces, to identify themselves with 
the campaign, and individual assistance is offered to 
manufacturers or retailers who may wish to tie in with 
the drive. 

“The moment was never riper for an effort such as 
this,” says Richard A. Hoefer, business manager of 
House Beautiful, in discussing the program “for hous- 
ing is certainly the country’s number one problem today. 
Interest in homes and in home decoration and improve- 
ments has been rising steadily for many years and is 
now at its all time peak. The great nation-wide desire 
for an up-to-the-minute, well-furnished home, can be 
turned into an active buying impulse if manufacturers 
and retailers alike continuously sell the broad fundamen- 
tal ideas underlying their products, as well as the 
specific sales aspects of the products themselves. Let 
manufacturers speak of the blessings of an attractive 
home. Let retailers popularize staying at home. Let 
them both put over the idea that money buys more 
fun and more happiness when spent on the home. In 
short, let them exploit the tremendous emotional impact 
of the home by popularizing the theme, ‘Better your 
home . . . better your living.’ In this way they will 
build a broad, permanent base for prosperity that will 
endure long after the present days of scant supplies 
and easy selling will have been passed.” 
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Smoking Accessories 
TaMsiicia late Ms TIAZciae a (oli- 


Moisture proof, Bakelite lined cigarette boxes anda 


3%” ash tray in Sterling silver plate... impressive 





gift items. Made of copper, meticulously polished 





and then heavily plated with Sterling silver and 





re-polished. Beautiful! 2 Compartment Box $5.00, 
4 Compartment Box $7.50. Ash Tray $1.00. Net. 


Immediate delivery. Write for complete brochure 




















401 East Sixth Street 
INC. Los Angeles 14, California 




















Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people. 


ee 
(srop;) § Fine English Earthenware 
[=a] 

ENGLAND 


srout ; : 
Corrtancscwima English Bone China 


Lowestoft Stone China 





Made by 
W.T. COPELAND & SONS, LTD. 
England 


Available from STOCK in New York 
Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10,N.Y. | 
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Beautiful Shadow Box Frame and Tray. These flattering 
frames are available in peach, aquamarine, crystal and 
blue, the corners bound in gleaming metal. Corduroy easel- 
backed, guaranteed not to warp. No. 306, Sizes 5” x 7” 
to 8” x 10”—7.50 ea., Size 9” x 12”—8.50 ea., Size 10” x 
13”—9.50 ea., Matching Tray—7.50 ea. 


Other frames ranging in price from 1.75 ea. up; 
Trays from 2.25 ea. up 


MIRRO NOVELTY CO. 


Pioneers, Originators and Manufacturers since 1925 
225 FIFTH AVE. * Room 933 + NEW YORK 10, N. Y. 
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New. --- Improved 
PEERLESS 


Watch Cleaning Machine 
With Automatic Reversing Operation 


¢ Heavy Duty 





















Universal 
Motor 





¢ Stainless Steel 
Basket 


WHY 
WISE WATCHMAKERS 


¢ Positive 












Finger 
WILL CHOOSE Touch 
PEERLESS... pean 
° e ° n 
Automatic Rerersing Operation we 
eight. 
The Automatic Reversing Operation is controlled by a 
heavy duty Universal motor. wound for both forward and No Screws 
reverse operation. (If desired, however, this can be 
changed to one way operation by a control switch pro- Or Knobs 
vided and mounted on the panel.) This automatic reversing t 
operation runs approximately 7 seconds in forward onera- To Turn 







tion and then 7 seconds in reverse. regardless of speed of , a. : ; To Lock 
basket. This, together with the square jars. prevents a ; sass o Loc 

vortex from forming in the solution and creates complete 5 ps : In Position 
agitation of solution over and through the basket at n 












all times. 
OPEN TURNTABLE WITH Te 
MECHANISM KEEPS JAR , 
OR HEATING CHAMBER Easily Removed 
ALWAYS IN FRONT . Control Panel is in front. It has 3 switches and a rheostat 






which control the entire operation of motors and drier. 


Four Square Janu All electrical parts except the ba-ket motor are mounted 


in a drawer behind the control panel. The entire cow 
Jars rest on an open turntable which is easily cleaned. Jars are held aa b oved by loosening four screws. No 
rigidly so there is no rattling while the machine is operating. They ae Oe Sa ee ae . 7 2 the 
are extra high to permit the lower half for solution and the upper need to turn the machine upside down to get to 
half for throw-off. Jar covers are of pressed bakelite. electrical controls. 


DOES COMPLETE AND THOROUGH JOB---QUICKLY 


The Basket 
Drying Chamber The Basket features more improvements. Made of stain 


less steel or Monel metal. it ix so constructed that the 
various sections fit together in one frame. Thus the solu 
Drying Chamber has warm air entering at the side, instead of the tion passes straight to the parts to he cleaned—through 
eld from-the-bottom which left some watch parts superheated while only one thickness of mesh. The various sections of the 
basket are held in a new tvne of frame that can he re 


















others were still damp from the solution. The air is warmed by 

r basket holder instantly. There 
an electrical heating unit and forced by a motor driven rotary fan agg pthc ig Pg Mo gt POSITIVE FINGER 
across the basket, warming all parts equally. The drier shuts off TOUCH CONTROL AT ANY HFIGHT. No serews or 
automatically. knobs are needed to turn or lock basket in nosition. 












: ON 
Machine has compact pentagon-shaped base of cast aluminum. All a aad M4 M : ny ? yond : se . 7 . he OR 


other parts except stainless steel or Monel metal parts are of steel, THE GUARANTEED CLEANING JOB 
nickel plated, or black wrinkled enamel. 


WRITE FOR C. &® E. MARSHALL CO. WRITE FOR 
DETAILS BOX 7737, CHICAGO 80 DETAILS 
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Swiss Will Limit Watch Shipments 
To the Number Shipped During 1945 


Kendig Declares Quota of 7,500,000 "No Quota at All" 
While Lazrus Hails Action as "a Distinct Victory for 
Retail Jewelers,"" and State Dept. Says It Will Help 


After five months of negotiations, exchange of memoranda, and false 
rumors, the State Department and the Swiss Government came to an agrce- 
ment on April 22 on the watch import question. Whether everyone in the 
industry is wholely satisfied with the agreement is a highly debatable question. 


The agreement is a compromise be- 
tween the low quota proposed by the 
domestic watch companies and_ the 
Watch Workers’ Union, and the in- 
sistence by importers and many retail- 
ers upon no quota at all. The Swiss 
have agreed to limit the number of 
watches imported between January 1, 
1946, and March 31, 1947, to 7,500,000, 
the number of watches directly im- 
ported during 1915, and to prevent in- 
direct imports during that time. The 
original “suggestion” of the State De- 
artment was a flat quota of three mil- 
on, but this was rejected during the 
first talks with the Swiss. 


FOUGHT LOSING BATTLE 

From the beginning, the low quota 
forces fought a losing battle because of 
the provisions of the 1936 Reciprocal 
Trade Agreement which _ specifically 
states that no quantitative limitations on 
imports of Swiss watches are to be 
made, The present agreement puts the 
limitation on imports on a_ short-time 
“reconversion” basis and subjects it to 
“review from time to time by the gov- 
ernments of the United States and 
Switzerland.” 

The Swiss have also undertaken to ex- 
pedite export permits for watch parts, 
jewel bearings and watchmaking ma- 
chinery needed by American makers to 
get into production. 


“NO QUOTA AT ALL" 

While the State Department stated 
that it “believes that the adoption and 
execution of these measures by the Gov- 
ernment of Switzerland will contribute 
materially to the solution of the prob- 
lems confronting the American watch 
industry,” it was the consensus of 
opinion in that industry that the agree- 
ment was practically useless. Said Cal- 
vin M. Kendig, president of the Hamil- 
ton Watch Company: “The limit of 
7,500,000 direct watch imports from 
Switzerland in 1946, which Switzerland 
has agreed to, is really no quota at all.” 
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The domestic watch industry has 
formally protested the new Swiss agree- 
ment because, according to Mr. Kendig, 
“we feel that 7,500,000 watches coming 
directly from Switzerland this year, plus 
added millions that will probably arrive 
indirectly by way of South America, 
Central America and Mexico, just as 
they did last year, will prove a very 
real deterrent to the marketing of 
American watches, the production of 
which is slowly mounting month by 
month.” 


WARNS OF DUMPING 


Mr. Kendig predicted that should the 
current flow of imported watches con- 
tinue at the rate achieved in the past 
eighteen months and if domestic pro- 
duction reaches a minimum of two mil- 
lion watches, “reserves in importers’ 
stock might well grow to twice their 
present numbers before the year-end.” 
These reserves alone, he said, “would be 
sufficient to meet America’s watch needs 
for the entire year of 1947 without an- 
other watch crossing our borders and 
with a complete stoppage of domestic 
production.” 

He warned that such a situation will 
probably invite “dumping” — finding 
outlets for surplus imported watches 
at distress prices through every type 
of retail outlet after jewelers’ inven- 
tories are completely stocked. 

On the other hand, Ralph Lazrus, 
president of the American Watch 
Assemblers Association, hailed the result 
of the negotiations as “a distinct victory 
for retail jewelers who, through their 
understanding of the situation and their 
cooperative attitude with all interests, 
have helped to work out a sound solu- 
tion of the controversy.” 

Declaring that there is ample business 
in the American market for both im- 
porters and the domestic manufacturers, 
he added that “today all of the watches 
that can be produced by firms in either 
classification are finding a ready sale 








and in many cases are being shipped 
out on an allotment basis with retailers 
eagerly accepting all the merchandise 
that is sent them, regardless of prices, 
styles and specifications.” 

The fallacy of basing quotas on pre- 
war sales was pointed out by Mr. Lazrus, 
who believes “there is no reason why 
even more watches cannot be sold in 
the future than at any time up to the 
present.” 

“The job before the industry,” he 
concluded, “is to cultivate and develop 
the total potential market through bet- 
ter merchandise, better pricing and more 
attractive styling. Then everyone, 
whether in the American Watch Assem- 
blers group or among the domestic 
manufacturers will find plenty of busi- 
ness with consequent prosperity for all.” 

Final action on the import question 
climaxed five months of debate and 
argument which culminated early in 
April in rival newspaper advertisements 
by Walter Cenerazzo of the Watch 
Workers Union on the one hand and 
Ralph Lazrus of the American Watch 
Assemblers’ Association. 





DIAMOND-WEIGH-IN 





His Highness, the Aga Khan, sits back on 
his side of the scale in Brabourne Stadium, 
Bombay, India, as his weight is balanced 
against a like a t of diamonds in the 
culminating ceremony cf his Diamond Jubi- 
lee Celebration. The Aga Khan, the lineal 
descendant of the Prophet Mohamed, tipped 
the scales at 243!/2 pounds. 
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Reaching Compromise in the Senate Silver Battle 


90.3 Seen as Price in 
Agreement Between Users 
And the Silver Bloc 


Indications are as we go to press 
that the deadlock on silver legislation 
which has practically shut off the 
supply of silver for industrial use 
will be solved by a compromise ar- 
rangement under which silver users 
will again be able to obtain surplus 
metal from the Treasury—though at 
a somewhat higher price than the 
71.1le figure that has been in effect 


up to the present time. 

Long discussions and conferences be- 
tween the Silver Users Committee and 
the Senate Sub-committee which has had 
the legislation in charge, and within the 
sub-committee itself, have finally brought 
out a proposed compromise under which 
the Treasury would continue to sell its 
surplus stock of silver, as provided in 
the Green Bill. but at a price of 90.3c. 
per ounce for the next two years, instead 
of the present level of 71.11. 


90.3 LIKELY 


At the insistence of Senator Pat Mc- 
Carran of Nevada, who has been the 
spearhead of the silver bloc, it is further 
provided that beginning July 1, 1948, 
the price would be $1.29 per ounce—the 
value that is placed upon silver four 
monetary purposes, 

Senator McCarran was emphatic in his 
demand that this clause be included and 
stated that he would not accept the com- 
promise at all unless the conference of 
the sub-committee of the House and of 
the Senate, which is to meet and con- 
sider the arrangement, agrees to this 
provision. 

However, it is the guess of well in- 
formed sources that the 90.8c. price is 
likely to be voted without the increase 
to $1.29 after two years, as it is under- 
stood that both the Treasury and the 
House of Representatives are opposed 
to the $1.29 figure. And while McCar- 
ran threatens to try to block passage 
of the measure unless the $1.29 is grant- 
ed after the two-year period, it is not 
thought that he will be able to command 
sufficient support to stop enactment. 


SILVER USERS AGREE 


The Silver Users Committee, with 
some reluctance, has agreed to the com- 
promise as the best settlement that can 
be obtained at this time, in view of 
world market conditions in silver. In 
a free and open market today with no 
restrictions, the price of silver would 
undoubtedly go considerably higher than 
the artificially fixed price of 71.11. On 
the other hand, neither would it be likely 
to go as high as $1.29. In fact, the 
Silver Users Committee has stated ‘hat 
if the price were artificially set at 90.8c., 
they would prefer to have no price limi- 
tation but to throw the question wide 
open and let the law of supply and 
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demand take its course. 

This eventuality, however, appears un- 
likely since it seems probable that both 
Houses of Congress will accept the 90.3c. 
figure without any further strings at- 
tached. 

Of course, none of this is actually cer- 





tain until the legislation has been actual- 
ly passed but those appear to be the 


probabilities at the present time, 

Undoubtedly, enactment of such p 
compromise will greatly ease the silver 
problem by making available more ade. 
quale supplies. And OPA has indicated 
unofficially that it will permit Price 
adjustments of silverware, jewelry and 
other end products to compensate for 
the increase in the cost of metal. 





Kansas Jewelers and Watehmakers 
Hold Joint Convention in Wichita 


Sunflower jewelers dining at the Hotel Lassen. . . 


More than 700 jewelers, watchmakers 
and company representatives attended 
the joint annual convention of the Kan- 
sas Retail Jewelers Association and the 
Kansas Horological Association, March 
31, April 1-2, at the Hotel Lassen in 
Wichita, Kansas. It was the first con- 
vention since 19438. ‘ 

Nearly 100 company representatives 
set up displays which were a feature 
of the meeting. 

Frank Pfeiffer, Parsons, regional 
vice-president of the American National 
Retail Jewelers Association, gave the 
feature address at the last day of the 
convention, discussing current trade 
problems and new expectations of mer- 
chandise and merchandising problems 
for the future. 


BRASFIELD HONORED 


Ben Heald, Milwaukee, special repre- 
sentative of the United States Horol- 
ogical Association, and W. “Bill” Bras- 
field, Wichita, secretary-treasurer of the 
state association, were featured speak- 
ers at the opening session. Mr. Bras- 
field was presented with a travelling bag 
containing a white shirt to his exact size 
in token of his work during the past 
year. 

The proposed national silver legisla- 
tion received considerable discussion 
with unfavorable reports as to the 
effects of the bill dominating the talks. 
Considerable attention was also given .- 
the need for obtaining legislation for 
licensing watchmakers to assure “more 
dependable service to the public.” 

B. E. Brunk of McPherson was elected 
president of the Kansas Watchmakers 





Association, while Vern Webster hold 
the office in the retail jewelers group. 
Other watchmaker association officers 
are Norman L. Osborne, Wichita, secre- 
tary-treasurer; Ed Marshall, Anthony, 
vice-president; W. H. Widiger, McPher- 
son, State technical adviser; and W. B. 
Brasfield, Wichita, national trustee. 


OTHER OFFICERS 


Other officers of the RJA are V. E. 
Underwood, Osage City, vice-president; 
W. B. Brasfield, Wichita, secretary- 
treasurer; and Vane C. Meador, chair 
man of the board of directors. Mr. 
Meador is immediate past president. 


KANSAS LEADERS 


Left to right, front row, Frank Pfeiffer, Par- 
sons; V. E. Underwood, Osage City; Vern 
Webster, Salina; Ed Marshall, Anthony. In 
the back row are William “Bill” Brasfield, 
Wichita; Jack Keenan, Hamilton Watch 
Company, Chicago; P. E. Loomis, Newton; 
Ben Heald, legal adviser of UHAA, Mil 
waukee, Wis.; Norman Osborne, Wichita. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
























Ss Ewe .hC( YW 














Gem Institute Launches 
Lab Classes as Regular 
Program Under Dr. Holmes 


uration of a permanent series 
Pym or classes emphasizing labora- 
work for students of gems, has been 
announced by the Gemological Institute 
of America. Lectures and demonstra- 
tions will supplement the laboratory 
work, and the curriculum will include 
rsonal instruction in gem testing and 
nd grading. 
~~ italph J _—— mineralogist at 
Columbia University and leader of the 
New York Guild of the American Gem 
Society, has been engaged by the In- 
stitute to direct the first summer classes 
which will be held June 16 to August 9 
in Southern California. 


tory 


DR. RALPH J. HOLMES 





Other members of the summer teach- 
ing staff will include Robert M. Shipley, 
founder and director of the Gemological 
Institute of America; Richard T. Liddi- 
coat and Dr. George Switzer, directors 
of the Institute’s research and educa- 
tional departments. 





Meyer Gordon Elected President 
Of Westchester Jewelers’ Group; 
Members Honor Maybelle Beerman 


At the annual dinner meeting of the 
Westchester Jewelers Association held 
at the Roger Smith Hotel, in White 
Plains, N. Y., on April 10, Meyer 
Gordon, retail jeweler in that city, who 
was recently elected to the presi- 
dency of the association for the com- 
ing year, was formerly installed in 
office. Also installed were Meyer Wil- 
son, Scarsdale, N. Y., formerly treasurer 
who now becomes vice-president, and 
Victor Goldman, Port Chester, who was 
elected treasurer succeeding Mr. Wilson. 
Also included in the formal installation 
was Mrs. Victor Ross, New Rochelle, 
_ continues as the organization’s secre- 
ary. 

Maybelle Beerman, who had _ been 
president for the preceding two years 
was presented by the association with a 
handsome alligator handbag and a check 
in appreciation of her faithful services 
in behalf of the Westchester group dur- 
ing the past two years, in which time 
the organization has made many for- 
ward strides. 

Mrs, Victor Ross was presented with 
a $100 Victory Bond as a tribute to her 
work as secretary of the organization. 

Featured speaker of the evening was 
Tom Kavanaugh of Newburgh, N. Y., 
jeweler, president of the New York 
State Jewelers Association, who re- 
viewed the current situation from the 
standpoint of the retail jeweler. 

The presentation of the gift to Mrs. 
eerman was made by Fred V. Cole, 
Editor of Jeweters’ Crcutan-Kersrone. 
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Show Moe Good 


make more sales with Air Express 


Pn 


ing a a 


You’ve got a complete stock of valuables 
— when you use Air Express to bring in 
goods on memo for customer inspection. 

Delivery speed is so fast that valuables 
from any supplier anywhere in the coun- 
try reach you in a matter of hours. No 
extra charge for insurance up to $50. Only 
10¢ for each additional $100 or fraction 
thereof. 

Yes, when an order is at stake, Air 
Express certainly “earns its weight in 
gold,” as many jewelers have learned. 


Specify Air Express-a Good Business Buy 




















Shipments go everywhere at the speed of flight GATES CUT 22% SUICE 1909 (U.S.A) 
between principal U. S. towns and cities, with cost | ad Peg oe me 
including special pick-up and delivery. Same-day |" Conte pee Be} 
delivery between many airport towns and cities. [SS "" "=" 
Fastest air-rail service to and from 23,000 off- sao | 107| 142| 300] 614] v5.35 
airline points in the United States. Service direct by — [1# | 7 +90] 74] 1220] "20706 





: es . . he 2349 1.45 | 3.53) 1745/| 28.24 FOLlc 
air to and from scores of foreign countries in t SOFT asck nant nantes aan 


A “de ’ : | 2350 
world’s best planes, giving the world’s best service. INTERNATIONAL RATES ALSO REDUCED 







































GETS THERE FIRST 
Write Today for new Time and Rate Schedule 


on Air Express. It contains illuminating facts 
to help you solve many a shipping problem. 
Air Express Division, Railway Express Agency, 
230 Park Avenue, New York 17, N.Y. Or ask 
for it at any Airline or Railway Express office. 


Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 
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Stiff Competition Will 
Keep Prices Lower Than 
Ceilings, Agency Says 

Price controls on domestic jeweled 
watches, that is, watches produced 
by Hamilton, Elgin and Waltham, 
were suspended by OPA, effective 
April 8. Imported Swiss watches 
still remain under control of the 
import regulation, MPR-499. 


OPA had collected basic data to en- 
able the price agency to set reconver- 





OPA Sets No Ceilings For the Domestic Watches 












sion prices for domestic watches but 
after consultation with the industry it 
was determined that competition—un- 
hampered by price control—would keep 
prices lower than those that would have 
to be granted under the reconversion 
formula. 

OPA’s action was taken under an 
amendment to MPR 188, which also sus- 
pended controls on hundreds of other 
consumer durable items. The amend- 
ment did not list the items being sus- 
pended, but instead listed all consumer 
durable goods remaining under control. 

Typical of the goods on which con- 
trols were suspended are the following: 
Key chains; compacts, collar and cuff 


























empera ture 





NEW 


10K GOLD TOP 
STAINLESS BACK 


Watches, like the 

human body, must function 

in all temperatures. The 
metals in Seeland Watches are specially 
treated and pre-tested by metallurgists to 
assure the maximum operating efficiency 
of these watches under all climatic condi- 
tions — an extra value passed on to cus- 
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AT BETTER WHOLESALERS THROUGHOUT THE U. S. A. 














buttons and pins; toilet and dresser sets: 
brushes; small leather goods, such as 
billfolds; glass novelties; binoculars and 
telescopes; barometers; thermometers 
and compasses; and ecclesiastical and 
fraternal supplies (except apparel), 


STILL MUST REPORT 


The suspension will permit the price 
agency to concentrate its efforts op 
major consumer items by lightening the 
administrative load, according to OPA, 
Price increases on many of these items 
would have been necessary as a result 
of the new wage-price policy and the 
task of working out these adjustments 
for each item would have been out of 
line with the advantage gained, since 
most of the items are not significant in 
business or household budgets. 

If prices on any of the suspended 
items rise substantially above what would 
have been granted had individual ad- 
justments been worked out, OPA will 
reinstate controls, 

Under the suspension order, manufac- 
turers are required to report to OPA 
all changes in prices charged, and fail- 
ure by any manufacturer to make such 
reports will automatically reinstate his 
previous ceilings on the products 
affected. 

Price controls have been retained on 
the following items: Electrical appli- 
ances; fountain pens and mechanical 
pencils; radio receivers and _phono- 
graph;s luggage; cutware; china and 
pottery; tableware; tumblers; portable 
lamps and shades; table flatware— ster- 
ling silver, silver plated, or base metal; 
clocks and “clock-type” watches, clock 
movements, and watch and clock cases; 
sun glasses and other optical goods; and 
silverware chests. 





Ceilings Set on Surplus Fountain 
Pens, Mechanical Pencils Offered 
For Sale in Civilian Channels 


Ceilings have been established by the 
Office of Price Administration for new 
fountain pens and mechanical pencils de- 
clared surplus by the Army and offered 
for sale in regular civilian channels. 

The retail ceilings for five brands of 
fountain pens, effective April 17, 1946, 
range from $1.95 to $5; and for four 
brands of mechanical pencils, the ceil- 
ings range from 20 to 90 cents. On Gov- 
ernment sales to wholesalers, the foun- 
tain pen ceilings are from 30 cents to 
$1.50; and for .the pencils from six to 
28 cents. 

On all sales :to retailers, the ceilings 
for the pens are from 50 cents to $2.50; 
and for the pencils, from 10 to 45 cents. 

War Assets Administration advises 
that approximately 248,000 of these 
items are now located in Boston, Mass., 
Philadelphia, Pa., and San Francisco, 
Calif. They are available for sale by 
the regional offices of War Assets Ad- 
ministration in those cities. 

The ceilings established on sales to 
wholesalers are less than the acquisition 
costs, and the maximum price for sales 
to retailers and at the retail levels re- 
flect the customary mark-ups in the 
trade. 

On all sales at retail, each item must 
be tagged with the retail ceiling price. 
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Back JIPB, Censure 
ANRJA Anniversary List; 
Shoemaker New President 


One of the best attended and most 
informative gatherings of the Cali- 
fornia Retail Jewelers Association 
was the 18th annual convention held 
in Los Angeles April 1-3 at the 
Hotel Biltmore with H. W. (Jerry) 
Ostermier as chairman of the con- 
vention executive committee. 


Greatest attendance and _ attention 
gatherer was the program of the Jewelry 
Industry Publicity Board as dramatized 
by W. Waters Schwab, president of J. 
R. Wood Co. and chairman JIPB and 
Hugh Harley, executive director of the 
JIPB. 

For 1944, the jewelry industry took 
1.30 per cent of the country’s buying 
power, which was twice as much as the 


DURWARD HOWES 
past president 





preceding year, Mr. Schwab pointed 
out, yet he warned against too much 
complacency on the part of our trade 
due to that hundred per cent increase. 
Due to the shortage of many things the 
public wants to buy, automobiles, radios, 
washing machines, etc., the fight for the 
consumer’s dollar will increase when 
other goods are available. 

Another angle on this question was 
brought out by Mr. Schwab as he made 
decided objection to the present list of 
official anniversary gifts as adapted by 
the ANRJA due to the fact that prac- 
ad no jewelry is mentioned in that 
st. 

Durward Howes, of Los Angeles and 
Pasadena, regional vice president of 


MRS. GEORGE 
ENSMINGER 


spellbound 





ANRJA, reviewed the activities of the 
St. Louis meeting and urged complete 
support of the JIPB by members of the 
CRJA particularly now that California 
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California RJA Holds Bang-up Convention in L. A. 





is the second state in the Union in point 
of population and jewelry sales. 

An adopted resolution offered by Nat 
Baranov, San Diego, endorsed the work 
of the JIPB on the part of the assembled 
jewelers. 

Concrete evidence of the California 
jewelry industry’s faith in the JIPB pro- 
gram was in the hundreds of signed 
pledges for financial support turned in. 

At the Past Presidents’ Luncheon, 
presided over by H. W. Ostermier, the 
following CJRA past presidents were 
honored: Clarence Runyon, the asso- 
ciation’s first elected president, Dur- 
ward Howes, Carl Schultz, George Fin- 
ley, Peter H. Boyson, Julius Loeb, 





Nathan Baranov and Chris Christensen. 

P. Irving Grinberg, executive vice 
chairman of the Jewelers Vigilance 
Committee, gave a closely followed 
resume of the activities and policies of 
that highly important part of the in- 
dustry. N. Bradford Trenham, of the 
California Taxpayers Association felt 
that as taxes go higher, the jewelry in- 
dustry will be called on to pay more 
than others, due to the type of business 
involved. His figures showed that for 
1945, California’s jewelry excise taxes 
were 11.33 per cent of the nation’s total, 
while the California state sales tax 
yielded $95,421,137 from jewelry sales 

(Please turn to page 411) 














Millions Pay Tribute 
— But Not One Cent for Repair! 


$2.50 
retail 
($3.50 with 
initials or 
signature ) 
others to 
$175 
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The above is the title of our message in the current 
record breaking ZIPPO NATIONAL ADVERTIS- 
ING PROGRAM reaching millions upon millions 
of your customers . .. watch for it. Be prepared with 
a stock of genuine ZIPPO Windproof LIGHTERS— 
display ZIPPO free Sales Helps in window and on 
counter. You won’t be disappointed—sales are really 
BIG—stocking ZIPPO is like stocking stockings—lines 
form on the right. 

There is another tradition that is fast growing into a new 
American selling policy. It began years ago, when ZIPPO 
lighters were first marketed. “ZIPPO” is backed by an uncon- 
ditional lifetime guarantee . . . “no one ever paid one cent to 
repair a ZIPPO,” The idea has spread. Now many manufac- 
turers are making similar guarantees. We welcome this trend 
and if lived up to completely as here at ZIPPO, the great 
American purchasing public will materially benefit. . . . 


New Silver-like case! Slimmer, more rounded 
corners and edges—same big fuel capacity— 
no advance in price. 


ZIPPO MFG. CO., Dept. D, Bradford, Pa. 
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Work on Taxes, OPA, Fair 
Trade Codes Reported on 
At Meeting in New York 


Activities ranging from the for- 
mulation of trade practice codes for 
“waterproof” watches and _ karat 
gold jewelry to its vigorous efforts 
in favor of lifting price controls 
were outlined at the annual meeting 
of the Jewelers Vigilance Committee 
held on April 2 at the 24 Karat 
Club in New York City. 


Other work done by the committee was 


Jewelers Vigilance Committee Makes Yearly Reporn 












reported upon by Counsel Byron Shinn, 
Executive Vice-Chairman P. Irving Grin- 
berg and Tax Committee Chairman Wal- 
ter N. Kahn. Chairman G. H. Niemeyer 
opened the meeting with the declaration 
that “your committee has maintained its 
leadership in service to the industry by 
securing the removal of many of the 
restrictions placed upon it . . . It has 
consolidated the industry in its fight 
against discriminatory taxation and is 
fighting against present unfair interpre- 
tations of our tax laws affecting our 
trade.” 

The chairman of the Tax Committee, 
Mr. Kahn, reported that in excess of 35 
million dollars in excise taxes had been 
paid by the industry during the month 
of February. “The committee is alert in 
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An original series ex 
ceptionally fine quality 
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fully packaged 
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Write, wire or ‘phone for 
selection package. 
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a 
watching developments which mi 
cause rumors detrimental to business? 
he said. “If the public were lead to be- 
lieve that the tax is to be reduced 
chases would undoubtedly be deferred 
He expressed the opinion that any pro- 
posed repeal of the 10 per cent Se 
emergency tax should be timed jn Buch 
a way as to interfere with business to 
the least possible extent. 

A preliminary draft of a propose 
new stamping law was presented by Mr 
Shinn. The new law would incorporate 
the provisions of the commercial Stand- 
ards which have been set up since 1934 
and eliminate some of the obsolete and 
undesirable features of the old 1906 Act. 
It would also enlarge the powers of the 
Federal Trade Commission to enforce 
compliance. 


“PERFECT” DIAMONDS 


Other questions brought up at the 
meeting included the indiscriminate use 
of the word “perfect” in diamond adver. 
tising and description, and the ruling b 
the Internal Revenue Department whi 
allows a credit of excise tax on inde 
structible articles such as diamonds and 
precious stones, when returned within 60 
days. In regard to the “perfect” 
terminology, Mr. Niemeyer expressed the 
opinion that jewelers should not “hide 
behind technicalities in describing dia- 
monds.” 

At a meeting of the board of directors 
later in the day it was decided that a 
Special Diamond Committee would be 
formed to look into the matter of dia- 
mond advertising. 

Eliot P. Hirshberg pointed out, in 
reference to the credit of excise tax, that 
the 60-day period should be extended. 
The question was turned over to the 
special tax counsel. 


PROTECTIVE BUREAU REPORT 


Mr. Kahn, chairman of the Protective 
Bureau, reported that with the exten- 
sive use of air travel it will be more 
difficult than ever to control smuggling. 
“There is at present considerable traffic 
in the black market in Antwerp in dia- 
monds,” he declared, adding that, “the 
subject has been discussed in detail with 
Customs Agents, as the committee is 
fully aware of the possibilities of smug- 
gling with the resumption of normal 
traffic.” 

In the absence of Mr. Grinberg, who 
was attending the convention of the 
California Retail Jewelers Association in 
Los Angeles, his report was read by Mr. 
Shinn. According to the report, there 
have been no developments in regard to 
removal or change in rate of excise tax 
since the report he presented last Janu- 
ary. From all indications, he said, it is 
doubtful whether Congress will touch 
on tax matters before leaving Washing- 
ton within the next two months. 

Conferences have been held, said Mr. 
Grinberg, with Civilian Production Ad- 
ministration officials recommending that 
the complete inventories of jewelers be 
exempt from Inventory Control Order 
L-219 where such inventories are com- 
posed of from 60 per cent to 65 per 
cent of exempted items, which would 
include jewelry. This would relieve most 
jewelers of the burden of special reco 
keeping now required under the order. 
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Local and State Retail 
Groups Volunteer to Get 
Pledges From Members 


Local and State retail jewelry 

roups and associations in all parts 
of the country are volunteering to 
solicit pledges of financial support 
from their membership for the Jew- 
elry Industry Publicity Board’s 
three-year United Industry Promo- 
tion Campaign. Salesmen of manu- 
facturers, importers and wholesalers 
are also volunteering to bring news 
of the program to retailers. Mem- 
bers of groups and associations with- 
in the industry are assuming respon- 
sibility for pledges from members of 
their own associations. 


Presentations of the Publicity Board’s 
program at industry meetings in impor- 
tant centers of the country have caused 
the wave of volunteer activity that is 
now taking place in the industry and 


HUGH HARLEY 





that is expected to increase as additional 
presentatiuns are made on the Pacific 
Coast, at Chicago and in New England 
during the month of April. 

A presentation of the program at the 
mid-year convention of the American 
National Retail Jewelers’ Association in 
St. Louis by W. Waters Schwab, chair- 
man, and Hugh Harley, executive direc- 
tor of the Jewelry Industry Publicity 
Board, resulted in unanimous endorse- 
ment by that association of the program. 
It also caused manufacturers’ salesmen 
and wholesalers’ salesmen who are mem- 
bers of the Missouri Mules, to volunteer 
to take the story of the post-war pro- 
gram to retailers in all of the States 
which they cover—approximately twelve. 

A special committee to see that the 
job gets quickly under way has been 
created by the Missouri Mules and is 
headed by A. H. Halbeck of Kansas 
City and William Mahne of St. Louis. 

St. Louis retailers, wholesalers, manu- 
facturers and suppliers also have organ- 
ized themselves into committees that will 
seck one hundred per cent participation 
in the program by industry members in 
the St. Louis area, Felix Kinsley and 
R. E. Huesgen head the manufacturer 
and wholesaler committee for that area. 
William G. Drosten heads the commit- 
tee that will seek pledges from cash 
retailers and J. L. Freund heads the 
credit jeweler committee in the St. Louis 
area, Other members of committees 
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for the St. Louis area are: William 
Mahne, “Missouri Mules,” Vice Presi- 
dent of Maschmeyer Richards; Paul 
Pautler of James J. Burke Company; 
John O'Connor of Bauman-Massa; 
James H. Hetzel, Vice President of 
Eisenstadt Mfg. Co.; Oliver R. Wasson, 
Vice President of Mermod, Jaccard-King 
Co.; Leo J. Vogt, President of Hess & 
Culbertson Jewelry Co.; Oliver Selle of 
Selle Jewlery Co.; Eugene Kiefer of 
Kiefer Jewelry Co.; David L. Don of 
Don Jewelry Co.; Samuel Heffern of 
Heffern-Neuhoff Jewelry Co.; J. A. 
Hamilton of Wehumueller-Hamilton, and 
L. A. Montell of L. A. Montell & Co. 

In Cincinnati, manufacturers and 





wholesalers have formed a special com- 
mittee to contact all members of the 
industry in that area. The members 
include the following: Julius Jacubs 
of D. Jacobs Sons Co.; James Chapman 
of Loring Andrews Co.; Robert Sei- 
fert of Albert & Seifert Co.; Ralph 
Simons of Dorst Jewelry Co.; Ed Her- 
schede of Frank Herschede Co.; Al 
Wallenstein of Wallenstein-Mayer Co.; 
I, E. Spitznagel of George H. Newstedt 
& Co.; Jack Getz of Getz Jewelry Co.; 
Irving W. Fngel of Dodd Credit Jewel- 
ers; Art Hirschfield of D. Jacuhs Sons 
Co.; Earl Bose of Oskamp Nolting Co.; 
J. Charles Hummel of Gerwe-Brown 
(Please turn to page 412) 











FULTON 


For service is part and 
parcel of every Fulton 
FIT-TITE Watch Crystal 

urchase . . service 

ased on first-hand 
knowledge of the mar- 
ket. More than that, in 
Fulton FIT-TITE Watch 
Crystals, you have . . 
genuine Bom carefully 
and painstakingly 
selected . . the finest 
workmanship that skilled 


NO WONDER THEY'RE 
FLOCKING TO FULTON! 





JUST BEGINS 


hands and modern 
equipment can produce 
- . complete assort- 
ments . . assurance of 
perfect fit . . an exclu- 
sive system of number- 
ing for error - proof 
identification, where 
every FIT-TITE Crystal 
carries not only Fulton's 
number but competi- 
tors’ comparative num- 
bers as well, 


Ask your watch material wholesaler about Fulton FIT-TITE regular 
and Rock Crystal Cabinet Assortments. Or write for catalog. . 


FULTON 


— Vu C 


WATCH CRYSTAL CORP: 


Established 1931 


121 Fulton Street @ New York 7, N. Y. 





Fall Text of Housing Emergency Order 
Shows Effeet on Most Retail Building 


Under the Veteran’s Emergency Hous- 
ing Order I, issued by CPA, an esti- 
mated $1.5 to $2 billion worth of new 
building, alterations and repairs was 
trimmed from the total of $14 billion 
the nation had expected to spend dur- 
ing 1946. 

Effective immediately, with certain ex- 
ceptions, government permission will be 
required to start any new construction 
or to make alterations and repairs cost- 
ing more than $400 for homes (five 
families or less), $1,000 for offices, busi- 
ness establishments or residential build- 
ing of more than five families, or $15,000 








for larger commercial and industrial 
establishinents. 

The order is designed to conserve 
enough materials to muke possible the 
1,200,000 housing units set by Housing 
Expeditor Wilson W. Wyatt as the 1946 
goal of his Vererans’ Emergency Hous- 
ing program. 

This restrictive order is expected by 
officials to produce sufficient materials 
for 700,000 units of the emergency pro- 
gram during this year. 

“Only by prohibiting the starting of 
less essential and deferrable projects 








. The House of Cordovan” 





Here is an assortment of wrist watch straps 
with definite masculine style appeal. Made of 
Shell Cordovan the aristocrat of leather and 
processed by Peter Bain craftsmen. This 
attractive counter display holds one 
dozen straps of assorted colors: Hud- 
son Black, Seal Brown, Samoa Tan, 
American Tan and Tampico Tan in 
grain and smooth finish. If your 
jobber cannot supply you, write 
us direct. Prompt deliveries. 


= The PETER BAIN CO., Adrian, Mich. 
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can enough building materia 
to provide shelter for returning seat 
and their families,” said Mr, Wyatt a 
CPA Administrator John D, Small hag 
joint statement. : 
The cutback imposed by th 
is expected to greatly reduce the 
billion which the government estimat 
the nation had planned to spend a 
expansion, alteration and repair desta 
1946.. Of this amount, it was estimated 
that about $900 million would have been 
— by industrial and commercial] 
rms. 


LOCAL ADVISORS 


Localized advisory committees operat- 
ing under regional committees are being 
set up to screen applications for con. 
struction permits. “Local committees are 
more able than Washington to determine 
the necessity for or the essential nature 
of such construction,” Mr. Small said, 
“The applicant can still appeal to the 
Washington office for a review of his 
case if it is denied locally.” 

The order did not affect work which 
had actually been started prior to the 
effective date of the order, March 26, 
Nor is further approval necessary for 
work authorized under PR 83, 

Kinds of work that are restricted by 
the order are: Constructing, repairing, 
making additions or alterations, improv- 
ing or converting structures, installing 
or relocating fixtures or equipment in 
structures which involves putting up or 
putting together processed material if 
the items are attached to the land, used 
as part of the structure, or attached in 
such a way that removal would damage 
the item. 


EXEMPTIONS LISTED 


Specifically exempted from the order 
is military construction and projects of 
the Veterans’ Administration. An inter- 
agency committee will pass on depart- 
mental requests. Exempt from the order 
are projects where no change in the 
structure itself is involved and installa- 
tion of equipment where it is not a part 
of the structure (as on the ground). 

No authorization is required for re- 
building or repair of houses damaged 
by disaster such as fire or flood if cost 
is less than $6,000. Cost limits in other 
types of construction, repair, alteration 
or installation requiring no authoriza- 
tion are: 

Houses or other structures (garage, 
etc.) on residential property, designed 
for five or less families, $400; hotels 
and other residential buildings for more 
than five families; $1,000; commercial 
and service establishments, such as of- 
fices, stores, gasoline stations, theaters, 
etc., $1,000; churches, schools, charitable 
intitutions, public buildings, etc., $1,000; 
and factory or other industrial struc- 
ture used for processing, manufactur- 
ing or assembling (including utilities, 
airports and refineries), $15,000. Ceil- 
ing on structures not covered in the 
foregoing, $200. 

The order goes much further and 
makes it a violation for any dealer or 
person to sell or deliver materials which 
are known or suspected to be intended 
for werk prohibited under the order. 

Further tightening of the order is pro- 
vided by specific ruling that a related 
series of operations must be considered 
as a single job even though separate 

(Please turn to page 395) 
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William Wagner Blasts 
Regulation W, Predicts 
End of OPA Controls 


At the postponed monthly dinner 
meeting of the Chicago Credit Jewelers 
Association held at the Standard Club 
on April 12th the members heard a 
splendid business talk by William Wag- 
ner, secretary of the National Associa- 
tion of Credit Jewelers and an en- 
couraging preview of the National 
Jewelry Fair to be held in connection 
with the national convention at the 
Stevens Hotel in Chicago on July 29 
through August 1 by manager George 
Gayou. After introducing several guests 
of special note President Phil Martin 
presented Mr. Wagner, referring to him 
as the hardest working man in the trade. 
The speaker discussed federal taxes in 
general, excise taxes in particular and 
ave his listeners many of the reasons 
for his unyielding position in demanding 
the repeal of Regulation W which he 
points out is not a war or inflation 
measure but a control measure. 

He also gave attention to the watch 
and diamond situations, predicting that 
jewelers would be free of OPA in a 
few months. He closed with an urge 
for all jewelers to voluntarily adopt 
the highest possible business standards 
in the operation of their business such 
as the code of ethics adopted by the 
Chicago Credit Jewelers, and thus avoid 
regulation by law. 

George Gayou told of what has been 
done up to this time on arrangements 
for rooms and exhibits at the national 
convention at the Stevens Hotel. He 
stated that after the main exhibition 
hall with 165 booths had been sold they 
secured 40 on the fifth floor, several 
on the third and a number of large 
suites. As this was still insufficient a 
questionnaire was sent out to ascertain 
if visitors would be willing to walk a 
block to see additional exhibits and an 
overwhelming majority said that while 
in Chicago they would walk a mile to 
see merchandise. Space for 45 firms was 
secured at the Congress Hotel, where 
still more space may be available if 
required. 


JOHNSON EXPANDS 





Increasing its already: broad facilities, J. 
W. Johnson, Inc., of 15-17-19 Maiden Lane, 
New York, recently opened additional show- 
room space with a reception to members of 
the trade. "One of New York's largest, most 
modern showrooms," according to Harry B. 
Tagg, president, “will enable visiting buyers 
to get a complete view of our entire line of 
watches, jewelry, clocks and silverware." 
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Reorganized Southern California 
Gem Group Holds Record Meeting; 
Members Meet New Research Man 


All attendance records of the Southern 
California Guild, American Gem Society, 
were broken when thirty-nine members 
and guests attended its meeting and a 
steak dinner April 16 at the Chapman 
Park Hotel in Los Angeles. 

Meeting with the members for the 
first time was Dr. George Switzer, re- 
cently appointed research director of 
the Gemological Institute laboratory, 
who will assume leadership of the Insti- 
tute’s Eastern laboratory when it opens 
in New York. 

Attention was concentrated on instru- 
ment work and stone identification, and 
the Institute’s Diamolite and master 
stones were available for those who 








wished to grade their own diamonds. 
Because of the unusually large at- 
tendance, part of the instrument work 
was done at the hotel under guidance 
of G.I.A. staff members Doctor Switzer 
and Miss Betty Brown, and part at the 
G.I.A. laboratory nearby with Director 
of Research Richard ‘T. Liddicoat in 
charge. 

In the absence of the president, Fred 
Cannon, who was confined to his home 
by illness, the meeting was in charge 
of Charles N. Parkhurst, Jr. 

Enthusiasm in this group, since its 
recent reorganization, has run high, and 
programs have been planned to meet 
the interests and study needs of mem- 
bers. “Emeralds,” and “Diamond Color 
Grading” were lecture topics at recent 
meetings, and it was believed that the 
high attendance record in April resulted 
from interest in actual gem testing. 








THE LI QU D THAT POURS 
G 0 L D INTO YOUR REGISTER 





Here’s a liquid asset that’s a SOLID SUCCESS in thou- 
sands of fine retail jewelry shops in every state in 
the Union, and gaining momentum with each new day. 
ELLANAR JEWELRY CLEANER is not merely the 
pedigreed prodigy of the world’s greatest producer 
of cleaners for the trade . . . it’s a complete package -n- 
dowed with an advertising, sales and publicity program 
that has built up a united front calling only for: 


ELLANAR — the million dollar *ewelry cleaner that 


cleans all jewelry for only 50¢. Dou.’t let your customers : 
down when they call for ELLANAR. Stock it, sell it, smile while your register 


rings with sales and repeats. 
Here are the magazines that will 
make millions of readers 
ELLANAR enthusiasts. 
(Combined circulation: 
18,600,000—estimated 
readership: 35,000,000.) 


Here’s the display that 
will follow-through on fm 

your counter and in your § 
window. 





Here’s the FREE imprinted label that carries your name 
into the homes of your customers and makes them pros- 


pects for higher priced items. 


Here’s the scale of prices 


Here are the folders and 
the big guns and 
ELLANAR outlet: 








AL DOZEN Sats 
‘6 DOZENS 
Teross >" 
Labels Imprinted on 
1, QUART He Re aS 4 
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mats that back up 


proclaim you an 








and here’s the source that 
sells you so that you in turn 
can sell your customers and profit 
handsomely. 







L&R MANUFACTURING COMPANY 
577 ELM ST., ARLINGTON, N. J. © CHICAGO 2, ILL. 
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Ameriean Retail Federation Polls Members 
On Views Concerning OPA Policies 


With the question of legislation to 
continue the Office of Price Administra- 
tion now before Congress for considera- 
tion, and with most of OPA policies and 
methods being given thorough airing and 
discussion, the American Retail Federa- 
tion is polling its’ constituent member 
associations to obtain their views on 
these questions in order that the ARF 
may speak with authority in behalf of 
retail members of the country. 

The American Retail Federation is an 
organization composed of the leading 
associations of retailers, including both 
ANRJA and NACJ from the jewelry 
field as well as such organizations in 








other lines as the National Retail Dry 
Goods Association, the National Hard- 
ware Dealers Association and many 
others. 

Executives of each association have 
been sent a ballot on which they are 
asked to speak for their individual 
groups on various questions connected 
with price control. Among the topics 
on which views are asked are whether 
the OPA should be terminated when its 
present authority expires on June 30, 
1946, or whether it should be extended 
for nine months, 12 months, 18 months 
or some other period, and whether legis- 





This Car-Vel Advertisement is now 


appearing in National Consumer Magazines 


to help you sell Charlie McCarthy Charms! 


Presenting a 
charm of himself 
to darling singer 
and movie starlet 
Anita Gordon, 
Charlie says, "Now, 
i'm yours forever. 
Forge? that man 


As a Sterling Silver or Solid Gold 
charm, Charlie is as incorrigible and 


irresistible as ever. His head moves 


...» and he’s complete to top hat, 


tails, monocle and red boutonniere. 


nlie meCarthy, | 


yihlur 
4 


1 
bp OVABLE CHARM 


sctutedineder license of { 


Catr= 


Watch for Charlie now at 


better jewelers and 


department stores everywhere. 


VEL sewers co. 


Los Angeles 15, Caliturnia 


Sold through jobbers on.ly. 





lation providing for its ter 
should require the President ry ss 
cifically dissolve and suspend OPA on it, 
termination date and turn over the 
item of rent controls to some other 
agency. 

Also asked for, are the views 
various phases of cust absorptio 
whether manufacturers should he per- 
mitted to raise prices to cover increases 
in costs, whether dealers be allowed to 
pass along the same dollar increases, or 
whether they should be permitted to 
take the customary percentage of mark. 
up, and whether this principle should 
apply to all items or only to those jp 
the lower price brackets. 

On the subject of exempting specific 
classes of goods from control, it is asked 
whether this should be by consultation 
with industry committees or whether 
Congress should establish a formula un- 
der which such lines would be auto- 
matically decontrulled when a certain 
point of production has been reached, 
It is also asked whether hearings should 
be held by OPA before the institution 
of formal legal action where violations 
are charged and whether alleged viola- 
tors should be tried in courts of law in- 
stead of the present method of arbitrary 
assessment of penalties. 

With respect to base periods for 
estublishing prices, members are asked 
whether the average of the past three 
years in the period from 1936-1940 
should be used as the yardstick for de- 
termining average net profit margins. 

Each voting member is asked to state 
in connection with each question whether 
his group will accept the majority vote 
of all the members of ARF or if the 
majority is on the opposite side of the 
question, if that organization will make 
its own individual representations, 

When the replies are received and 
tabulated, the American Retail Federa- 
tion will presumably compile the results 
and present them at a Cuvngressional 
hearing. 


on 
n— 


Outing Club Stages Contest To 
Spur Early Ticket Buying for 
Annual Outing To Be Held in June 


Some lucky and prompt New Yorker 
is going to win a handsome, as yet un- 
specified gift next month as the result 
of a contest being sponsored by the 
Maiden Lane Outing Club. In order to 
encourage prospective revellers to buy 
their tickets early for the forthcoming 
annual outing, the club is sponsoring & 
contest for those purchasing tickets be- 
fore May 81. All you need du is guess 
the total amount of money bet at Aque- 
duct race track on June 6. 

The individual coming closest to the 
actual total will receive his prize at the 
outing on June 8 at Pine Grove in 
Amityville, L. 1. Just to make certain 
that tickets will be bought well in ad- 
vance, the outing committee announces 
that no tickets will be sold after May 31. 

Tickets may be purchased from any 
member of the com nittee which includes 
Arthur J. Tuveri, Jewrrers’ CrrcuLaa- 
Keystone, chairman; Andy Anderson, 


_ Ripley & Gowen; Harry Blasi, Barrasso 


& Blasi; Ted Coords, Alex Osborne; 
Julius Hurley, Hurley Watch Co.; Louis 
Nussbaum; Ed. Schuster of M. J. 
Schuster; Sol Gordon and Chris Staiger? 
of A. Wittnauer & Co. 
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Chicago Show Makes 
Arrangements for More 


Exhibition Space 

The National Jewelry Fair, to be 
held in conjunction with the Annual 
Convention of the National Associa- 
tion of Credit Jewelers in Chicago 
on July 29, 30, 31 and August 1, has 
announced that it has completed ne- 
gotiations with the Congress Hotel 
to use “Congress Hall” as exhibit 
space to meet the requirements of 
many firms demanding display space. 


For the second time the convention 
committee, headed by Clarence Olsen and 
Irving Wolfgang, Chairman of the Show 
Committee of the NACJ, has _ been 
forced to increase display and sleeping 
room facilities for this first post-war 
jewelry trade show and convention. 

After the 164 boofhs in the Exhibition 
Hall of The Stevens had been sold, the 
committee heads conferred with the 
management of The Stevens for addi- 
tional space. Plans were completed for 
“Upper Fifth,” the fifth floor of that 
hotel, with forty large sample rooms. 
At the time it was believed by the 
committee that these increased facili- 
ties would prove adequate to house the 
overflow of firms unable to secure booths 
in the Exhibition Hall. The release of 
the news of “Upper Fifth” won approval 
from the industry, which shortly ex- 
hausted all available space. Manufac- 
turers and others serving the jewelry 
trade, expressed disappointment in not 
having been assigned exhibit space. Pleas 
to The Stevens for more space were 
without success as all facilities for 
exhibit purposes has been released to the 
National Jewelry Fair. 

Two definite conclusions supported the 
Comnmittee’s decision to take over “Con- 
gress Hall” in The Congress—First: 
that hundreds of retail credit jewelers 
from all sections of the United States, 
who have reserved sleeping rooms in Chi- 
cago loop hotels should have the right 
to inspect as many lines as possible in 
one trip, at one time and in one city. 
Second: that firms recognizing the un- 
usual opportunity of contacting this huge 
gathering of jewelry buyers should not 
be denied the privilege of displaying 
their new lines, ; 

“Congress Hall” provides a large dis- 
piny area, accommodating some 45 ex- 
ibitors, and is une block north of ‘The 
Stevens, on the same side of the street, 





Retail Credit Institute Expands, 
Adding Three to Washington Staff 


With postwar expansion of the pro- 
gram of the Retail Credit Institute of 
America, three new members have been 
added to the staff, according to an an- 
houncement by William J. Cheyney. 

J, William Mcllhenny has been ap- 
pointed Associate Director. Mrs. Jean 
H. Fliis will serve in a public relations 
and lisison capacity. 

Albert L. Maguire will represent the 
Institute as Field Director of Organiza- 
ion, 
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on Michigan Avenue. Practically every 
jeweler, who has been fortunate enough 
to secure sleeping rooms in ‘The Stevens, 
will pass The Congress daily as he takes 
a ‘breather’ to enjoy the cool lake breeze 
along Michigan Avenue. The Main En- 
trance of “Congress Hall” in The Con- 
gress, on Michigan Avenue, is at street 
level which makes it easily accessible to 
buyers who will want to see the many 
exhibits housed in this newly acquired 
display area. 

The Program Committee of the Na- 
tional Association of Credit Jewelers 
is expected to report shortly. Plans for 
working out the educational features of 
the Convention have been in preparation 





fur some time. Outstanding speakers 
will discuss pertinent topics of special 
interest to all retail credit jewelers. 

Clarence Olsen, of Olsen-Ebann Com- 
pany, Chicago, and chairman of the Con- 
vention Committee, has repeatedly stated 
that all jewelers expecting to attend the 
Fair and Convention should make their 
sleeping room reservations now. Chi- 
cago loop hotels offer ample sleeping 
rvoms to accommodate all jewelers, but 
reservations should not be deferred. 

All inquiries regarding display space 
and convention information should be 
addressed to The National Jewelry Fair, 
Room 1208 Republic Building, 209 S. 
State Street, Chicago 4, Illinvis. 








WE WILL PAY 


3 & 


Cw 


OR YOUR 


JEWELRY STOCK 


HIGHEST PRICES PAID 


No transaction too large . . . none too small 


% We are expanding . . 


We are not auctioneers. 


We'll buy your stock and fixtures as a going busi- 


ness and continue operation of the store or we'll 


buy any part of your inventory. All inquiries strictly 


confidential and our representative will call at your 
convenience. Bank references furnished on request. 


CHARLES SHANE Jr. 
and r€ssociates 


Phone CHerry 5811 


or wire at our expense! 


234 EUCLID AVE... CLEVELAND 14, OHIO 











@ Smart and unusual de- 
signs featuring genuine 
precious and semi-pre- 
cious stones in Gold and 
Platinum mountings 


e PINS 
RINGS 
EARRINGS 
BRACELETS 
GADGETS 





Jewelers Don't Like 
Paying Double Tax; 
Who Would Want To? 


Many retail jewelers, particularly 
credit jewelers, have been complaining 
that one of the present regulations of 
the Treasury Department in regard to 
the jewelry excise tax is the serious 
handicap of one of their normal business 
operations. 

It is fairly general practice, especially 
in this branch of the trade, to sell dia- 
mond rings with an agreement that the 
purchaser may at any time within a 
year—sometimes longer—exchange that 
ring for a larger diamond with the 
jeweler allowing the entire original 
price of the first ring toward payment 
for a new and more expensive one. 

However, under the present Treasury 
regulation, the jeweler is not permitted 
to claim a refund or a credit of the 
tax which was paid on the original pur- 
chase unless the exchange is made 
within 60 days from the date when the 
sale was made. Since most of these ex- 
changes are not made until considerably 
longer than 60 days from the time of 
the acquisition of the first ring, this 
means that the jeweler who has sold 
a diamond for say $100 plus $20 tax, and 
whose customer now wishes to exchange 
it for a new ring costing say $200 plus 
$40 tax, must now collect and pay the 
entire $40 on the new transaction with- 
out allowing the customer any credit 
for the $20 tax previously charged to 
him unless the jeweler wishes to make 
up that $20 himself out of his own 
pocket. 

This, say these jewelers, is unfair— 
first, because a diamond ring for all 
practical purposes is indestructible and 
therefore, the ring which is returned 
may—after perhaps being re-polished— 
be put back into stock and .re-sold in 
which case the tax will have been paid 
twice on the same article of merchandise: 
Secondly, many of these exchanges are 
made. before the customer has completed 
his payments for the first ring, which 
means that if the transaction was made 
under a conditional sales contract, title 
to the ring has not passed to the cus- 
tomer. Therefore, they say, the sale 
has not been completed, the jeweler 
should be allowed to make the exchange 
and claim a refund of the tax on the 
original sale if the trade-in is made at 
any time before the sales contract is 
completed and title to the article has 
passed. 

The National Association of Credit 
Jewelers has taken official cognizance of 
this situation and plans to make repre- 
sentations through its menage | to the 
tax authorities in an effort to. have this 
regulation amended. 


Flatware Shipments 96 per cent 
Of Pre-War Monthly Rate, CPA 
Statistics For January Show 


Flatware shipments during January 
were estimated by the Civilian Produc- 
tion Administration at 25.7 million peices 
or 96 per cent of the pre;war monthly 
rate of 26.5 million. Shipments in Janu- 
ary show a slight decrease as compared 
with December when 27.6 million pieces 
were shipped. February shipments were 
expected to show an increase over Janu- 
ary. 


We Are One Of The 
Distributors For 
THESE 2 GREAT 


SILVER 


1847 ROGERS BROS. and Wm, 
Rogers & Son Silverware as well 
as Community Plate, Tudor Plate 
. . . these are the TWO great 
lines we proudly distribute in our 
territory. 


WRITE for Our FREE Monthly 
Bulletin — ''NEW ARRIVALS" 


OPUS 


Practically everything sold Dh Felix alenly te 


Scranton, Penne. 








Exclusively Wholesale” 


Fine jewelry stores add 
to profits by featuring 
the nationally-known 
Marxman Pipe Line. 
Marxman Pipes move 
fast and pay handsome 
profits because 

they’re the choice 

of discriminating umphs. Altrat> 
pipe smokers every- tively priced 


$ from $5 
where. ws to $25.00. 


° 
Nationally adver- 
tised in Esquire, 
OutdoorLife,Time, 
Fortune — more 
than 30 national 
magazines. 

e . 
Marxman Pipes 
offer a prestige- 
building, profit: 
making line for 

jewelry stores. Write today for catalog and 


BENCH- 
MADE 
One of the 


many Marx> 
man Pipe tri- 


_ details. Address Dept. C. 


>MARXMAN> 


31 W. 24TH STREET, NEW YORK 10,N.Y 
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sEAMLESS AND SOLDERLESS! 
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IMPROVED 


Made of one piece. No solder! 
No seams! Strong and durable. 
Each one fully guaranteed 
Made in 14K Gold and Stabrite. 


Sold through the 
Wholesale Jeweler 
or write, giving us your whole- 
el lamalelul-melale mele (ola-te 


IMPROVED PRODUCTS MF'G. CO. 


21 Audubon Ave. New York 32, N. Y. 


Sole Manet @ @1wrer s 


In a variety 

signed for « 

Mass Produc ; 
pendable Supply a 


ings. Availabli 


METALCAAFT (ORPORATION 


2451 S. LA SALLE ST., CHICAGO, ILL. 
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N. Y. City Jewelers Ask 
Watch Importers Not to 
Do Retail Repair Work 


According to the Executive Board of 
Retail Jewelers’ Associations of Greater 
New York, there is a growing tendency 
on the part of some watch distributors 
to accept repair work at retail. This, 
the Executive Board feels, is detrimental 
to the interests of its members, many 
of whom depend upon watch repairing 
as a substantial part of their incomes 
and who feel that for.the concerns that 
supply them with watches to enter into 
competition with these retail stores is 
unfair. 

A letter calling attention to the situa- 
tion has been sent to the leading watch 
distributors over the signature of Sam 
M. Jacobson, Chairman of the Trade 
Ethics Committee of the Executive 
Board of retail Jewelers’ Associations. 
It reads as follows: 

“Several complaints have been reg- 
istered with the Executive Board of Re- 
tail Jewelers’ Associations of Greater 
New York by retailers of this city, viz: 

“A few national distributors of ladies 
and gents watches have been making it 
a practice to accept repairs from the 
retail trade, not alone have they been 
accepting such repairs, but encouraging 
these retail customers to send future 
repairs to them. 

“You, as a wholesaler, may not be 
aware of the fact that repairs, to a re- 
tailer, not alone are a source of much 
needed revenue, at times, but create a 
“customer confidence” that invariably 
leads to a healthy business association. 

“We are unalterably opposed to a 
watch wholesaler servicing our custom- 
ers’ watches, for we know that our 
watchmakers (and many of the retailers 
of this city are watchmakers) can make 
all necessary repairs, providing mate- 
rials are made avaible to them. 

“We do hope that your firm is not 
one of those herein mentioned and if so, 
may we request that you adjust your 
policy in order not to conflict with your 
customers, the retail jewelers. 

“Thanking you for your kind coopera- 
tion, we remain.” 

Up to the date of going to press, re- 
plies had been received from Hamilton, 
Elgin, Waltham, Bulova and Longines, 
stating that they have not been carry- 
ing on the practice complained of, are 
not doing so now, and have no intention 
of doing so in the future. All of them 
promise their cooperation in keeping re- 
tail repair work in the hands of the 
retail jeweler. 


Emergency Housing 
(From page 390) 


contracts are let, and by forbidding sub- 
dividing of work in order to stay within 
the cost allowance. 

Applications on housing jobs should 
be made on Form CPA-4386, filing non- 
farm applications with the local FHA 
office and farm-housing applications with 
the County Agricultural Conservation 
Committee. Non-housing farm jobs are 
filed also with the latter committee. 

Applications for all other construction 
or repair work covered by the order 
should be filed with the nearest District 
Construction Office of the CPA. 














NOW AVAILABLE 


BABY FORK & SPOON SETS 
STERLING 


IMMEDIATE DELIVERY 
Sterling Baby Fork & Spoon Set 
$49.20 doz. boxed 


ALSO AVAILABLE 


Sterling Bent Handle Baby Spoon 

$27.00 doz. boxed 
Sterling Baby Cups $60.00 doz. boxed 
Sterling Baby Porringers $7.50 each 
Sterling Baby Pushers $24.00 doz. 
Sterling Baby Napkin Ring 


$33.00 doz. boxed 
Sterling Shells 


Sterling Cold Meat Forks ... .$48.00 doz. 
All Prices Net F.O.B. N. Y. 


A. B. FRANK 


9 MAIDEN LANE 
NEW YORK 7, N. Y. 














PLATINUM 
INVESTMENT 


that 
GETS RESULTS/ 


* QUICK SETTING 
* NO CRACKING 


* SMOOTH, SLICK 
SURFACES, 


lf you are having trouble 
with your platinum casting, 
you need our investment. 


e . 
Nationai 
arene 


130 W. 46” ST. NEW YORK 19, N. Y. 

















For the Memo Pad 
May 


5-7—Michigan Jewelers 
Hotel Olds, Lansing 

5-6—Maryland-Delaware, Washington, 
D. C., RJA Convention, Lmerson 
Hotel, Baltimore, Md. 

13-17—China, Glass & Housewares 
Show, Atlantic City Auditorium, 
Atlantic City, N. J. 

19-22—International Toy & Gift Show, 
San Antonio, Tex. 


Convention, 


June 
1-5—Pennsylvania Gift & Artware 


Show, Wm. Penn Hotel, Pitts- 


burgh, Pa. 
11-14—Philadelphia Gift Show, Hotel 
Adelphia, Philadelphia, Pa. 
17-22—Pre-Season Market, 225 Fifth 
Ave., New York City Giftwares 
Building 
16-21—California Gift & Art Show, Los 
Angeles 
July 
21-25—Southwestern Merchandise Ex- 
hibitors, Municipal Auditorium, 
Kansas City, Kansas 
22-26—New York Lamp Show, Hotel 
New Yorker. 
29-Aug. 2—NACJ Annual Convention, 
Stevens Hotel, Chicago 
29-Aug. 2—National Jewelry Fair Ste- 
vens Hotel, Chicago 
29-Aug. 9—Chicago Gift Show, Palmer 
House 
29-Aug. 9—Merchandise Mart Gift 
Show, Chicago 


August 

4-8—San Francisco Market, Civic Audi- 
torium and Western Merchandise 
Mart 

26-30—ANRJA Annual Convention and 
Jewelry Show, Waldorf-Astoria 
Hotel, New York City 

26-80—New York Gift Show, Pennsyl- 
vania and New Yorker Hotels, 
New York City 


September 
8-12—Mid-South Gift & Housewares 
Show, Ellis Auditorium, Memphis, 
Tenn. 
9-13—Boston Gift Show, Statler Hotel 
30-Oct. 3—Philadelphia Gift Show, Hotel 
Adelphia 


Alarm Clock Shipments Down First 
Months of Year, Reports CPA 


Fstimated shipments of alarm clocks 
for January declined 262,000 units from 
December to approximately 451.000 units 
or 39 per cent of the pre-war hbase 
neriod rate of $1,147,000. The Civilian 
Production Administration estimated 
early in April that February shipments 
would rise above December and January 
totals. 

January shipments of jeweled watches 
were approximately 72,000 compared 
with 66,000 in December and 170,000 in 
the pre-war average monthly period. 
Some large manufacturers of clocks and 
watches plan to distribute their mer- 
chandise directly to dealers rather than 
to wholesalers. January shipments were 
reduced in order to build up an inven- 
tory so that all dealers may be supplied 
at one time. 


(PAUL ROSENBERG 





COCKTAIL RINGS 


OVER 200 DIFFERENT STYLES 
TO CHOOSE FROM 


WRITE FOR OUR CATALOG 


WE SPECIALIZE IN COCKTAIL 
RINGS 


OLAND JEWELRY CO. 


87 Nassau St. New York City 7, N. Y, 
BARclay 7-6873 


CASH BUYER 


of 


UNREDEEMED 


and 


TRADE -IN 
WATCHES 


and 
JEWELRY 


Check mailed upon receipt of 
merchandise. Merchandise 
held intact for 10 days. 





REFERENCE: 


JEWELERS BOARD OF TRADE 


5 So. Wabash Ave., CHICAGO 
Phone RANdolph 7249 
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aie 
Original 
Headquarters for... 
Repairing and Rebuilding 


EXPANSION BANDS 
& BRACELETS 


FACTORY METHOD— 
USING GENUINE PARTS 


All Work Fully Guaranteed—Price List 
Sent Upon Request. 


Servicemen’s Bands Returned By 
Return Mail. 


SPECIAL FEATURE 


Bands Replated Like New for Addi- 
tional 50c at Time of Repair. 


PROMPT SERVICE 


JEWELERS SERVICE CO. 


“Specialists in Expansion Bands and Bracelets” 


355 So. Broadway 


Los Angeles 13, California 
Michigan 9966 TUcker 2968 








Here's what you have been waiting for 


ATOMIC 


WATERPROOF 
WRENCH 


Made by watchmaker. Will open cases 
when others can't. No slipping or scratch- 
Ing. No worry in holding the watch. Sim- 
ple, sturdy, a All sizes, shapes. 
Can use 2 prongs, 3, 4, 5, or 6 at a time. 
The tool no watchmaker or jewelry store 
should ‘be without. Guaranteed to do the 
job. Order direct or through your jobber. 





Patent Pending. 


PRICE $14.75 


HOWARD LATHROM 


386 American Avenue, Long Beach 2, Ceilf. 
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Dr. George Switzer, Mineralogist, 
Heads Eastern Laboratory of 
Gemological Institute of America 


Dr. George Switzer, former Yale 
mineralogist and more recently a 
specialist in war industry, has 


America to head its eastern laboratory 
which will be opened in New York City 
as soon as business quarters are avail- 
able. 

Meanwhile Dr. Switzer has joined 
headquarters staff in Los Angeles where 
he is to conduct research in new meth- 
ods, of gem testing by X-rays, and in 





Dr. Switzer is shown adjusting a prism on the 
spectrometer at the GIA laboratory. 


the designing of X-ray equipment for 
that purpose and for pearl testing. This 
project will be completed in the New 
York laboratory. 


New York Twenty-Four Karat Club 
Holds Forty-third Annual 
Beefsteak Dinner at Waldorf 


The annual Beefsteak Dinner of the 
Twenty-Four Karat Club of the City 
of New York was held this year at the 
Waldorf-Astoria Hotel on April 23. 
Guests of honor included Clifford I. 
Josephson, president of the American 
National Retail Jewelers Association; 
Fred B. Dreifus, president of the Na- 
tional Association of Credit Jewelers 
and Norman J. Leach, secretary-trea- 
surer of the Canadian Jewelers’ Associa- 
tion. 

Members first assembled in the Pine 
Room and after renewing old ac- 
quaintances, entered the banquet hall 
where the feast was spread. President 
Howard W. Boynton presided and made 
a short humorous address of welcome. 
A floor show followed the excellent meal. 
Julius Kaufman headed the entertain- 
ment committee. 

Other guests of honor at the dinner 
were the Rev. Paul A. Wolfe, Edgar 
Baker, president, the Jewelers Board 
of Trade; Frank C. Beckwith; William 
Birks of Montreal ; Alpheus Brown; 
Howard W. Boynton; Fred A. Bullock, 
president, NEMJ&SA; John S. Kennard, 
president of the Boston Jewelers’ Club; 
Thomas G. McMahon, president, Chicago 
Jewelers’ Association; Silas B, Reagan, 
president, National Wholesale Jewelers’ 
Association; W. Waters Schwab, presi- 
dent, Jewelry Industry Publicity Board; 
and Otto D. Wormser, honorary mem- 
ber of the Twenty-Four Karat Club. 
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best sellers 
wherever displayed ! 


@ 6 base ground and pol- 
ished lenses, scientifically 
made to highest ophthalmic 
standards 


@ Absorb 96% ultra-violet 
and infra-red rays. 


@ Smart styles in latest 
fashion trends 


@ Gold-filled and assorted 
colors zyl frames 


@ Exceptionally beautiful 3- 
color individual box (with 
leather case) 


@ Sales-producing, colorful 


displays 
@ Priced for profit 


Illustrated folder and prices 
of complete line available 
from your wholesaler —or 
write us direct. 


IDEAL 
OPTICAL CO. 
Inc. 


845 FLATBUSH AVENUE 
BROORLYN 26, N. Y. 








Mion 














DIAMONDS 
MELEE 


— All Sizes — 


GENUINE 
WHOLE 
PEARLS 


— All Sizes — 


GENUINE 
RUBIES & 
SAPPHIRES 


Squares, Rounds and 
Fancies 


TIGEREYE 
CAMEOS 


— All Sizes — 


BLACK ONYX 


Plain or Drilled 


SYNTHETIC RUBIES 


MAX STERN sco. 


Importers 


17-23 John St. New York 
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New, Industrial Diamond Association 
Headed by Leaders in the Field 


Latest trade association in the dia- 
mond field is the new Industrial Dia- 
mond Association of America which was 
formed early this year with Athos D. 
Leveridge as executive manager and 
secretary-treasurer and Harvey B. Wal- 
lace as president. 


In announcing the formation of the 
group, Mr. Leveridge told of the growth 


ATHOS D. LEVERIDGE 





of the industrial diamond field and the 
place to be filled by the Industrial 
Diamond Association. Said he, “The in- 
dustrial diamond, hard working but less 
attractive twin of the glamour stone, 
has become recognized in greater meas- 
ure year by year as an essential for 
modern mechanical development in war 
and peace time. But the many great 
companies that have grown up to dis- 
tribute the valuable product, or to manu- 
facture the tools wherein these diamonds 
are put to work, have not found it pos- 
sible before this year to bring their com- 
munity of interests together under one 
trade association.” 
The Industrial Diamond Association, 
he added, has come into being to bring 


STEPHEN W. 
HOFMAN 





together the many firms throughout this 
country who regularly distribute indus- 
trial diamonds in one form or another 
to consumer for use. As in most trade 
associations, the IDA, will serve its 
members with information of a scientific 
and commercial nature. It aims to 
strengthen the confidence of consumers 
in the integrity of industrial diamond 
firms and to better acquaint all the 


members of the industry with one an- | 


other and each other’s problems. 

The membership already comprises 55 
firms in the.two main divisions of the 
industry and these include many of the 


> 








ria 
smallest operators as well a 
important in size. 

Two men who had been i ; 
the ornamental diamond 4 area: > 
—- contributions t 
effort with their knowled 
dustrial diamond field. Ont of Gat 7 
Stephen W. Hofman who, as Wartime 
Chief of the Industrial Diamond Secti 
of the War Production Board Pos ag 
istered this control over his” product 
with an efficiency and a fairness thet 
have set a record for work of this kind 
He is now one of the directors of [D4 
The other man was Athos D, Leveridpe 
formerly an ornamental diamond man 
who, as Chief of the Diamond Die See 
tion of WPB, developed the production 
of the small wire-drawing diamond dj 
to large proportions. = 

The country had not been pre 
produce this almost microseaple produ 
but Mr. Leveridge not only brought: 
about a_ sufficiency in the face of 
pyramiding requirements but also estab- 
lished an excellence of quality that had 


S the most 


0 the War 


1. J. MEADE 





not been believed possible. He also in- 
itiated and supervised scientific research 
which eventually, under C. G. Peters of 
the National Bureau of Standards, cut 
down production time and cost to a new 
low. 

Harvey B. Wallace, who was elected 
first president of IDA, is one of the 


HARVEY B. WALLACE 





leading manufacturers of diamond tools, 
and is also president of the Wheel True- 
ing Tool Company of Detroit, I. J. 
Meade, the first vice president, is also 
vice president of the prominent U. 
Industrial Diamond Corporation of New 
York. Meade made an outstanding con- 
tribution..to. the administration of the 
wartime diamond control, as an indus- 
trial specialist in WPB. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











y 
a P 


s of the Jewelry Crafts Asso- 
, ego well as many others in the 
iewelry trade will close their establish- 
seats from July 1 to July 15. 

The name, Horowitz & Son, Inc., has 
been dropped and that firm will now 
be known solely as the Croton Watch 
Co, Inc. The only difference in the 
corporative set-up involved will be the 
change in name. The officers, policies, 
and financial structure remain exactly 


the same. 
4 Abraham Haber, formerly of 71 Nas- 
sau St. and for the past four years 
with a government agency, wants his 
friends to know that although he’s still 
with the government, he expects to be 
back in the jewelry business some day, 
selling diamonds and jewelry. 

4 Two pairs of brothers were held on 
charges of receiving part of $27,000 
in platinum stolen from the Barth Lab- 
oratories in Newark, N. J., last month. 
The brothers are Bernard and Jacob 
Bloom, connected with the World Wide 
Watch Company at 9 Maiden Lane and 
George and Lawrence Kutcher of Para- 
mount Platinum Works, 82 Bowery. 
Held on $2,500 bail each, the four men 
insisted that they were not aware the 
platinum was stolen. 

4 Sydney Kaufer, formerly of S. Kaufer, 
Inc, announces the dissolution of that 
company. The business of the firm will 
be carried on by Ronell, Inc., diamond 
cutters and importers of 660 Fifth Ave- 
nue, of which Mr. Kaufer has been 
president since 1935. 

q After 35 years of service as salesman 
with the Illinois Watch Case Company 
and its Elgin American division, Joe 
Rodenbach has retired as of April 1. 


JOE RODENBACH 





During the entire period of his employ- 
ment he represented the company in the 
metropolitan New York area and east- 
ern territories. 


4 Sam Trezza, manufacturer of sterling 
silver jewelry, recently moved into new 
quarters at 562 Fifth Avenue. 

{A lecture on the atomic structure of 
the diamond and its affect on cleavage 
and hardness was discussed by Prof. 
Ralph J. Holmes at one of the March 
meetings of the New York study group 
of the American Gem Society. The 
second meeting of the month was held 
at the geology department of Columbia 
University where Prof. Holmes _lec- 
tured on the use of the petrographic 
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microscope. He also showed, with the 
aid of an edipolaris instrument pro- 
jector, numerous thin sections of min- 
erals to show pleocroism, inclusion, and 
polarized light. 


q Jacoby-Bender, Inc., 161 Avenue of 
the America, has increased its space by 
taking over the ninth floor in the same 
building in which its general offices and 
service department are located. The 
tenth floor is now used for the factory 
in order to meet the greatly increased 
business of the manufacturing firm. 


q Louis Friedman of the Louis Watch 
Co. will sail for Europe early this month 





Felco 


NECKLACES 


JACK J. FELSENFELD 


9 MAIDEN LANE NEW 











to visit the firm’s Swiss watch factory. 


q Edward L. Stern, Stern Defender 
Watch Co., returned during mid-April 
after a month’s trip to Europe where | 
he visited the firm’s factory in Switzer- 
land. 


q Harvey M. Bond has returned to 
civilian life as advertising and sales pro- 
motion manager of the Helbros Watch 
Company. Mr. Bond had served three 
years in the Army where he rose to the 
position of Special Assistant to the Di- 
rector General of Supply, UNRRA, with 


SILVER and GOLD 
COSTUME JEWELRY 
Sold Thru Wholesalers only 


JOSEPH A. RICH 
198 Broadway New York. N. Y. 




















HARVEY M. BOND 





the rank of Lt. Col. He was the American 
member of the five-nation team invited 
by the Quadri-Partite Military Consul 
in Vienna to analyze Austrian require- 
ments. Mr. Bond was an expert on 
transportation and _ distribution for 
UNRRA, and traveled through England, 
France, Germany and Austria. 


q Lester Kingsley is the new eastern 
representative of the Murray Siegel 
Jewelry Co. He will call on better stores 
in the area with a line of 14 kt. hand 
made gold jewelry. 


q After four years of active duty in 
the United States Coast Guard, Armand 
Kleinberg has rejoined the firm of 
Kleinberg & Son, importers and cut- 
ters of diamonds, at 86 W. 47th Street, 
where he will be associated with — his 
father, I. Kleinberg. 


q Lt. Lawrence S. Steinfast, who was 
recently released from the Medical De- 
partment of the Army, has joined his 
father, M. Leonard Steinfast in his dia- 
mond, watch and silverware firm at 71 





Nassau Street. 





Whitelaw Brothers } 
DIAMONDS 


48 West 48th St.. New York. N.Y 9 











“ORIENTA” 
CULTURED PEARLS 
of QUALITY 
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SIMONSBROS.CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 














ETERNA WATCH COMPANY 
OF AMERICA, INC. 
MAKERS OF FINE WATCHES 
SINCE 1856 


580 FIFTH AVENUE, NEW YORK 
Telephone BRyant 9-8660-8689 
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WATCH CASE 
AND ATTACHMENT 
BUYER 


Busy sales and merchandising man- 
ager wants young man assistant to 
help style, produce and assemble 
nationally advertised watch line. 


Applicants must be acquainted with 
watch styles, cases, dials, attach- 
ments and their sources of supply. 
Work will be in New York. 
Modest salary to start but oppor- 
tunity is great for an_ intélligent, 
energetic and ambitious person. 
No application considered unless 
complete details are given as to 
age, educational background, pres- 
ent and past employers, etc. 


Write fully in complete confidence fo 


Box "A., 3673" 
c/o Jewelers’ Circular-Keystone 











TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 


Send for Catalcg 
277 WALSEY 37 


NEWARK 2, N. J. 








COMPLETE LINE OF SIGNET RINGS 
Men's—Boys'—Babies' 
CHOKERS—BRACELETS — MEZUZAH’S— OTHERS 
— TO JOBBERS ONLY — 

L. FRANKFURT & CO. 

82 BOWERY NEW YORK 13, N. Y. 
Special Casting Dept. to the Trade 








REPAIRING of JEWELRY 
IN ALL ITS BRANCHES 
Also 
SPECIAL ORDER WORK 
ESTABLISHED (910 
M. J. STERN 
61 Beekman St. New York City 








STONE DRILLERS 
RUBIES—ONYX 


JACK FLEISHER 


71 Nassau St. New York 7, N. Y. 
CORTLANDT 97-3374 
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Prexy's Stunts Wow New York and New Jersey Credit 





Jewelers at Group's Twelfth Annual Dinner Meeting 


In an expansive mood of merry-mak- 
ing with the clouds of war that had 
still hovered over the last annual din- 
ner having disappeared, the Associated 
Credit Jewelers of New York and New 
Jersey and their guests gathered at the 
Waldorf-Astoria Hotel on the evening 
of Sunday, April 7, for the 12th annual 
dinner of the organization. 


A near-capacity crowd of more than 
700 attended and from all indications, 
thoroughly enjoyed the evening. 

The party started with a reception 
and cocktails at 6:30 with dinner served 
at 7:30, the latter being preceded by 
the singing of the National Anthem and 
a moment of silent tribute to the late 
Harold D. Busch, a former member of 
the Board of Directors. 

The only speech was a brief address 
of welcome by Rowland B. Goodman, 
President of the Association, the rest 
ef the time being given over to the 
drawing for the many handsome door 
prizes, interspersed with dancing be- 
tween courses. 

At the conclusion of the banquet, a 
floor show was presented, with Presi- 
dent Goodman displaying a remark- 
able talent as master of ceremonies. 
Someone was overheard to remark 
that if the jewelry business ever got 
bad, “Rowland could do all right in a 











i 
night club.” Beside his talent 
Mr. Goodman also interspersed. a 
feats of legerdemain, in which he vm 
nothing by comparison with the Prof 
sional magician who presented cara 
the acts of the show. 

Dancing and ‘social intercha 
cluded the evening. 

Seated at the head table were. M 
and Mrs. Goodman, Sidney Singer “First 
Vice-President of the association to- 
gether with Mrs. Singer, J. J. Sim 
Second Vice-President and Mrs. Saat 
Treasurer Alvin R. Baer and Mrs, Baer, 
Executive Secretary William Wagner 
and Mrs. Wagner, and Arthur G, War- 
ner, attorney and OPA consultant for 
the organization, together with Mrs, 
Warner. 

The committee in charge of the ban- 
quet who deserve recognition for the 
preparation and management of one of 
the season’s outstanding social events 
consisted of Rowland D. Goodman, 
General Chairman, assisted by H. My. 
Abelson, Abelson’s, Inc.; Sidney Singer, 
Finlay Straus, Inc.; Archie Linder, How- 
ard Co. Jewelers, Inc.; Wm. Goldblatt, 
Greenwold, Inc.; Jay C. Lighterman, 
Busch Jewelry Co.; Clifford Walters, 
Tappins, Inc.; and Seymour Greenberg, 
Reyal Diamond and Watch Co. 


nge con- 
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Trade Honors "Bill" Fowlie at Testimonial Dinner Upon 


His Retirement After 38 Years with Elgin National Watch 


of 


President in Charge of Sales, Hamilton Watch Co 
Ogush; and Harold Alberts, 


More than 100 friends and associates 
of William Fowlie—better known to the 
trade as “Bill”’—gathered to pay him 
honor at a testimonial dinner tendered 
to him at the Hotel Pierre, in New 
York City, on Tuesday, March 19. The 
occasion was Bill’s retirement from ac- 
tive business after.38 years of associa- 
tion with the Elgin National Watch Co., 
of which for many years past he had 
been manager of the New York office. 

Speechmaking was held to a minimum, 
with brief talks only by Howard 
Schaeffer, Elgin’s vice-president in charge 
of sales; T. Albert Potter, president of 
Elgin, and G. H. Niemeyer. In short, 
the affair was one of good fellowship 


and good wishes to Bill, rather than_ 


flowery eulogies. 

Typical of the atmosphere of the 
party was the occasion when, as Mr. 
Schaeffer started to make what happened 
to be a serious speech, a commotion 








ee 


Seated at the head table in addition to Mr. Fowlie, Mr. Knoche and Mr. Ballard, were Rowland Good- 
man, President of the Associated Credit Jewelers of New York and New Jersey; Ross Atkinson, Vice- 


H. Niemeyer, T. Albert Potter; William 8. 


3 6S. 
|. Albert's Sons, Boston. 


occurred in the anteroom and a group 
of “pickets” marched in and paraded 
back and forth before the head table 
carrying signs lettered with such phrases 
as “Elgin Is a Lot of Bull-ova; “Waltham 
Don’t Like Elgin”; “Elgin Don’t Like 
Waltham”; “Elgin Gives You the 
Works”; and so on. 

Toastmaster for the occasion was 
George Knoche, of the New York Daily 
News who was chairman of the. com 
mittee which organized the affair. He 
was assisted by John Ballard, president 
of the Bulova Watch Co.; Harry Brom- 
ley, National Jewelers; Fred V. Cole, 
Jeweters’ Cmcurar-Kevsrone; Jose 
C. Goodman; Louis Manheimer; Jo 
Hall, Hamilton Watch Co.; Elliot Hirt 
berg, Finlay Strauss, Inc.; Jack Kauf- 
man, Axel Bros.; Victor A. Lambert, 
Lambert Bros.; Royal C. Linthicum, El 
gin National Watch Co.; Morris Rivkin 

(Please turn to page 418) 
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Plans for the formation of an interna- 
tional federation of jewelry associations 
are now under way in Canada where the 
Canadian Jewelers Association has set 
up a committee to study the possibilities 
of such an organization. _ Headed by 
Thomas H. Gallagher of Toronto, the 
committee hopes to break ground for 
an association which would be a clearing 
house fer jewelers’ groups in England, 
Canada and the United States. 

Eventually, it is hoped that the fed- 
eration will be world-wide in scope, 
“leading to great gain to all member 
associations by exchange of ideas routed 
through the federation.” Mr. Gallagher 
admits that his task is a big one but 
he hopes that a good start and partial 
operation can be accomplished during 
1946. 

In outlining the aims of the proposed 
federation, a spokesman for the CJA 
declared that success is dependent on 





Just back from two years overseas in the 
Pacific theater of war, serving with the 8th 
Fighter Group of the I3th Air Force, Sydney 
Doane Cook becomes the fourth generation 
of the Cook family, under whose ownership 
and management the A. Stowell Company 
of Boston has operated since the early 1860's. 
Sydney is the son of the late S. Doane 
Cook, who was widely known in the jewelry 
and watch industry, and a nephew of J. 
Gould Cook, president of A. Stowell Co. 
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WITH THIS BIRTHSTONE AND 
WEDDING ANNIVERSARY 
POCKET ADDRESS BOOK 

Make your store opening more successful. Bring in 

the crowds for a free gift and distribute this Address 

Book made especially for you. Your advertising mes- 

sage in gold on the leatherette cover. Charts of birth- 

stones and wedding anniversaries on the inside covers. 

Ample supply of pages for names, addresses, tele- 

Phone numbers and memoranda. Prices for large dis- 

tribution, naturally. Send today for samples and prices 

Complete line of advertising gift items. 


VICTOR E. LEDERER CO. 


125 WEST 33rd STREET, NEW YORK 1, NEW YORK 






























Canadian Jewelry Association Proposes International 
Federation of American, Canadian and British Groups 


cooperation from all branches of the 
trade. “If this international association 
of jewelers is to come into being,” he 
said, “now is the time to start to build 
a foundation, and we here in Canada 
feel that Canada is the logical place to 
start because we have only one asso- 
ciation which embodies jewelers both 
credit and cash, wholesalers and manu- 
facturers, and we are proud to say it 
is a very closely knit, smoothly working 
organization.” 

Plans for the federation were first 
presented at the meeting of the CJA 
Board of Directors held under the chair- 
manship of President Robert E. Day in 
Toronto on February 26. 





Electro-Plater Celebrates Sixty 
Years with New Orleans Jewelry 
Firm with Party in His Honor 


Sixty years are a lot of years by any 
man’s count and it was sixty years ago 
this month that Martin P. Knesel 
went to work for Hausmann’s, manufac- 
turing jewelers in New Orleans, La. 
He was thirteen years old when he 
started his job in the electro-plating 
department and he has hardly missed 
a day at the shop. He has been fore- 
man of the department for many years 
and is today a leading expert in- the 
field. His long years of service were 
recognized by his fellow employes and 
officers of the firm at a banquet in his 
honor held on April 13. 

Mr. Knesel was presented by the com- 
pany with the business trade mark in 
karat gold surrounded by diamonds, and 
the employes gave him a lounging chair 
and lounging robe. There is little like- 


lihood that the robe and chair will be 
used too much because Mr. Knesel is 
still active as ever at the Hausmann 
plant. 


MARTIN P. KNESEL 





Says Henry Hausmann of his oldest 
employe, “Mr. Knesel, even at his 78 
years, is one of the most active men 
in our grganization and possibly puts 
in as many or more hours than many 
of our younger men.” 





Municipal Auditorium, Kansas City, 
To Be Scene of Fall Gift Show 
Under Fred Sands Management 


The spacious arena of Kansas City’s 
famous Municipal Auditorium has been 
engaged for the regular Fall Gift Show, 
beginning July 21, it has been announced 
by Fred Sands, director of exhibits, of 
the Southwestern Merchandise Exhibi- 
tors, Inc. 








FOR SALE 


brilliantly cut 
doublets, of which a few are listed below, 
at attractive prices. 


a large stock of fine, 


STONE 

SIZE COLOR AMOUNT PRICE 

37 sapphire 20 doz. @$ 9.00 per doz. 
ot 6 “ $12.00 “ “ 


44 

44 amethyst 5 “ $12.00 “ “ 
44 emerald& 3 “ Sizge * 

topaz 

45 amethyst 31 = $1200 “ “ 
45 emerald 242 “ Suge” “ 
45 sapphire 11 “ $12.00 “ “ 
46 emerald 6 “ $12.00 “ “ 
46 sapphire 7 “ Siac” * 
47 emerald 1342 “ $15.00 “ “ 
47 ruby a * $18.00 “ “ 


Each paper of stones to be sold in its entirety 


M. J. STERN 


61 Beekman St. New York 7, N. Y. 














ENCRUSTERS 
STONE ENGRAVERS 
Ruby and Onyx Drilling 
Special Orders 


BRAUNFELD & MEHLMAN 


108 Fulton St. New York 7, N. Y. 

















PERUVIAN 
STERLING SILVERWARE 
925 fine 
Handmade Bracel 

cast or filigree 


} ; 
3G sehold co 
usenold ¢f 


Orders attended by Air Express 


Write by Air Mail to 


ENRIQUE KAUFMANN ROOS 


P.O.B. 886, Lima, Peru 





PLATINUM CASTING 
Specializing in Ring Mountings 
CLEANER RESULTS 
Filing and Polishing if Desired 
HARMONY JEWELERS 


60 Branford PI. Newark 2, N. J. 














ATTENTION 


MANUFACTURERS & JOBBERS 
Depend on us to do your contracting 


Our ty is Ladies’ & Gents’ 
ast Rings and Findings 
Prompt and Courteous 


SUPERIOR JEWELERS 


170 East 51st St. New York 22, N. Y. 
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Earrings in various patterns in 14 KT 
Green and Red Gold 
St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 

ve Knot Ring—14 Kt Red and Green 
old Combination in four sizes; r- 
} Sings, Cuff Links and Studs to match 
u—> ier qooempmehensive line of 

~~Geld, Platinum and Enam- 

eled Novelties, including 
Vantty, Cigarette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO.. Inc. 
Manufacturers 
64 West 48th Street 
New York 








ATTENTION ... 


Manufacturers—Jobbers— 
Retail Merchants ... 


who have any surplus merchandise pertaining 
to the jewelry business. We are in the position 
to sell your surplus or discontinued merchan- 
dise for you, and get the TOP DOLLAR. 


We conduct an AUCTION SALE monthly and 
we have a fine clientele of over 100 good live 
buyers that attend our sales and are fighting 
for merchandise. 


We invite you to come up and attend our 
sales and see how they are conducted. 


— OUR CHARGE IS VERY NOMINAL — 
@ NO LOTS TOO LARGE OR TOO SMALL e 
. Industrial Natl. Bank hi 
Ref: yee mg Pom i, — 


HARRY WEISZ & CO., Auctioneers 


39 S. State St. Chicago 3, Ill. Dearborn 1684 








CULTURED PEARL 


NECKLACES 
IN QUANTITY 


THE ALBERT FAIR CO. 


30 ROCKEFELLER PLAZA, N. Y. 











LAPIDARY, INC. 
MFRS.OF SYNTHETIC RUBIES 


1}OO WEST 43R° ST. 
NEW YORK 18,N.Y. 
ROOM 306 


PHONE: CHELSEA 3-0250 














Celebrates 75 Years 


Louis Stern Co., Providence Firm, 
in the Business 












Through three wars and the recon- 
struction periods that followed, through 
four depressions, through good times 
and bad, the Louis Stern Company, of 
Providence, Rhode Island, has charted 
a business course that has today brought 
it to its 75th birthday. The company 
thus joins an elite circle of jewelry firms 
who have attained this age through 
sound business practices, service to cus- 
tomers and an ability to determine the 
needs of a fickle fashion market. 

After the smoke and dust of the 
Civil War had settled, the late Louis 
Stern, founded the business in 1871 in 
Providence. His were the ambitions of 
all businessmen of those days—-to found 
solidly and to build on the faith they 
held for the future greatness of America. 
He was the active head of the firm 


until his death in 1930. 

At that time, the management passed 
now 
has 


to Paul M. Stern, 
the company, who 


president of 
directed the 


PAUL STERN 





affairs of the firm along the same estab- * 


lished lines which accounted for the 
growth of the business. 
From the one room, which housed the 





Robinson & Sverdlik Sponsor 
Good Will Luncheon 
To Hindu Exchange Students 


As part of the program of making 
advanced educational facilities in the 
United States available to promising 
students from other parts of the world, 
approximately 400 young men from In- 
dia are now in this country studying vari- 
ous advanced scientific courses. Some 
20 of these are students at the Brooklyn 
Polytechnic Institute, Brooklyn, N. Y. 

Ihrough a chance encounter, Barnett 
Robinson and Aaron Sverdlik, of the 
stone importing house of Robinson & 
Sverdlik, Inc., who, of course, have many 
connections in India, learned of this 
situation and as a good will gesture of 
international amity, tendered a luncheon 
to these young men at the Waldorf- 
Astoria Hotel on Monday, April 22. 

Dr. Kirk, dean of Brooklyn Poly- 
technic, acted as chairman of _ the 
luncheon, introducing the speakers who 
were Dr. Harry S. Rogers, President 
of the Institute, and Dr. Sundaram, a 
prominent Indian educator, who is the 
representative of that country in arrang- 
ing for the educational facilities of In- 
dian students here. 

Both speakers emphasized the value. 
of international exchange of ideas and 
education—a movement which they de- 
clared was indispensable in fostering 
international good will and cooperation. 

Guest of honor at the luncheon was 














———_ 
young firm in its early years, the 

has been expanded from time to i 
It now occupies a modern two-sto 

brick and concrete building which jt r 
chased in 1929 and has occupied A sac 





The company also maintains offices jp 





The Lustern factory in Providence grew from one 
room in 1871. 


Philadelphia under the direction of 
President Stern who covers the country 
west of the Mississippi; and in New 
York under the direction of Leonard 
Meyers, who covers New York State 
and the east coast. 

Vice President and general manager 
is Arthur Kaplan, who fills in over 
much of the territory not cared for by 
the other men. He is assisted by Saul 
Sadow in his capacity of assistant gen- 
eral manager, who also covers the trade 
in New England and the south. 

All Louis Stern’ merchandise js 
originally created by Lawrence M. 
Bayan, factory manager and designer, 

The company gained its first national 
recognition as the maker of the famous 
“Wristacrat” watch attachment. In re- 
cent years the lines have been expanded 
to include popular jewelry items such 
as “Glamour” expansion bracelets and 
“Lustern Hand Crafted” jewelry; 
“Dainty Maid” children’s jewelry and a 
complete line of rosaries and crosses. 


Mrs. Wendell Willkie to whom and her 
late husband for his work in behalf of 
international understanding, special trib- 
ute was paid, though Mrs. Willkie, at 
her own request, was not called upon 
for a speech, 

The young men showed a remarkably 
good grasp and understanding of the 
American scene and American ideas and 
if, as is probably the case, they are 
typical of the students now coming from 
their country, their stay here will u~ 
doubtedly send them back to their own 
land well equipped to intelligently in- 
terpret United States to India and s 
help to cement mutual good will. 











Indians Set up Standards for 
Handmade Navajo Silver Jewelry 


From now on, tourist purchasers of 
Indian jewelry can be sure they’re get- 
ting the real McCoy. 

The United Indian Traders Associa- 
tion March 27 announced its code of 
standards for genuine hand-made Navajo 
and Pueblo Indian jewelry, and pre- 
pared to license use of its stamp and 
mark on silver in order that quality 
hand work can be readily identified. 

The mark will consist of the initials 
of the group, UITA, with an arrow- 
head breaking the letters in the center. 
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STRANGELY ENOUGH 





by Walter Galli | 











PAYMENT WAS FIRST INTRODUCED 
AT THE TURN OF THE (9 +h CENTURY BY 
ELI TERRY, AMERICA'S PIONEER CLOCK- 
MAKER -- WHEN HE DISCOVERED 

THAT THE LOWEST PRICE HE COULD 
PUT ON HIS CLOCKS -- TWENTY-FIVE 











DOLLARS -- WAS TOO STEEP FOR 


SUBMITTED BY MRS. NELL GENDER 
379 EAST 10 th Sti ,NEW YORK,NY. 





MANY PEOPLE ..-- se off 





CECIL JOHN 


PIPL ESS 2 


WHO, DURING HIS LIFETIME, & 
WAS CALLED THE UNCROWNED 
KING OF THE WORLD OF 
DIAMONDS , MADE MUCH 
OF HIS VAST FORTUNE 
BY POPULARIZING THE 
NOW WIDESPREAD 
FASHION OF ACCEPTED 
SUITORS BUYING 
FIANCEES DIAMOND 
ENGAGEMENT RINGS -- 
WHILE HE HIMSELF WAS A 
WOMAN HATER , 








THANKS To C.M.LITTEL JOHN 
918 I2th AVENUE --- 
NORTH SEATTLE 2, WASHINGTON 





fn, ANCIENT ROME, WHEN A 
SLAVE WAS FREED,HE WAS 
GIVEN AN IRON RING TO 
WEAR ON HIS FINGER AS A 
PERPETUAL REMINDER OF HIS 
FORMER SERVITUDE --ONLY 
CITIZENS WERE PERMITTED 
TO WEAR GOLD BANDS £22 
CONTRIBUTED BY JOE EIN BINDER... 
Y2 NO. JONATHAN ST. , HAGERSTOWN, MD, 


























SPECIAL SPECIAL 
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810 — $36.00 end -- $48.88 


RUBY-DIAMOND GENTS’ RINGS 
ALL PRICES KEYSTONE 


GEMCRAFT JEWELERS 
87 NASSAU ST., N.Y. 7, N.Y. 

















Charles A. Parker New President 
Maiden Lane Historical Society; 
Elected at Annual Meeting 


The annual meeting of the Maiden Lane 
Historical Society was held in the office 
of Alpheus Brown, retiring president, 
at 15 Maiden Lane on March 28. It 
was decided to hold the annual dinner, 
as usual, this Fall. ‘The place and date 
are to be decided by the dinner com- 
mittee. 

It was also decided to hold the 1947 

annual meeting and election of officers 
at the place decided for the dinner. 
The following officers were elected to 
serve until March, 1947: Charles A. 
Parker, president; G. H. Niemeyer, 
Joseph D. Little, William I. Rosenfeld, 
William Post Sackett, M. Tishman and 
Otto D. Wormser, vice presidents. 
_On the board of trustees are Ben- 
jamin F. Biffar, Frank P. Brennett, 
Sigmund Cohn, Henry E. Hyde, Frank 
Jeanne, Walter N. Kahn, F. J. Me- 
Cormick, Charles Siegman, Frank P. 
Somes and Frank E. Whitaker. His- 
torian is Albert Ulmann; _ secretary- 
treasurer is Edwin H. Dean. 
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| WAA Sells Hamilton Back its 


Railroad Watches On Condition 
They Sell Them to Train Men 


The War Assets Administration has 
agreed to sell 768 Hamilton railroad 
watches back to the Hamilton Watch 
Company. 

Answering an appeal from the watch 
company for a quick distribution of 
these special timepieces to authorized 
time inspection services and to veterans 
and others badly needed in key rail- 
road positions, WAA has turned the 
lot back to the company at the original 
cost price to the government of $21.22 
each, or for a total of $16,297. They 
were recently declared surplus by the 
Army Ordnance Department. 

The company has agreed to make an 
immediate and equitable distribution of 
these 21 jewel watches to authorized time 
inspection services, with the understand- 
ing that they will be sold only to pros- 
pective or present railroad employees 
who must have them to obtain or re- 
tain jobs. 
























ED FREED’S 
ORIGINAL CHINESE MODERN 
PEDESTALS 

A real smart set! They’ll 
glamorize Gifts, Radios, Jewel- 
‘ dry, anything, anywhere, perfectly! 


Swedish Blonde wood bases, Crys- 
tal Plate tops. 13” one has 15” 
dia. top, other 2 (6” and 9”) 
have 10” dia. tops. My - 
“Trio” costs only $17.70! 


Avenue of the Americas, New York 19 








GOLD 


and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 
Removing of Engravings po 


WM. HERTEL&CO., INC. 
Silversmiths & Platers 
17 W. 45th St. 
New York City 


“28 years at the same 
address” 





13 
( Before) 
(After ) 




















THE EXCHANGE WATCH 
REPAIR CO. 


155 Canal St., New York 13, N. Y. 
is in a position to accept a limited num- 
ber of new watch repairing accounts. Ten 
Day Service. 
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K. NYGAARD 


Formerly 


srg PARIS 


NEW YORK 
GENEVA 
Jeweler and Model Maker 
Platinum — Gold — Palladium 


High Class Hand Made and 
Mfg. Jewelry and Watch Cases 
for 


Retailers ¢ Manufacturers 
Stone Dealers @ Jobbers 


42 Bank St. Waterbury, Conn. 

















GEMOLOGY—DIAMONDS 


The only complete course in gemology, 
the science of all gem stones. 

Special courses in diamonds. Courses 
in all jewelers’ merchandise except 
watches. 


GEMOLOGICAL INSTITUTE OF AMERICA. Inc. 


Dept. J-5, 541 S. Alexandria, Los Angeles 5, Callf. 











NICKEL SILVER 
PHOSPHOR BRONZE 
THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 








WATCH ATTACHMENTS 
14 D 


K. GOL 
POPULAR PRICES 
Immediate Delivery 


Sy | avn pewe by Ee 


580 Sth Ave. New York 19, N. Y. 








6 ee Fe oe 


Karat ro den Ste rg 

end STERLING SILVER 

REAL STONE JEWELRY 

W. £&. RICHARDS CO. 
AT ASS 


TLEBCRO M 








FINE STERLING 
HOLLOWWARE 
and 
4 AUTHENTIC ANTIQUE 
REPRODUCTIONS 


o> DIMES co 


72. K STREET 
BOSTON, MASS. 











| see something more expensive. 


q ‘the April meeting of the Eastern 
Guild of the American Gemological So- 
ciety was one of the most successful of 
the season, with both the beginners’ and 
advanced groups meeting together on 
the 11th at Massachusetts Institute of 
Technology under the leadership of Dr. 
Frederick K. Morris. Professor Morris, 
who conducted the gem course at Col- 
umbia for many years, gave over the 
whole evening to the topaz and topaz 
quartz, bringing out many unusual 
points. At the May meeting, Professor 
Morris will be joined by Prof. Cornelius 
Hurlburt, of Harvard University. The 
meeting will be held in the Peabody 
Museum, and one of the features will 
be the exhibition of a large crystal, only 
one of its kind in the world, which is 
insured for $20,000. 

q Harold ‘Il. Partridge, of Trefry & 
Partridge, has been hobbling around on 
crutches for over a month, due to 
broken muscles in one of his legs. He 
hopes to discard the crutches in time 
for the Massachusetts-Rhode Island 
Jewelers meeting at the Parker House. 


| q Mr. Partridge announced that Trefry 


& Partridge have taken over the old 
Hodgson-Kennard store in the arcade 
at Magnolia, Mass., and during July and 
August the firm will operate a branch 
store there—one of the most exclusive 
shopping centers in the United States. 
q Members of the Massachusetts & 
Rhode Island Retail Jewelers Associa- 
tion held their annual meeting at the 
Parker House on April 24—details of 
election of officers, etc., to be published 
next month, due to deadline of this 
issue. 

q In a reconversion move, due to the 
shortage of silver and other supplies, 
the William J. Orkin firm, 1003 Jewel- 
ers Building, is adding a new wholesale 
line of mountings and rings, among them 
several of their own special designs. 

q On the evening of April 6, a man 
wearing the uniform of an Army Ser- 
geant, entered the Taft Jewelry Com- 
pany store, 1120 Main Street, Campello, 
Mass., and asked to see some diamond 
rings. Scorning the first trayful shown 
him by Hialmar Bystrom, he asked to 
When 


| these were shown, he seized the tray 





and made his escape in an automobile 
parked outside. Mr. Bystrom furnished 
police with the man’s description. 

@ The firm of Poor Brothers, 196 Union 
Street, New Bedford, has remodeled the 
inside of their store and installed a new 
front and show windows. 

q Adolph Schultz, New Bedford jeweler, 
has moved from his former Union Street 
location to a new place in the First 
National Bank Building. 

q Barnes Brothers, Fall River, are re- 
ported to be planning complete remodel- 
ing of their store on South Main Street. 
@ Charles A. Wood, East Greenwich, 


R. I., jeweler, has advertised his busi-. 


ness for sale, planning to go into semi- 
retirement and concentrate on his sum- 
mer camps during the coming season. 

4 Two rvopular young men in the Jewel- 
ers Building have just joined forces. 





BW ENGLAND 











Murray Kk. Lourie, for some ‘ 

Nathaniel I. Goodman, ine, be with 
into partnership with Frank G - 
recently with the repair depar 

Louis A. Jacobson, and be roe pe 
the place formerly occupied by David 
Goldwasser. The firm will now he 
known as Greene & Lourie, Inc. Room 
610 Jewelers Bldg. 

q Lawrence Lait, brother of Maurice 
Lait, of the Style-Rite Novelty (po 

Jewelers Building, is now out of the 
armed services and has opened his own 
place in Old Town, Maine, to be known 
as Lait’s Jewelry Store. 

q Edmund W. Kirby, of the Jewelers 
Building, was operated on recently at 
the Wayman House, Cambridge Hog. 
pital, and was reported to be convalege. 
ing in fine style. 

q Philip J. Webber, formerly with 
Henry J. Solomon in the Washington 
Building, has joined the New Harkins 
& Murphy Company as a salesman in 
the New England territory. 

q Members of the various teams in the 
Boston Jewelers Bowling League were 
rolling their last strings during April, 
getting in fine shape for the annual 
dinner, entertainment, and awarding of 
prizes which was to take place at the 
Hotel Gardiner on Saturday, May ll. 
Election of new officers for the coming 
fall and winter season also was to take 
place at this meeting. Final scores and 
names of prize winners will be an- 
nounced at that time. 

q Avard T. Purdy & Company, of Gard- 
iner, Maine, recently remodeled their 
complete store, reopening at 236 Water 
Street on April 15. 

4 New mahogany partitions, wall cases, 
and show cases have been installed in 
the E. H. Saxton Company, Inc., in the 
Washington Bldg., with Carl Lawton 
now enjoying a private office behind one 
of the partitions. New flooring and 
other fixtures are being installed. 

q According to Mrs. Addie Fiske, 
Goodell, of Epping, N. H., returning 
recently from a southern trip, plans 
are under way for the annual meeting 
of the New Hampshire Jewelers Asso- 
ciation which will take place June 2 
and 30 at the Hotel Wentworth, New- 
castle, N. H. 

q Louis F. Marcou, of Malden, Mass., 
recently purchased the building in which 
his jewelry store is located and plans 
to enlarge the size of his place, remodel- 
ing extensively, and adding a line of 
silverware and gifts. 

4 Because the building in which Roland 
Ketvirtis &-Company is located at 312 
Broadway, South Boston, has been sold, 
the store is planning to move within 
the next three or four months to 4 new 
place at 379 Broadway. 

4 The F. W. Paris Silver Company, 36 
Bromfield Street, was sold out recently 
to Leo Jacobson, formerly with Gordon 
Brothers jewelry store. 

4 John N. Nelson, working inside dur- 
ing the war with the Boston branch of 
Swartchild & Company, Washington 
Bldg., has now gone on the road, cover 
ing the New England territory. William 
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ond has taken over the manage- 
the branch. — a 
Samuel Berman, with Joseph Gann, 
A Bldg., has gone on the road, 
Washingt Ww iengland 
ne ew Lk , 
re fluorescent lights and other fix- 
at have been added in the Harry 
Parrits & Brother store in the Washing- 
ton Building. This firm is making plans 
for the celebration of its 25th anniver- 
sary in June. aa 
The firm of Herbert W. Stranger, 
Washington Bldg., dissolved on April 
g, and was incorporated | at the same 
time as the Herbert W. Stranger Com- 
y, Inc. with Mr. Stranger as presi- 
dent and treasurer; Mrs. Ethel Stranger, 
assistant treasurer and clerk ; and 
Robert G. MacLaren named as director. 
The firm has added a new salesman for 
the New England territory, Kenneth 
ebb. 
ar eens Watch Repair Shop 
opened formerly on March 29 in Room 
1004, Dexter Bldg., 453 Washington 
Street, Boston. 
(Myron L. Hinckley of Middleboro, 
Mass, has taken his son Richard G. 
Hinckley into the business and the firm 
is now known as M. L. Hinckley & Son. 
¢ After several years inside, George J. 
Murphy has gone on the road in the 
New England territory for Henry J. 
Solomon, Washington, Bldg. 
4 Ab Cantor, formerly with Day’s, Inc., 
Portland, Maine, store, has opened a 
store on Elm Street, Manchester, N. H., 
to be known as Robert Jewelry. 
q Lemay Brothers jewelry store, 1217 
Elm Street, Manchester, N. H., recently 
suffered severe damage by fire. 
q Herman Hirsch, formerly manager of 
Day, Inc., Biddeford, Maine, store, has 
opened his own store in Biddeford, to 
be known as Paul’s Jewelry Store. 
4 Lioyd Brown, formerly with J. Walter 
Tapley, Presque Isle, Maine, doing watch 
reptair work, has opened his own store 
in Presque Isle. 
q Henry Kahn bought out the Mystic 
Jewelry Company, Medford, Mass., on 
April 1, and is still retaining the firm 
name. 
q The E. B. Horn Company, Inc., 429 
Washington Street, Boston, has been 
newly decorated inside. 
4 Fdwin Forsberg, formerly with a 
Copley Square jewelry firm, is now with 
the Silver Department at Smith-Patter- 
son Company. Harriet Matheson, of the 
same firm’s watch department, has left 
the company, her husband returning 
from service overseas. John “Nick” Car- 
ter, of Smith-Patterson’s watch depart- 
ment, has left to take up professional 
golf in Maine during the summer. 
q On April 10, in a public auction sale 
of city-owned property, the land and 
building at 9 Park Street was purchased 
for $62,000 by Karl H. Healer, a part- 
ner in the jewelry firm of William Bond 
& Son, which occupies the first floor 
of the property. 
q Irons & Russell Co., emblem manu- 
facturers, have completely remodernized 
their office, carding and shipping rooms. 
About 2000 square feet of floor space is 
affected. 
( The Government-imposed construction 
curbs nipped in the bud the plans of 
several jewelry manufacturers in Prov- 
idence to build their own plants. Manu- 
facturing space continues virtually im- 
possible to find and rentals on most exist- 
ing floor space are pretty stiff. 
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q The International Jewelry Workers’ 
Union was approved as the bargaining 
agent for employes of the Ostby & Bar- 
ton Company plant at Providence. One 
hundred and forty-six employes favored 
the union and 82 voted against it. 

q A small diamond in its natural form 
was included in a display of more than 
100 mineralogical specimens exhibited at 
the Rhode Island Science Fair, organ- 
ized by Rhode Island secondary school 
teachers and supported by the Provi- 
dence Journal Company. The mineralog- 
ical collection, shown by a 15-year-old 
student, also included a small gold nug- 
get from the Yukon gold fields. 

q For the first time in years Providence 
jewelry stores were advertising Amer- 
ican made watches. Three stores used 
the local press to advertise Elgins. 

q Another wave of jewelry plant rob- 
beries swept Providence last month. 
Among those robbed were Renzi Manu- 
facturing Co. at 30 Ormsby Avenue 
where thieves forced 


a.safe and took | 


deccrative stones and metal valued at | 


$673. The thieves then descended a fire 
escape to a window of the second-floor 
shop of the B. and J. Pearling Company, 
forced open a window, opened a safe 
and get jewelry valued at $645. Also 
entered was the C. and C. Plating and 
Soldering Co., 187 Dean Street, where 
two watches valued at $140 were taken. 


q The Providence press dropped foreign | 


news from the lead position to feature 
the shooting of Christopher L. Migliaccio, 
president of Hingeco Vanities, Inc., 
here. Migliaccio, who suffered two 


wounds in the stomach and one in the | 


finger, told police that he was alone 
in the house when the door bell rang 
at his spacious home, the former Cherry 
Estate in Cranston. The gunman asked 
if there was any one else in the house 
and warned Migliaccio to make no noise. 
He then fired three shots. The victim, 
holding his abdomen, walked to the tele- 
phone and called the police, his brother, 
Dr. Anthony V. Migliaccio and the 
caretaker of the estate. He was taken 
to the hospital where his brother im- 
mediately operated. He is reported re- 
covering although he was severely wound- 
ed. In December of last year, Hingeco 





was fined $31,000 for blackmarket silver 


operations. 

q Two of the largest jewelry stores in 
Providence are included in a group of 
36 stores which on April 22 began Mon- 
day closings. They are Tildén-Thurber 
and J. A. Foster Co. Among the jewelry 
stores to remain open on Mondays are 
Baird-North, Berren’s, Gerber’s, Kay’s. 
Krasnow, Michaels-Bauer, Roger’s Jew- 
elry, Whalen Jewelers, Whitney, and 
Gilbert’s Jewelry. The stores closing 
on Monday claim that such a setup will 
give their employes two consecutive days 
of rest and that Monday closings during 
July and August of other years showed 
that Monday closings did not appreciably 
inconvenience the public. It was also 
said that the Monday closings would 
permit customers to deal with their own 
favorite salespeople. Those stores re- 
maining open Mondays said that the pub- 
lic had a right to shop any day it pleased 
and so they are open Mondays. They 
added that many of their employes are 
on a five-day week and are able to choose 
their days off. They also said that it 
would be more convenient for them to 
close Mondays but that they were think- 
ing first of the convenience of their 
customers. 
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Emblem Jewelry 


32nd DEGREE RINGS 
MASONIC RINGS 
EASTERN STAR RINGS 
Also available, excellent designs in 
Gents Diamond Mountings, Stone 
Set Gents Rings, Emblem Pins and 
Buttons, Cameo Set Rings. 
Inquiries Invited 
546 S. Meridian St. + Indianapolis 4, Ind. 
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THE SOUTH 


q Robert L. Humphreys, Jr., after 18 | Island of Crete and then in the jungles 




















































months in the Army Air Forces, a | of Burma in the Pacific war theater, 
returned to Paris, 'Tenn., and has bough Arthur Reibetanz has 
an interest in the Murray Jewelry store, » me ot ie Henneges teks lil 
of which he was manager for 13 years pany, one of Baltimore’s most vena 
prior to enlistment. Name of the firm retail jewelers. Mr. Reibetanz erable 
has been changed to Murray-Humphreys the firm not long after the death’ ot @ 
Jewelry Co., and Humphreys will re- Howard Millikin last year, and his eleg 
sume management of the store. tion took place at a recent meetin p 
q Work of remodelling a part of the stockholders. The new head of the house 
ground floor of the Empire Building, has behind him an impressive record of 
160 Madison St., Memphis, Tenn., for achievement. He began his career ag 
eaturin occupation by A. Graves and Steuwer | a youth with Samuel Kirk & Son, jewel- 
G eee Co., jewelers, has been in progress for | ers and silversmiths. He remained with 
some time and manager Eugene E. Lott that organization for 19 years and was 
PRECISION and plans to move to the new location about | later pg se with the Fetting Com. 
ADVANCED D - S | G N May a. | pany in altimore, 
q The Darden-Smith Jewelry Co. a new , 4 Philip Barr of Barr Bros. Norfolk, 
AT firm, opened for business in Covington, | a = r. n —— - rere 
Tenn., April 1. A charter of corpora- | ‘!ty, “d., were among the out-of-town 
P 0 P ui i A R P R C E 5 tion vate’ Hal Gerber, Robert Udeison, | visitors at Max Kohner, 21 West Balti- 
and R. A, Zanone as incorporators. The | more St., Baltimore, last month. 


same principals own Darden-Smith | q Leon Engel of J. Engel & Co, is 


























Distributed By Jewelry Co. in Memphis. | spending a vacation in Florida. 
q Ed Howard and D. E. Grisson, of q Jural Jewelers, Inc., of Frederick, 
Columbia, have bought the jewelry store = Md., is the name of a corporation char- 
in Franklin, Tenn., formerly owned and tered under the laws of Maryland, The 
operated by C. C. Breese, and have incorporators of record are Milton M, 
changed the name to “The Franklin ' Cohen and Norma Cohen of Harris- 
Jewelers.” Mr. Breese will continue to burg, Pa., and Mary C. Cohen of New 
Baltimore 1, Md. operate an optometric department in York City. 

| the store and former employees, Miss — 

Lucile Lawrence and Mrs. Marshall Lig- Atl 2 Goonia aa 
gett, will continue with the new man- Benrus watches to “Babe” Ellis est 
agement. Mr. Breese had owned and Bill Ayers, outstanding offensive and 

SOONER THAN vou THINK .. . operated the store for the past forty defensive Atlanta Cracker players se- 
satan lected by a commitfee of sports writers 

max KOHNER 4 George R. Harding, with Edwards & on the Southern League opening day. 

WILL BE READY LeBron jéwelry store, Chattanooga, The presentation was made by Lt 
Tenn., since 1924, has been made gen- Commander Herbert J. Kanter, pinch- 

T0 SERUE VOU! eral manager of the store, according to | hitting for his dad, George Kanter, man- 
an’ announcement made by Reuben L. ager of Schneer’s. 

; Hudson and Raymond C. McCarthy, q The Bernstein Jewelry Co. of Mem- 
limited partnership owners. He _ suc- phis, Tenn., reopened April 12, following 
ceeds Mr. Hudson as manager. extensive remodeling and modernizing 

Following Mr. Harding’s recent dis- of the store. Two new departments 
charge from the armed services, he established are for musical merchandise 
supervised the complete remodelling of and luggage. 


the store. Changes in the sales space 
were effected to permit the opening of 
| a radio and appliance department which 


| fronts on Broad Street. Mr. Harding 

is first vice-commander of Summers- MEE THE 

| Whitehead Post of the American Legion 

and a member of the board of governors 
BIG NAMES! 


of the Optimist Club. 

q Edwards & LeBron, considered one of 

the South’s better jewelry stores, has | f 

been in continuous operation for 75 (See Page 160) 
years. F. W. Edwards bought into the 
firm of E. P. Durando Co. in 1895 and U Ms) JEWELRY: C0 
O. K. LeBron. bought Mr. Durando’s in- Us ’ " 
terest in 1898. WHOLESALERS 
BALTIMORE-1, MD. 

















q Harry Busch, jeweler, has been named 
general chairman of the Knoxville 
(Tenn.) Jewish Welfare Fund campaign. 
He succeeds Max Friedman, also a local 


jeweler. 
ieee Logan, head of the electrical ALBERT S. SMYTH C0. 


appliance department of Perel & WHOLESALE 
Lowenstein, Memphis, has returned to m ES 
er his position following his discharge from DIAMONDS - WATCH 
4m insTITUT’ the Armed Service. With the U. S. @ JEWELRY ® 
Army as a radio technician, Mr. Logan 5 HOPKINS PLACE, BALTIMORE, MD. 
suffered wounds in fighting near the -—— 
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On the West Coast 


Philadelphia 
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Si M. Rodd is proprietor of a 
( eveky store in the Insurance Ex- 
oh fe Bldg., Long Beach. Previously, 
Prag with Benjamen-Irving, Long 
Beach jewelers for the past five years. 

tin Yudeleitz has bought and com- 
om remodelled the jewelry store 
Previously owned by A. De Paemelaere 
at $42 Gardena Blvd. in Gardena for 
the past five years, Yudeleitz was in 
charge of the watch repair department 
in the King Jewelry Santa Monica store. 


At the annual election of the 24 
Karat Club of Southern California the 
following officers were elected: presi- 
dent, Max Strasburg, retail jeweler of 
Hollywood; vice president, Arthur P. 
Care, E. W. Reynolds Co., Los Angeles; 
Secretary, Herman Siegel, Hale J ewelry 
(Co., Los Angeles; Treasurer, Walter 
Dorrer, Highbee & Dorrer, Los An- 
geles. Elected to the Board of Direc- 
tors were James A. Apffel, I. Berhstock, 
Joseph A. Friedman, Joseph Korsen, 
Carl Howland, Arthur Michaels, Eman- 
ual Lippett, and Robert Thorne. Ben 
Shapiro (Leroy Jewelers) retiring presi- 
dent was presented with the gavel he 
used while head of the club by Her- 
man Siegel. The treasurer’s report 
showed a $15,000 balance, while the 
secretary reported a steady increase 
of selected members. The club endorsed 
the plan of the J.I.P.B. as presented 
vy A. Waters Schwab with individual 
nembers signing financial support. 


qJoha Atkinson has opened a jewelry 
store at 227 E. Broadway, Long Beach. 
He has recently been discharged from 
the Navy and held the Lt. Commander 
rank. Before entering the service he 
was a precious stone dealer in Orlando, 
Fla. 

q E. W. Walters, who operated in De- 
troit, Mich., from 1928 until recently, 
has opened a wholesale diamond and 
jewelry business in the Jewelers Trade 
Bldg., Los Angeles. 


q Zella Kennell, a jewelry designer for 
several large Los Angeles firms, now 
has her offices at 707 S. Broadway. 


q Morris P. Wallis has moved into his 
new store at 144 Locust St., Long Beach, 
Calif. 


q Ben Ellis and Ray Wander have 
bought the Gilsan Jewelry Store at 1536 
Sunset Blvd., Los Angeles and changed 
the name to Lord’s Jewelers. Ellis pre- 
viously was with the Lord’s Jewelry Co. 
in Detroit. 


¢ Morris Goodman has been transferred 
from the management of the Gensler- 
Lee store in Fresno, to the new Gensler- 
Lee store in San Pedro, Calif. 


q Mathews Jewelry Manufacturing Co. 
have moved into their new building at 
1155 N. McCadden PI, Hollywood, Calif., 
from 4513 Sunset Blvd. 
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q Joseph Bechtel & Company under- 
went a reorganization recently as the 
result of the death of its founder and 
president in March. At the meeting of 
the board of directors F. Clarke Bechtel 
was elected president and _ treasurer; 
John Oberholtzer, vice-president; Earle 
S. Bechtel, secretary and assistant treas- 
urer. 

q Herman Kornfeld and Herman Wax- 
man, both veterans of World War 2, 
have formed a partnership and have 
opened a diamond setting shop at 702 
Sansom Street. 

Samuel Lashof, wholesale jeweler, of 

7th and Sansom Streets, has been ap- 
pointed chairman of the Red Cross Drive 
of the wholesale jewelers division and 
has shown an increase in subscriptions 
over last year. 
q D’Emilio moved his watch repair shop 
from 713 Sansom Street to new and 
larger quarters at 714 Sansom Street. 
q Lichty’s Jewelers have moved into 
new quarters at 15th and Chestnut 
Streets. 





q J. Biefeld & Co. 135 S. 8th Street, | 
have added Norman Fine to their sales | 


force. 

Armand Jacoby, wholesale jeweler at 
713 Sansom Street, has made arrange- 
ments to enlarge his office by taking 
in the room next to the present office. 

q Aisenstein & Gordon, wholesale jewel- 
ers of 712 Sansom Street have renovated 
the interior and redecorated the exterior 
of their building. 

q Swiss Watch Material Company, of 
726 Sansom Street, have moved to larger 
quarters at 706 Sansom Street. 

q Nathan Barsky, 708 Sansom Street, 
is making plans to remodel his store. 
His son, Harold, has just returned from 
overseas duty with the armed forces 
and plans to join the firm after a short 
vacation. 

q Watchmaster-watchmakers of Amer- 
ica, group 12 was entertained this month 
by Mr. and Mrs. C. K. Johns of New 
York City. Mr. Johns explained the 
intricate working of the perpetual calen- 
dar clock which he constructed. H. Ped- 
rick, H. Holt, G. Baitzel, E. Mayall, E. 
Young, E. Miller and E. Zettlemeyer, 
all members of the group, spent a pleas- 
ant day in the company of Mr. and Mrs. 
Johns. 


q R. Prunty, E. Miller, E. Young are 
now members of Watchmaster-watch- 
makers of America, group 12. Certificates 
were presented to them for rating a 
watch to five second or less in five posi- 
tions. 


q The Orloff Company, wholesale jewel- 
ers, formerly Mickey Orloff, moved to its 
new modern offices and showroom at 706 
Sansom Street on Friday, March 22nd. 
The offices were completely rebuilt with 
false ceiling to take direct lighting, and 
the showrooms feature fine walnut fix- 
ture work, panelled walls, and drop 
counters, where customers can sit while 
examining the merchandise, between all 
showeases. Expanded business activity 
necessitated the move to larger quarters 
and an increase in the sales force. The 
firm celebrated the grand opening with 
a catered cocktail party which was at- 
tended by six hundred friends, mem- 
bers of the trade and factory representa- 
tives. 
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GOLDBERG & POSSOFF 


S. GOLDIN & CO. 
124 South 8th Street 
Philadelphia 7, Pa. 
WATCHMAKER'S TOOLS & MATERIALS 
JEWELER'S FINDINGS & SUPPLIES 
DISTRIBUTORS 
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1015 Chestnut St. 
22 West 48th St. 
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Mountings and Wedding Rings 


sin Risintiea Philadelphia | 








CENTRAL WATCH MATERIALS 
& SUPPLY CO., INC. 


Watch Materials — Jewelers Supplies — 
Watch Cases and Dials to Match 


SPRING RINGS and SISTER HOOKS 
In sterling silver and yellow gold filled 


JUMP RINGS 
in sterling silver and yellow 


134 So. 8th Street, Phila. 7, Pa. 














Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somerset Streets 
PHILADELPHIA, PA. 
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q Abraham A. Soep, head of the Abra- 
ham Soep Diamond Cutting Co., of 
Amsterdam, recently spent a few weeks 
in Chicago getting acquainted with the 
trade and visiting the offices of Son & 
Prins Co. in which he has a partner- 
ship interest. This was Mr. Soep’s first 
visit to America. He reports that while 
he now employs only about 80 cutters 
as compared with 150 before the war 
conditions are rapidly becoming normal 
with more and more cutters returning 
to their jobs in Amsterdam. 

q Emil Noel, jeweler at 29 East Madi- 
son St., made an airplane trip of a 
week to New York, accompanied by Mrs. 
Noel, to celebrate their 40th wedding 
anniversary on April 25th and his 40th 
year in the jewelry business. 

q Alvin Lauschke, Thos. J. Dee & Co., 
Chanticleer of the Golden Roosters of 
Chicago, has announced that the Roosters 
will again frolic all day at Sportsman 
Golf Club, Northbrook, on Thursday, 
June 27th at which time a number of 
candidates will be initiated. 

q The Chicago Jewelers Association is 
scheduled to hold its all day golf outing 
at Westward-Ho golf club on Tuesday, 
June 18th and any one in Chicagoland 
arranging an outdoor event in June may 
reasonably expect rain on the 18th. 


q Jack Lebow, diamond importer and 
jewelry manufacturers representative, 
recently moved from 39 South La Salle 
St. to Suite 1101, 81 North State St. 


q About 75 members of the Chicago 
Jewelers Club and guests enjoyed a 
sumptuous turkey dinner and plenty of 
refreshments in the club rooms on Club 
aight, Tuesday, April 9 and remained 
until a late hour to enjoy billiards, pool, 
cribbage, gin rummy and poker. 

q Thomas W. Stanek, 29 East Madison 
St., Chicago, diamonds, diamond jewelry, 
platinum and gold mountings and special 
order and repair work, has discontinued 
the latter department and will devote 
his entire effort to merchandise. His 
special order and repair department has 
been taken over by S. Lazarus & Sons, 
123 North Wacker Drive. 

q Joe Rosenbach, who has been asso- 
ciated with the sales department of the 
Illinois Watch Case Co. and its Elgin 
American division, retired on April 1 
after 35 years of continuous service. 
During the entire period of his employ- 
ment he represented the company in the 
New York metropolitan area and eastern 
territory. 

q On April 9 Federal Judge Walter J. 
LaBuy ordered Morris and Dorothy 
Montag, operators of Montag Co., 19 
South Wells St., Chicago, to pay $1,000 
for overceiling sales of domestic and 
Swiss import watches and to keep proper 
records in a judgment and injunction 





| entered on petition of Chicago Metro- 
| politan area O.P.A. 


q Robert Hinden, formerly associated 
with M. B. Barken Co., Milwaukee, has 
succeeded Otto Hoyne as proprietor of 
the Henry Klaas Co., wholesale firm at 
58 East Washington St., in Chicago. 

q Harry J. Mitchell and Howard D. 
Seebeck, manufacturers’ representatives, 
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both of whom have enjoyed a very 
following among wholesalers of 
middle west and south territories over 
a period of many years, recently ap. 
nounced a partnership with headquarters 
in 421 of the Silversmith Bui 

10 South Wabash Ave. They wil] ve 
associated with them as an assistant 
Hugh E. Reynolds, recently retired 
Lt. j.g. of the U. S. Navy. 


q The Chicago Jewelers Bowling League 
closed its season on Wednesday, April 
10 with the M. F. Lenz Co, team well 
in the lead with 56 games won ang 
28 lost. Others followed in order: 
Allen & Co., 50-34; C. & E, ee 
Co., 47-37; The Ball Co., 38-46; Swart 
child & Co., 21-63. Individual high ayer. 
age went to Dave Newman, Benj. Allen 
& Co. team with 184 average for the 
season. The Allen team also won the 
high series with 2916 and high single 
game with 1082. To complete the Allen 
team wins Walter Ferrete rolled the 
high individual game, 277. Trophies 
donated by F. H. Noble & Co., William 
Jewelry Mfg. Co., and Louis Shaeffer 
were awarded and cash distributions 
were made at the annual dinner at the 
Illinois Athletic Club on April 117, at- 
tended by bowlers and sponsors. As a 
tribute to their Good Sportsmanship a 
special trophy was awarded to the 
Swartzchild & Co. team which has fin- 
ished in the cellar for several seasons, 





OPA Sets Ceilings for Aluminum 
Giftware Sold Before March 1942 


Manufacturers who resume production 
of aluminum giftware not manvfactured 
or sold as late as March, 1942, base 
month for the general price freeze, are 
held to the last list prices in effect be- 
fore March 31, 1942, the Office of Price 
Administration announced recently. 

Wholesale and retail prices given in 
the 1941 or early 1942 lists also will 
serve as ceilings, OPA said, subject to 
all discounts and differentials there in 
effect. Consumer prices, therefore, will 
remain at pre-war levels. The action 
became effective April 16. 

Use of the lists will enable sellers who 
are without ceiling prices, since no sales 
or offerings were made in the base 
month, to determine their current maxt 
mum prices without recourse to appli- 
cations for price approval, the agency 
pointed out. 

Any special OPA pricing orders that 
may have been issued to individual sell- 
ers will take precedence over this rub 
ing, the agency added. 

No industry-wide price increase has 
been requested or granted for aluminum 
giftware, OPA said. Manufacturers of 
aluminum cooking utensils have received 
a general increase over 1941 prices to Te 
store average peacetime earnings, but 
this entailed no rise in consumer prices 
in most cases, the agency said. ‘ 

Typical of the items affected by this 
action are cocktail and highball tumblers, 
salad bowls, cheese and cracker servers 
and walnut trimware. 
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Boston Jewelers Hatch New Bird; Diamond Peacock Joins 
Golden Rooster in Trade's Aviary; Struts Hub Streets 





| 
| 
| 
| 


anahaFaae 





The make-up on straight, the costumes at the right angle, and the sandwich boards agleam, 
these five initiates to the Diamond Peacock Club were ready for parade in Boston streets. 
Left to right: Elmer (Jockey) Johnston, Caribou, Maine; Joseph McDevitt, Handy & Harman, 
Providence; Manuel Gustat, Kay Jewelry Company; Fred Brown, Scott Jewelry, Marichester, 

N. H.; and Samuel Berman, of Joseph Gann, Boston. 





A bright new bird, preening its dia- 
mond-studded wings, and strutting itself 
proudly around Boston’s jewelry dis- 
trict, recently made its debut in the 
Hub’s newest jewelers’ fun club—The 
Diamond Peacock Club. 

. Headed by Vincent Chapman of the 
Jewelers Board of Trade, Providence, as 
Club President, the other officers are: 
John McNamara, of E. H. Saxton Com- 
pany, Vice-President; Robert Brennan, 
of Speidel Corp., Secretary-Treasurer; 
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n 
d Bernie Smith, of Smith & Zaff, Director; 
e and Robert Abbott, of Wood-Abbott 
7 Co., Lowell, Director. 
> The Club held its first initiation meet- . . 

; . Mike Mahar of Harkins & Murphy, was dele- 
. ing and dinner at the Parker House on pe? to lead the initiates to the new Dia- 

March 29, with plenty of fun for every- mond Peacock Club to their doom. All 
n one, including the initiates. Five of these | Jere blindfolded, but that third fellow in 
d were decked out ” re costumes, line—John Peterson of Peterson's Jewelry 
‘ suing to join the Diamond Peacock Club | Store. Needham—was peeking at the pho- 
1 —we hope,” was paraded around the tographer. B... Bent — their 
; streets of Boston’s wholesale jewelry ee 

district, and finally back to the Parker 
0 House for the rest of the initiation fun. 
$ 
e 
‘ 
% 
y 
t 
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Every one attending the first initiation meet- 





ing of the Diamond Peacock Club received 
a Speidel '49er Bracelet. Shown above, left 
Left to right, front row: John McNamara, of | to right, William J. Murray, Jewelers Bidg.; 
E. H. Saxton Co., Vice-President; Vincent Robert Brennan, Speidel Corp.; Vincent 
Chapman, Jewelers Board of Trade, Provi- Chapman, Jewelers Board of Trade; John 
dence, President; Robert Brennan, Speidel Pacheco, Sales Manager of the Parker 
Corp., Secretary-Treasurer. Back row, left to House; Bernie Smith, of Smith & Zaff; 
tight: Robert Abbott, of Wood-Abbott Co., Michael Mahar, of the New Harkins & 
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14K GOLD AND GOLD 
ON STERLING SILVER 
PINS — EARRINGS 
and 


COMBINATION SETS 


Write for Our New 
illustrated Catalogue 
WHEN IN CHICAGO VISIT OUR 


HANDSOMELY APPOINTED SHOW- 
ROOMS 


JOHN J. CERKOFF JEWELRY CO. 


Suite 1600-5 No. Wabash Ave. 
CHICAGO 2, ILLINOIS 











WATCHMAKING @ 


Construction, repair, adjustment 
New Complete Practical Course in Horology 
For beginners and profes- 
sional repairmen. All essen- 
tial steps. Theory, opera- 
tion. Many test cases. Full 
coverage of tools, mate- 
rials. Fully illustrated. 
Only $2.75 postpaid. Money 
back guarantee. 


We supply tools, materials at lowest cost 


MODERN TECHNICAL BOOK CO. 
Dept. MCK,55 W. 42nd St.. New York 18 








—_ We specialize in all books on (/........ 


Watchmaking, Jewelry, Metal- 
craft, Gems. Free catalogue. 




















I; ond Bernie Smith, of Smith & Zaff, Murphy Company; and John McNamara, of 
Washington Bldg., Boston, both Directors. E. H. Saxton Company. 
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Acme WATCH CO. 


S S.WABASH AVE. CHICAGO ILL. 


USED WATCH . 
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50 $2.00 for all watches. 
oh tad Sead sample of 
tham, 
7J,$1.50—155,92.00 | Guoranteed! Remit 
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KLEIN BROTHERS 
COMPANY 
















WHOLESALE JEWELERS 


ENQUIRER BLDG CINCINNATI, O. 

































Harry Greenwold Co. 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 


















PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 
Wholesale Jewelers 


CINCINNATE 


























WE specialize in special 
order work. Send us your 
specifications. We'll sub- 
mit a design without 


obligation. 
THE SCHUMER BROTHERS CO. 


Manufacturing Jewelers 
5 €. Third St. Cincinnati, Ohio 































DIAMOND-CUTTING 


EXPERT WORK 


7 _-BY Me) 0414 4 


LITWIN & SONS 
t 6th Street. Cincinnati. Ohio 
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q On March 26 at the Cincinnati Club 
a meeting of Town Criers was held in 
the interest of the Jewelry Industry Pub- 
licity Board. In the absence of Presi- 
dent Gebhardt and Larry Crouch and 
Herbert Schwab, first and second vice 
president respectively, third vice presi- 
dent J. Paul Knight presided. Ed 
Herschede, local chairman of the retail 
jewelers handling this work, was pres- 
ent. 

q Tuesday evening is bowling night for 
the Carroll’s Jewelers, 5th and Main 
Sts. Mr. Carroll Seghers, proprietor 
of this store, sponsors the affair and 
much fun seems to be derived from it. 
Cliff Flint has been walking away with 
the high scores. 


q On April 1 a new store was opened | 


by Ed Herschede at 212-14 Keith Build- 
ing. Mr. Herschede has the best wishes 


| of all the local jewelers. Ray Stetler 


is now connected with the organization. 
q Friends of Sam Neuman were pleased 
to see his son, Wallace, accompanying 
him on his trip. It is Sam’s intention 


to break his son in on the road selling | 


jewelry. 


q Jack Wolf with Shuman & Co., N. Y., 


recently returned from a trip, looking 
fine. Jack lives in Cincinnati. 


q Richard Welling, Lockland, Ohio 
jeweler, recently returned from his 


vacation in Florida where he met John | 


A. Gerwe still basking in the sun. 


q Thomas Reed Botts with Jacques 
Kreisler Co. just recently returned from 
a trip looking well and refreshed. 

q W. E. “Bill” Owen and Lars R. Olsson 
with Gerwe Brown Co., recently re- 
turned from a successful selling trip. 

q John Cappes, for nine years with 
Harrington Co., Columbus, has recently 
associated himself with Carroll’s Jewel- 
ers. His son, William Cappes, who 
worked for Henry Ratterman, joined 
the same organization. 

q P. E. Cunningham, with the Seth 
Thomas Clock Co., was a recent visitor 
calling on the trade here. 

q William “Bill” Garrett with Harry 
Greenwold Co. was in Cincinnati re- 
cently getting ready for another sell- 
ing trip. 

q Emmett Fitzpatrick, salesman for 
Gerwe-Brown Co., recently brought his 
family to Cincinnati from Louisville, 
having found a place to live and will 
make his home here. Mr. Fitzpatrick 
has been traveling for Gerwe-Brown 
Co. 

4q Karl Wagner of E. Wagner & Sons 
Co. now vacationing in Sarasota, Fla., 
tells us he is really enjoying himself 
down there. The only flaw in the vaca- 
tion was seeing the Cincinnati Reds lose 
the double header to the Boston Red 
Sox. 


q W. S. Schaffer, formerly with Klein 


Bros. Co., recently returned from over- | 


seas and is now connected with lar- 
dach & Co., Ltd., Indianapolis, tud 

q Harold J. Eickhoff, recent visitor, was 
seen about town calling on the trade. 
He is connected with the Westclox divi- 


CINCINNATI 





sion of General Time Instruments ; 
LaSalle, I. “a 
q Fred Lounsbury, connected with Com. 
munity Silver, was also a recent Visitor 
q Carroll Sauer is in charge of 
Lange Store, Vine & Arcade, which bo. 
recently taken over by J. C. Hockett 
q Mr. Elmer Kaesing will remain at the 
J. C. Hockett store in Madisonville, 

q Donnie Knight of J. P. Knight 
recently joined the ranks of ok 
men. 


Watch Out For This Repair Man; 


He Skipped with Employer's 
Watches, Money, Clothing 


One of our subscribers in an Qhio 
city writes us to suggest that we pub- 
lish a warning to other jewelers against 
a dishonest repair man with whom this 
jeweler recentiy had an unfortunate e- 
perience. 

On April 8 the jeweler hired this 
watchmaker and on the strength of 
a hard luck story advanced him $25 and 
loaned him a top coat. After working 
four days the repair man skipped with 
12 watches—and, of course, the money 
and top coat. 

Our correspondent describes the man 
as follows: Six foot tall, thin, approxi- 
mate weight 160 pounds; round shoul- 
dered, thin face, ruddy complexion, long 
neck, hollow cheeks. Wears an Army 
shirt and light brown tweed suit, light 
tan top coat with “Fashion Park” label 
and a discharge button. 

The missing watches are: gent’s yellow 
gold Bulova with stretch band, gent’s 
pink gold Robot with stretch band, gent’s 
yellow gold glycine with leather strap, 
gent’s yellow gold Benrus with stretch 
band, gent’s yellow gold Bulova with 
stretch band, lady’s platinum diamond 
watch 6%,-ligne all gent’s Alprosa 
(white) with leather strap. Three of 
the stock watches were: gent’s Rensie, 
gent’s Gotham waterproof and a Wal- 
tham pocket watch, yellow gold 19 
jewel. 

If a man answering this description 
applies to you for a job be sure to check 
his references before you hire him. Also, 
it is suggested, that you communicate 
with Joseph Rudick, 198 South Main 
St., Akron, O. 














DISTINCTIVE 
JEWELRY 
WATCHES 


THE D. JACOBS SONS. CO. 


Wholesale Jewelers 
811-13 RACE STREET 
CINCINNATI 2, OHIO 
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New York Business Men Set Up Placement 
Service For Disabled War Veterans 





One organization which has made a } and not for reasons of pity, patriotism 
o hange from wartime to peacetime or gratitude.” 
swift ¢ is the “52 Association,” a group Among the members of the jewelry 
eye as its purpose the entertain- industry who are active in the “52 Asso- 
wie 4 wounded soldiers during the ciation” is Nat Newman who is a mem- 
= Today the association, which has | ber of the board of directors and has 
ll from its original 52 members to | been active in the group since its in- 


over a thousand, still entertains service- | ception. Others in the trade include 


men, 


but it has taken on a more sorely | Dave Kay, Herman Baskin, Leopold 


"52" AT WORK 





Entertaining wounded servicemen under the auspices of the "52 Association above are 
Nathan Newman, Murray Perkel and Dave Kay. Their guests are a group of sailors and 
marines from the Brooklyn Naval Hospital. 


needed task now that*the war is over | Nathan, Morton Ollendorff, Jerome 
by setting up a placement service for | Richheimer, Aaron Sverdlik and Ray- 
wounded veterans. | mond J. Stern. 

An office has been set up which will | Others are George Heenig, Jules L. 
concern itself exclusively with finding | Kamsly, Julius Knapp, Lazarus Kuper- 
suitable jobs for disabled veterans. No man, Jerome T. Oppenheimer, Leonard 
fees are charged and the service is run Palliser, Randy Rothman, Jacob Schaef- 
on a professional basis, with Mortimer _ fer, Samuel Schecter, Morris W. Schiff- 
Karpp, who has had considerable ex- man, Nathan L. Sipress, Lester Tausz, 
perience in placement and _ personnel Albert Weiss, Harry Zickerman, Sam 


work, as its head. Employers can help Aaron, Jerome Agate, Joseph Axler, 
this group by calling upon them for Leopold Branton, Fred M. Sidney Cohen, 


help in meeting personnel requirements. Isidor Garlin, Harry Berland, Morris 
) Mr. Karpp emphasizes that “only Epstein, Charles Gantwarg, Harry G. 
| qualified veterans will be referred to job Kaufman, Julius B. Taus and Murray 

openings. “Employers and veterans,” he Perkel. 

adds, “are served best when men are The “52 Association” headquarters 


placed according to their job suitability are at 840 Eighth Avenue, New York. 





























| Direct Sales of Copper Scrap strategic metals now exists for civilian 
| Authorized by W industrial requirements. The lack of 
uthorized by War Assets Corp. these metals is described as being so 
The War Assets Corporation has au- acute that all available scrap containing 
thorized Government agencies to make copper will be required to relieve the 
direct sales of scrap containing copper shortage. a 

and copper base alloys at ceiling prices Sales of such quantities as to allow 
without declaring it surplus for strategic all purchasers, large as well as small, 
stockpile, to compete on equal terms, will be con- 
The action was taken on recommen- ducted. Wide publicity will be given 
dation of the Civilian Production Admin- the sales in order to give all interested 

istration because a deficiency in these purchasers an opportunity to buy. 

Unfilled Orders in Metal Products 
Sterling Rhinestone Jewelry ——— ° 
Simulated Pearls — Costume Jewelry Rise in First Month of 1946 

Shipments of metal products to jewel- 
URIE F. MANDLE co. ry manufacturers were down 11.5 per 
411 Fifth Avenue cent in January, 1946, as compared with 
‘NEW YORK 16. N. Y. December, 1945. Unfilled orders, how- 
> ever, were up 14.7 per cent over Decem- 

a Seavey We 0107 ber 31, 1945, on January 31, 1946. 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


81@ «LIBERTY AVE. PITTSBURGH 












The expertly polished sparkling 
Diamond Facets are an eye-stealing 
background for the Black Velvet KG 
which sets off your Diamonds Pa, 

ond Birth so magnificently. TLR~$18.00 doz. 
Clever Ring Slots take either ¥ 
Ladies or Gents Rings. Styled 

eight for windows or show 

cases. Priced right too! - 


Ww x 





+ 


2LR—$24.00 doz. 










¥* 


ORDER TODAY! ~— 
Watch these sparkling Luci?> 
Salesmen turn your cash-register 
bells into a symphony of profits! 


Edwin 





1235 SIXTH AVENUE at 49th Street, NEW YORK [9 





CHAS. ASCHERMAN 
AND COMPANY 





Wholesale Jewelers 
GENTS’ GENUINE HEMATITE 
RINGS $11.25 to $30.00 
503-7 Hippodrome Bldg. 
CLEVELAND 14, OHIO 








“CHAMPION” RING GUARDS 


10K GOLD—$3.50 per Dz. up 
GOLD FILLED—$1.75 per Dz. up 


CHAMPION JEWELRY CO. 











Easy te Insert & Adjust 
ASSORTED SIZES 


Orders Attended to Promptly 





87 MAIDEN LANE 
NEW YORK 7, N. Y. 






























Where to Buy 
IMPORTED 
China and Glass 












































































ENGLISH CHINA 


Smoking accessories, lustreware pitchers, Toby 
Jugs, Teapots, Sugars and Creamers, Individ- 
ual Breakfast Sety 


TEDMAN IMPORTING CO. 
225 Fifth Ave, Room 829 New York, N. Y. 











D.. Importers of 
.7 ENGLISH CHINA 
and 
EARTHENWARE 





Stock and Impert 
FONDEVILLE & CO., INC. 
149 Fifth Ave New York 10, N. Y. 








AL. 4-0104 








ROYAL DOULTON 


English Bone China and Earthenware 


DOULTON and CO., Inc. 
Successors To 
WM, S&S. PITCAIRN CORPORATION 
212 Fifth Ave. New York, N. Y. 








JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
Emglish Staffordshire Ware 








PAUL A. STRAUB & CO., Inc. 
19 East 26 Street, New York 
Importers of 


China, Glass and Earthenware 
Dinnerware, Art Goods, Giftwares 


Mearray Hill 383-5460 











Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
‘Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 











EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 











MADDOCk & MILLER, INC. 
English China and Earthenware 


CROWN DUCAL Dinnerware 
MASON’S ironstone China 


ROYAL CAULDON Bone China and 
WELLINGTON Bone China Teaware cca 


129 Fifth Avenue, New York 3, N. Y. 
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ber of Commerce, the 


two things 
in this country: fear and money. Fear 
among the 
variety of reasons. “We can only avoid 
inflation through production. 
warehouses of the nation with goods. 
OPA is the greatest single barrier to 
business due to the regulations they have 
set down, regulations which are retard- 
ing production in America,” he said. 


dinners, 








California Meeting 


(From page 387) 


in 1945 or 1.58 of the total state sales 
tax receipts. 


Considerable interest was aroused by 


the showing of the famous “Spellbound” 
piece which was modeled by Mrs. George 
Ensminger, chairman of the Women’s 
Committee. 
diamond 


This 
jewelry 


$750,000 piece of 
together with the 


Jonker and Vargas diamonds were the 
subject of a talk on famous gems by 
Daniel Bennett of the Harry Winston, 
Inc. . 

In an address by James Mussati, gen- 
eral manager of the California Cham- 
speaker felt 


N. V. BARANOV 
Toastmaster 





were in great abundance 
entire population for a 


Fill the 


The Jewelers’ Golf and Stag held at 


the Riviera Country Club attracted an 
overflow crowd. And with the efferves- 
cent James A. Appfel as toastmaster 


and chairman, the event was “par”. 
Assisting Jimmie Appfel on the com- 


H. W. OSTERMIER 
new vice president 





were 
Norman 


mittee 
Bothwell, 
Teeple, W. R. Burke and As Barthlein. 

Under the leadership of Mrs. George 
Ensminger, the several hundred ladies 
attending the convention were given a 
royal time with radio show parties, teas, 


Dave Stromberg, Earle 
Morrison, H. M. 


theatre parties and fashion 
shows at famous Hollywood and Los 
Angeles spots. 

Climaxing the convention was_ the 


Jewelers’ Victory Banquet and Ball at 


the Biltmore Bowl. Here some 128 ser- 
vice. men connected with the jewelry 


industry were honored and presented” 


with Terry Wallets, each with the man’s 
name inscribed by a Kingsley Gold 
Stamping machine. Then 150 people were 
made happy when Arthur Care, of the 





E. Reynolds Co. read off their Names 
as he presented them with h dsome 
gifts. = 
Officers elected at the convention to 
serve the Association were Walter p 
Shoemaker, Modesto, president; W. 
(Jerry) Ostermier, Huntington Park, 
Ist Vice President; Jack Camm, Peta. 
luma, 2nd Vice President; Marcus Rice, 
Oakland, Secretary-Treasurer. 





JIPB Boosters 
(From page 389) 


Co.; Al Kampf of Kampf-Guenther 
Co.; E. C. Brunst of Gruen Watch Co 
and a representative of E. Wagner & 
Son. 

Salesmen of wholesaling and manufac- 
turing companies in Cincinnati who are 
members of the Town Criers are organiz- 
ing to carry news of the campaign to 
all retailers in territories they cover, 

The rest of the State of Ohio is being 
organized for intensive calls on retailers 
under the direction of Bruce McCagne 
of Cleveland, president of the Ohio Re- 
tail Jewelers’ Association. In addition 
to the Cincinnati Committee he has ap- 
pointed Howard Hawk as chairman of 
a committee to cover the Columbus area, 
Other appointments will be announced 
later. 

Following, a meeting in Texas, a state- 
wide committee was formed under the 
chairmanship of Robert Slagle of Hous- 
ton. Mr. Slagle will head the Houston 
Committee and has announced the ap 
pointment of Ben Schwartz to head the 
committee handling the San Antonio 
area and John Clingingsmith to head the 
committee for the Dallas area. Appoint- 
ments of chairmen for six other Texas 
districts will be announced later. 

In the greater New York area volun- 
tary solicitation of pledges is being made 
under the direction of members of the 
Executive Board of Retail Jewelers’ As- 
sociations of Greater New York, Inc, 
Phineas Peters, chairman. Responsibil- 
ity for different divisions of Greater 
New York has been assumed as follows: 
Mrs. Mabelle Beerman, Westchester; E. 
M. Belman, Manhattan; Samuel Jacob- 
son, Bronx; E. Werner Gross, Long 
Island, and Phineas Peters, Brooklyn. 

The district committees follow: West- 
chester: Victor Ross, Lester Beerman, 
Mrs. Harry Rayman, Norman Delorier 
and Victor Goldman. Manhattan: Mor 
ris Wexler, Abraham Wolf, Samuel 
Horowitz, Israel Pearl, Henry Astor, 
Hyman Goldschmidt, Max Aszkenas and 
Harris Sacks. Bronx: Joe Levin, Ben 
Hoffman, Sam Gerbitz and George Kor- 
sunsky. Long Island: B. H. Schwart, 
Sol Bloom and Edward F. Wagner. 
Brooklyn: Samuel Steiner, Jack April, 
Philip Pressman, Philip F. Berman, Joe 
Finkel, Harry Hoffman, S. Bomelstein 
and Sol Charak. 

In New Jersey the State drive is head- 


—_——— 














SWEDISH CRYSTAL 
Kosta Alsterfors 
Maleras Bohlmarks 


D. Stanley Corcoran 


212 Fifth Avenue New York 10, N. Y. 
Marray Hill 3-8948 
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py Louis Haimann of Morristown, 
President of the New Jersey Retail Jew- 
elers’ Association. 

Floyd A. Denman, secretary of the 


Retail Jewelers’ Association, 
porrenerd Ark., heads the operation of 
volunteer plan in that State, and Sam- 
uel Goldberg of Baton Rouge, secretary 
of the Louisiana Retail Jewelers Asso- 
ciation has assumed similar responsibility 

jsiana. 
ag in Attleboro, Mass., and in 
Providence, R. I., under the auspices of 
the New England Manufacturing Jewel- 
ers’ and Silversmiths’ Association have 
resulted in the creation of voluntary 
committees which will contact all mem- 
bers and associate members of the asso- 
ciation in the local area. This drive 
will reach more than 400 manufacturers 


and suppliers. 


Lapidaries Draw Up Plans for 
Industry Fraternal Organization 


Steps toward a co-operative, fraternal 
organization of lapidaries have been 
taken in New York and at a meeting 
of the newly-formed United Lapidaries 
Association, on April 18, plans were 
formulated to invite all cutters of 
precious and semi-precious stones to join 
the group. 

The meeting, held at the offices of 
Jacobson & Butow, 93-95 Nassau St., 
was attended by representatives of a 
large number of firms, Plans for se- 
curing a permanent meeting-place and 
drawing up a constitution for the or- 
ganization were the main objects of the 
meeting. Committees were appointed to 
care for both matters. 

According to a spokesman for the or- 
ganizatior, the United Lapidaries Asso- 
ciation will concern itself primarily with 
“interchange of ideas and experience 
within the lapidary industry.” ‘I'he or- 
ganization will have a fund, contributed 
by the members, which will be used to 
help those members in distress and, also 
to further co-operative buying through 
increased purchasing power. 

Notices of future mectings will be 
sent out by the temporary secretary- 
treasurer, Idii Murase, 50 W. 26th St., 
New York. Although notices are cur- 
rently being sent only to lapidaries in 
and around New York, it is hoped that 
the organization will, shortly, become 
national in scope. 


Fowlie 





(From page 400) 


Bernie Schmukler, J. J. Schmukler & 
me Russell. Williams, Waltham Watch 


At the close of the dinner, Mr. Fowlie 
was presented with a handsome karat 
gold key chain to which was attached 
8 minature gold book which upon being 
opened was found to contain miniature 
photographs of his grandchildren. Mrs. 
Fowlie was also called to the dais and 
presented with a karat gold choker 
necklace. 








DELLA WARE 


AMERICAN MADE 
distributed by 


FISHER, BRUCE & CO. 











| Phila: 221 Market St. ¢ New York: 1107 Broadway 
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OBITUARY 
QUAUADAAAUAUNGUONAOOONONOOOOUOONONOOUOOEOUNOUOOAN 


Cuartes A. Caspersen, Sr., 59, Hous- 
ton, Texas, Jeweler, died at his home 
April 5. 


ABRAHAM COHEN, 61, Allentown, Pa., 
jeweler, died April 18 in a Ventnor, 
N. J., sanatorium. He had been in ill 
health since suffering a stroke in 1941. 
A native of Poland, Mr. Cohen engaged 
in the jewelry and watchmaking busi- 
ness in Allentown for 40 years. He was 
a charter member of Temple Beth El 
and affiliated with the Jewish Com- 
munity Center and Constantine Lodge 
of Odd Fellows. 

Surviving are his widow, Theresa H.; 
a daughter, Mrs. Jack Ratner; a son, 
Leon; four brothers and two sisters. 


D. Srantey Corcoran, 58, of New 
York, importer of Swedish glassware, 
died suddenly on Saturday, April 20. 
He had recently returned from a trip 
to Sweden. 


ABRAHAM Faiscn, 66, owner of A. 
Frisch & Comppany, Inc., Boston, died 
on March 24 of a heart attack which 
struck him as he was aiding in fighting 
a grass fire near his home. Mr. Frisch 
had been in business in the Jewelers 
Building since 1914, 


IsaporeE Gutscumint, 60, treasurer of 
the Crescent Chain Co., New York, died 
April 6 after a brief illness. He had 
been an official of the firm for the past 
25 years. Active in jewelry organiza- 
tions, he had also been a director of the 
Hyan-Solomon Home for the Aged in 
New York. 


Tuomas H. Hernert, 69, retired watch- 
maker and engraver, died in El Dorado, 
Ark. hospital on March 27. 


Mavrice B. Josern, 70, a Memphis, 
Tenn., jeweler for the past 45 years, died 
recently at Baptist Hospital following a 
heart attack. He operated a store in 
the Commerce Title Building for the 
past 15 years. In his earlier years he 
travelled over Arkansas and Mississippi 
as a jewelry salesman. He was born in 
Sparta, ‘Tenn. 


Wiriram A. Prister, 82, Sheboygan, 
Wis., jewelry store proprietor, died at 
his home April 13. He was one of the 
founders of the Chamber of Commerce, 
president of the Sheboygan Business- 
men’s Association for 13 years, fourth 
president of the Wisconsin State Bowl- 
ing Association, and a member of the 
Elks and the Knights of Columbus. 


Watter H. Tartton, 87, a salesman 
for the late Wightman & Hough Co. of 
Providence, died early in April. He was 
active in the jewelry business for over 
fifty years. 


Georce Haas, 69, who had operated a 
jewelry store in Ridge Rd., Lackawanna, 
N. Y., for 30 years, died April 6 at his 
home after a brief illness. Born in Buf- 
falo, Mr. Haas was a member of the 
Lackawanna Chamber of Commerce. A 
brother and five sisters survive. 


Crartes Retnuarpt, 52, operator of a 
jewelry store at 1190 East Lovejoy St., 
Buffalo, died at his home April 3 of a 
heart attack. The store was founded 
by his father, the late Henry A. Rein- 
hardt, in 1900. His mother is the sole 
survivor. 





Where to Buy 
AMERICAN 
China and Glass 








HAWKES CRYSTAL 
GLASSWARE 
for discriminating 
people—WRITE 
T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 Sth Ave. op watarrons 


GIFTS for MEN 


A comprehensive selection of 


Accessories with Sporting Motifs. 
LYNN BOGUE HUNT 
Sterling Game Bird Sets—Folder Available 


225 FIFTH AVENUE 
SUN GLO STUDIOS NEW YORK 10, N. Y. 


ot Zemek PRS a: 
MARY RYAN “i212 
FURNITURE 
GIFT ANO ART 

















225 Fifth Avense, New Vert 
Merchandise tert Chicege NOVELTIES 








ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 
D. 8. CORCORAN, Vice Pres. 


DE LUXE TABLEWARE 
for the 


ld 
FINE CHINA TRADE 
' MADE IN AMERICA . MADE OF AMERICA 
212 Fifth Ave., New York, N. Y. 








THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclusive 


THEODORE HAVILAND CO.. INC. 
1550 MERCHANDISE MART 
CHICAGO, ILL. 





26 W. 23rd ST. 
! NEW YORK CITY 








gy, LENOX 


America’s Finest 


LENOX CHINA 


MADE INU-S-& Trenton 5, New Jersey 








“CARENADE” CRYSTAL 
Stemware, Bowls, Vases, Perfume Bottles 
and Smoking Accessories 
Send for Illustrated Cotalog 


oe 
ENRIGHT-LE CARBOULEC, INC. 
160 Fifth Ave. New York City 
CHelses 2-5558 








Kensington © 


swe CRYSTAL ano BENT GLASS 
« « Giftware of Distinction + + 











KENSINGTON, ING. NEW KENSINGTON, PA. 
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Fitting A Balance Staff 


Beginning a new series on wateh repair procedure, this one 


on replacing the balance staff. 


are discussed here and others will follow in logical order. 


by HENRY B. FRIED 


Executive Secretary, 


The Horological Society of N. Y. 


HE fitting of a balance staff is one of the most im- 
portant operations in the entire trade of watch 
repairing. 
l'itting a balance staff falls into the following divi- 
sions and will be treated in their logical order: 
1—Removing a hairspring. 
2—Removing rollers (single rollers; combination 
one piece “dual” double rollers; two piece double 
rollers). 
8—Removing the staff: 
a—Riveted type 
b—Friction type 





4—Selecting and matching a replacement staff with 


the old sample. 


The first two operations 





5—Grinding and polishing the pivots to size and 
correct fit. 


6—Adjusting the staff to the rollers and balance, 


7—Securing the new staff to the balance wheel. 


Balance staffs with broken, worn or pitted pivots, 
hopelessly bent pivots, badly-shaped or flattened pivots 
should be replaced. (see Fig. 1). The immediate symp- 
toms of a broken balance staff pivot are: watch has 
stopped and the balance seems loose between the plates 
and has excessive shake in all directions. Pivots that are 
badly bent, worn, or misshapen cannot be altered to 
permit the watch to run reliably. 





Part I: Removing the Hairspring 


F all the incidents tending to discourage the ap- 

prentice, the many mishaps caused in the handling 
of the hairspring is the greatest. Practically all the 
damage done to hairsprings may be avoided by treating 
this delicate part with the respect it deserves. Extreme 
caution, slow and thoughtful procedure with the use of 
the proper tools will help to avoid damage. 

There are two main methods used to remove the hair- 
spring. Each provides a degree of safety and efficiency 
in doing this job. 

Figure 2 shows the method used by most watchmakers 
today. In using this method, a sharpened fork-pronged 
tool is wedged under the collet of the hairspring resting 
on the arm of the balance wheel. During this operation, 
the balance wheel is placed on the utility steel bench 
block resting in a hole that fits around the roller table. 
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The forked tool prevents the lifter from slipping and 
ruining the hairspring. A slight twist upwards is all 
that is needed to remove the hairspring. The use of 
makeshift but convenient substitutes often results in 4 


hh A 


BROKEN ag * OR — purren® 





Fig. |. Injuries to aie staffs necessitating replacement. 


badly mangled hairspring. Fig. 2 shows this tool i 
operation (side view). 
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Another method of removing the hairspring, used by 
better watchmakers on the larger makes of watches is 
shown in Fig. 3. In this method a flat ground needle- 
like pin is inserted into the split of the collet and 
twisted upward and off the staff. Twisting the needle 
spreads the collet open enough to loosen and remove 
the hairspring without scratching the collet or the bal- 
ance arm, or distorting the hairspring. 





Fig. 2. Method most used by watchmakers in removing hairspring. 


Some watchmakers use both methods, using the needle 
in the collet slot more often and when the collet slot is 
too small or is closed, using the forked lifter. This 
simple tool is not generally found on the counters of 
the material and supply houses so directions for making 
it are given here in Fig. 4. A piece of drill rod one- 
sixteenth of an inch thick and six inches long is used. 
An inch and a half of the end is filed to a knife sharp 
taper (4a). The fork slot is made with a triangular or 
square needle file held at an angle as shown in (4b). 
This gives the forked appearance as well as having the 
forked slot sharp as well. Before curving the forked 
end, the opposite end is placed into the lathe and cut to 
the measurement shown. This end should have the ap- 
pearance of an enlarged balance pivot. The forked end 
is then curved over the sides of a round file handle. The 
pivot end is also ground flat to size. Both sides are then 
tempered and polished with successive applications of 
emery and crocus cloth. 


EFORE attempting to remove the rollers, an ex- 

amination is made to determine the type of roller 
used and the method used to remove it. A single roller 
such as used on the old type of American and Swiss 
watches is shown in Fig. 5A. The double or dual roller 
is used gn most watches today of both American and 
Swiss type. This is shown in 5B. The two-piece double 
roller such as used on some Hamilton, Elgin, and Wal- 
tham watches is shown in Fig. 6. Here the rollers are 
fitted to their respective shoulders. 
There are many types of roller removers. Almost all 
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Part II: Removing the Rollers 





A simple tempering process for this tool ig to 
the ends red hot and quickly plunge into water op oil, 
This makes it dead hard but brittle. To draw out some 


















Fig. 3. Another method of 
removing hairspring used 
by better watchmakers on 
larger makes of watches. 









of the temper, the ends are polished carefully and the 
held over the flame of an alcohol lamp, moving the 
polished end back and forth until the bright steel colo 
changes to a light straw color and then to wine color, 
































Fig. 4. How to make special tool for removal of hairsprings. 








As soon as the maroon or wine color appears it should 
be plunged again into the water or oil. This leaves the 
steel tough but not brittle. The tool is now ready for 
use. A little practice with old balances and hairsprings 
should produce efficiency in this operation. To safeguard 
the thin needle end, it is inserted into a piece of cork 
or pith when not in use. 

















of these work on the principle that two opposite sharp 
prongs support the underside of the roller disc or table 
while a pivot punch, fitting over the pivot and resting 
on the cone of the staff is made to push the staff and 
balance wheel out of the roller. An example of this 
type of roller remover is shown in operation in Fig. 7. 
Here the jaws of the tool are spread apart to allow the 
balance arm to pass under the jaws and permit the roller 
table to rest upon the jaws or prortgs of the tool. The 
balance is placed in the tool so that the jewel pin is ovet 


(Please turn to Page 422) 
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Medbury— Electric with beautifully toned West- 
minster chimes. Mahogany case with bird's-eye 
maple panel. $37.50—tax extra. > 
Console—Electric movement. Strikes hours and 
half hours. Rich mahogany ccse. Graceful design. 
$22.50—tax extra. 
ld 
he 
or ; 
. Wheels are humming... and smart- A sure seller... a quick profit-maker. 
k ly styled Seth Thomas* clocks—self- Priced $4.95—plain dial, or $5.95— 
. starting electric and spring-wound— luminous dial—tax extra. 
are again on their way. ; 
“yy bP : S as ality comes first— 
“PYPER” is another first. A sure win- 1 eth bo 1 = F — ae cheery electric clock with nautical 
~ e e always. AnN¢é quality roauctio akes . Light h ith 
ner! Cased in attractive, clean and dur-  *. oe ae ee ee 
; . zi ; time. But as shipments increase, your . lax extra. 
able ivory plastic of modern design. aha ‘ 
C ; distributor will make every effort to 
mpact, accurate and dependable. An ~ 
a euine 3 meet your needs. So, to assure yourself 
exceptional value. “PYPER” is the Seth , . . 
Th : that you’re on his allotment list... 
, omas electric alarm clock thousands eae ; 
tp f famili ae " check with him today. 
ble of families have been waiting for. Ii’s 
designed to appeal to all your customers. | Seth Thomas Clocks, Thomaston, Conn. | 
Ing ) 
nd 
his *Seth Thomas is Reg. U.S.Pat.Off. 
the Sm i q Wi Q li +4 M A % Yukon—a de luxe clock for desk, dresser or bed 
ller table. Beautifully cased in metal. Fine electric 
The " wv movement. An ideal gift. $7.95—tax extra. 
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F YOU are inierested in larger sales, protected profits and 

better service to your customers, you can’t afford to miss 

this opportunity. Ingraham’s new SENTINEL line will bring 
you: 


@ A complete high quality line of popular- 
priced Pocket Watches, Wrist Watches, 
Spring Wound and Electric Clocks. 


@ Pre-tested, fast selling designs for every 
important consumer market. The Shepherd Dog selected 


© Consumer advertising, extensive and ag- , the SENTINEL trademark, like the 


. : i is 4 
gressive, and point of sales support. merchandise he represents, 
Grand Champion. 


_@ Protected profits under Fair Trade Agree- 
ments in all states having Fair Trade laws. 





THE E. INGRAHAM COMPANY 





Here’s the FIRST Member 


of the New Ingraham Family! 


It Has All These Sales Features 


Smartly designed, die 
cast silver plated case. 


Silver finished metal dial, 


clear, easily read numerals. 


Pleasant voiced ‘“‘One- 
Two-Three” alarm. 


Self-starting motor, com- 
pletely sealed in oil for 
quiet long life. 


LYRIC 


Model No. SA-14 


Retail $3.95 


(exclusive of excise 
and sales taxes) 


Present Supply Limited 
OTHERS ARE COMING! WATCH FOR THEM! 











E-PIVOTING—Wouldn’t it be good to use the 

tailstock in drilling holes for repivoting? Seems 
to me it would prevent breakage of drills, because they 
would be guided straighter than when holding them in 
pinvise and drilling by hand. If so, how should drill 
be held in tailstock spindle? (Question No. 5832) 
G. H. L. 


Answer—Your idea seems reasonable, and has at- 
tracted many watchmakers to try it and lathe manufac- 
turers to sell small chucks on tailstock tapers for using 
pivot-drills this way. But many of those who have tried 
this method, abandon it in time, reporting that they 
break more drills using it than in drilling by hand with 
a pinvise. It seems the greater pressure needed to over- 
come the friction of the tailstock spindle offsets the 
advantage of mechanically guiding the drill and it is this 
pressure that may break drills. On the other hand, a 
drill held in a light, true pinvise affords a very sensitive 
. “feel,” which after much practice develops an instinctive 
guidance by hand and eye which may cause less drill 
breakage than the other method. Some good workmen 
say this who have even used a “half-open” tailstock in 
which the spindle moves with minimum friction. 


IMING MACHINE—Our Watchmaster timing 

machine started giving irregular recordings a few 
months ago. We had our local radio man check tubes 
and he found one bad, which we replaced. He says all 
are now O.K. but the machine still acts up, surely not as 
before trouble began. We had it about five years. How 
should we go about locating the trouble now? (Ques- 
tion No. 5833) J. R. 


Answer—After as long as five years of service, it is 
advisable to send your machine to the manufacturer for 
a thorough inspection and necessary repairs. This calls 
for specialist knowledge and experience that cannot be 
gained by merely using the machine, which is a very 
complex assembly of mechanical and electronic factors. 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


Write for shipping directions, etc., to American Time 
Products, Inc., 580 Fifth Avenue, New York 19, N.Y, 


ENDULUM SPRING—How can I calculate the 

dimensions of a correct suspension spring for 4 
pendulum for a grandfather clock, with round iron rod, 
lead ‘bob covered with sheet brass? (Question No, 
5884) R. V. 


Answer—Rather than any process of calculation, we 
suggest using just good mechanical judgment, for select- 
ing this spring, which should be of tempered steel ribbon, 
such as a piece of watch mainspring, heavy enough to 
support the weight of the pendulum with no danger of 
breaking, and on the other hand light enough not to 
consume or absorb undue power from the escapement 
to bend the spring, which would reduce the arcs of 
motion of the pendulum. Generally speaking, for ordi- 
nary “grandfather” clocks a piece of 18-size wate 
mainspring of average thickness will serve; its length 
may be judged by having it so that the marks of wear 
made by the fork or crutch on the brass impulse-block 
are at the same place with the new spring pinned in. 
Observe now the swing of pendulum; and judge whether 
this is retarded by the thickness of spring, and if s0, 
thin the spring with a carborundum or similar stone, 
or replace it with a piece of lighter spring. 


OCATING SCREW-HOLES—Is there any quicker 
way to locate screw-holes when making a pallet 
bridge, than by transferring locations from the lower 
plate with measuring and drawing instruments? (Ques 
tion No. 5885) L. H. 


Answer—Yes, a quick and simple method is to take 
two screws that fit the holes in lower plate, turn off the 
heads and turn sharp points on the shanks. Place these 
in the holes (a blunt pegwood point pressed over the 
points should give sufficient “traction” to turn the 
screws) and set a blank for the bridge on top of the 
points. Place a brass flat-faced punch of broad ares 
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the new Talisman alarm 


It’s the latest Telechron electric alarm ... ina 
trim case of lustrous mahogany, with inlaid front 
... so good-looking it will be bought for any 
room in the house. 


The Talisman has the new exciting control-a- 
tone alarm . . . rings loud or soft, as desired. And 


TELECHRON INC. « ASHLAND, MASSACHUSETTS 


because it’s electric it keeps on ringing till it’s 
turned off. Of course, it has the famous Tele- 
chron self-starting motor . . . needs no winding 
or oiling . . . keeps accurate time for years. 
We’re stepping up production but demand for 
all Telechron clocks is still way ahead of supply. 


REG U S PAT OFF 
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over the bridge-blank, tap gradually until the blank is 
flat on its seat. This will mark exact centers for drilling 
the screw-holes in the bridge. After the bridge is 
screwed in place, the steady-pin holes may be drilled 
through their holes in the plate. 


INION TEMPER—In fine quality watches, how 
hard are the pinions tempered? (Question No. 
5836) F. B. A. 


Answer—Usually to the equivalent of the “full blue” 
of the color-temper scale, although in most of the watch 
factories the control of tempering heat is done by 
pyrometers rather than by color, because of the great 
number of pieces done at a time. 


RIMMING HAIRSPRINGS—Which is best way 

to trim hairspring pins to length, after pushing them 
into place in collet, or stud? Some favor breaking off, 
others say use cutting pliers. (Question No. 5837) 
W. J. K. 


Answer—This is one of those questions that should 
be answered: “either way”; neither is “best,” in the 
sense that the other way is not good. Perhaps as many 
good workmen use one way as the other. One recom- 
mendation we will make, however: if you cut the pins. 
use for it a cutting plier of Swiss or Dumont type. 
These have rather light-built jaws, favoring close clean 
cuts, whereas pliers of English or Swedish type, with 
thick jaws, while necessary for cutting heavier wire, do 
not allow cutting pins quite close to collet or stud. For 
these thin brass pins, strength of jaw in pliers is super- 
fluous. 


FITTING A BALANCE STAFF 
(From page 416) 


the small slot in one of the jaws. The jaws are then 
permitted to close under the roller. When the staff is 
broken, the use of the pivot punch is avoided as these 
punches are delicate and should only be used when the 
pivots must be preserved. In such a case where the 
pivot is broken, a punch with a small mouth taper is 
used. A slight tap of the hammer is all that should be 
needed to push the balance unit out of the roller. 

Two piece rollers may be removed both at the same 
time using the same process as with the dual double 
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Fig. 5. Single roller, left; double or dual roller, right. 


roller or a single roller. However the tapping of the 
hammer must be very light so that the rollers are 
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loosened slowly. In this case, the large roller js loosened 



























Fig. 6. Two-piece double roller used on some American watches, 


and moves up against the small safety roller. (Cop. 
tinuous tapping of the hammer will then loosen the 
safety roller from its small perch and both will come off 
together. Avoid vigorous tapping of the hammer because 
it may cause sudden loosening of both rollers with sub- 
sequent loss of these small pieces. 





Fig. 7. A pivot 
punch is used in 
this method of 
removing roller. 





Another method of removing a single or (dual) double 
roller is shown in Fig. 8. The roller is placed into a 
well-fitting lathe chuck and tightened. The balance is 















NIG 











ROI Ol 





4 
v 





Fig. 8. Alternate method of removing roller in a lathe chuck 


then twisted off the roller. Stubborn rollers may be 
removed by this method by using an extra lathe head to 
grasp the hairspring post of the staff and twisting out 


wards. 
(To be continued) 
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e th 1S n ew G-E Reflector Lamps are handy 

/ | li ke p / tools for Emphasis Lighting. 

. f Lam . They'll fit adjustable sockets on 
flecto | 

Re posts or walls. Or, you can swivel 

mount them in fluorescent ceiling units. 

Alert merchants use them to high-light win- 

dow and floor displays. For better lighting 

control, and concentrated light, make these 


lamps a part of your lighting plans! ... 








Ask your G-E Lamp 
supplier about all of the 


newer G-E Lamps... 
Projector, Reflector, 
Fluorescent Slimline, 
G-E Reflector Lamps (150 and rae = . 
300-watts) combine lamp, lens, * Circline, Silvered Bowl 


and reflector in one unit. Come 
in both Spot and Flood types. and many others. 


~ GE LAMPS 


GENERAL @ ELECTRIC 
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Make Your 
Readjustment 


Include the clean-up and disposition of unnecessary 
scrap, filings and sweeps. Larger working capital and 


quicker turnover produce more profits. 


Kastenhuber & Lehrfeld 


21 West 46th Street Tel. BRyant 9-1060 New York 


We solicit your Sweeps—Filings—Scrap Gold and Platinum, Metals 
Your Old Gold shipments will receive special attention 























wateh repairing 


FASTER, WITH PROVEN ACCURACY 





and with greater profit 





When watches come in for repairs, a 
WatchMaster printed record tells you 
immediately what is wrong with the 
watch. When work is completed, a 
chart gives you the 24-hour rate (with 
the watch in any position) all in 30 
seconds, 





And, repairs done with “proven” accu- 
racy justify higher charges, too. 


Write for details about the ° 














, WATCH-MOTOR MAINSPRING CO., inc 
American Time Products, Ine. Manufacturers 


580 Fifth Avenue, New York 19 e NEW YORK 
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SHELDON SELF STARTING ELECTRIC CLOCKS 
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1. GUARANTEED FOR ONE FULL YEAR 
2. Precision Motor—sealed in oil 


3. Manufactured to the very highest quality standards to insure 
(A) accuracy (B) quietness in operation (C) long life 


BEAUTIFUL 
PLASTIC * CASES 
x *&* * / 
SHELDON CLOCKS 


including cord and plug are 
approved by the Underwriters 
Laboratories under the Re-ex- 
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amination Service. ' / 
A.C. Current — 60 Cycles \ FEET] vif] if 
100-125 Volts ‘ Lid L LEST 
MODEL A-100 BELL ALARM in : onan —s phat 
WHITE—IVORY and WALNUT NE or I in 
as available. Width ah . We welcome your Inquiry paper = _ 
pee polished bezel a “Width 61/3”—Dial 5%” 
right polishe ied 
to retail at $4.95 plus Tax to retail at $4.50 plus Tax. 
Heyworth Bldg.—29 East Madison S?. ' 
Sheldon Clock Corp. . New York Office: 339 Fifth Ave. Chicago 2, lll. 
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FROM STOCK! 


a 


For Jewelry Polishing or Buffing. 
Type used by the industry for years. 


The Bench Mode! shown here is for underneath belt drive. — Styles, Colors Fitted. 
Has ring ofl bronze bearings, deep oil wells, lever control e ice List 
for start or stop. Overall length without spindle 14%", with Write for Pr 
spindles 25!/"'. Weight 70 Ibs. net. Comes complete with SPECIALIZING IN 

one left and one right hand taper spindle as Illustrated. FANCY ROCS AND LUCITES 


PRICE F.0.8. PROVIDENCE ARTCRAFT 


Write Dept. P. for further information CRUSTAL CO. 
REYNOLDS MACHINERY CO. 542 So. B’way 


303 EDDY STREET, PROVIDENCE 3, R. }. LOS ANGELES 13, 
Telephone GAspee 5187 CALIFORNIA 














































AGAIN 
AVAILABLE 


for prompt 
delivery 








Our government orders now completed, prompt 
delivery is again assured on "SUC" Unbreakable 
Watch Crystals and Cabinets. 
Fancy and Lentille Crystals 
Lentilles in 1/16 VTF Sizes 


75¢ per dozen 
90¢ per dozen 


The 
“BIG BUSINESS BUILDER" 
Assortment No. B-6 ... 10 Gross Fancy Crystals (1! each 
of 1440 of the most popular numbers), 2 Gross Lentilles, 
(an assortment of all the 125 sizes), and a complete in- 
serting set, housed in a 12 drawer steel cabinet. 


Price complete: $138.00 


you are having | 
1ice)bee)(-M(olato mt 
hasnit) finding the 
right merchandise 
506 US- 


FOR AN 
ATTRACTIVE 
FAST SELLING LINE OF 


Dresser Sets (Metal) 
Costume Jewelry 
Music Boxes 
Religious Articles 
Signet and 
Friendship Rings 
Baby Lockets 


ULRICH Ree 


ASSOCIATES 


32 West 46th ST. 
NEW YORK CITY 
Tel. BRyant 9-0944 








Round Crystals for Waterproof Watches 


CHL) 


We carry a complete line of round crystals for water- 
proof watches, which are extra heavy and extra high. 








Price $1.50 per dozen 





The “LITTLE GIANT" 


Assortment No. L-I8 . .. I 
Gross of all the 125 sizes of Len- 
_ filles in 2 sizes, and complete 
inserting set, packed in attractive 
mahogany wooden chest. 


Price $26.00 


Write for catalog 


STANDARD UNBREAKABLE WATCH CRYSTALS, Inc. 
385 Gerard Avenue, New York 51, N. Y. 


HAMMEL, RIGLANDER & CO., Inc. 


395 Fourth Avenue, New York 16, N. Y. 





If your jobber does not carry SUC, write us for 
the name and address of your nearest dealer. 








“TITE PATITWAY TO SUCCESS” 


> 


WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECTINIC INSTITUTE 


SCLIIOOL OF HOROLOGY 
Peoria, II. 




















Four specialized oils for all watenes, clocks and delicate precision instruments 
are produced by the Nye laboratories. These oils are considered the ‘standard 
quality by most craftsmen, who have learned they ean depend upen the 
unvarying grades and fine results obtained from them. Porpoise jaw erudes, 
controlled from “fish to finish’? by skilled American workmen. You get 
“quality In a bottle’? when you ask your materials supplier for Nye Oil. 


WM. F. INC. 
NEW BEDFORD MASS. 
f AMERICAN MADE... ... SINCE 1844 
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E’VE selected half a hundred 
am fronts and interiors— 
representing practically all kinds 
of business, in all parts of the 
country—from among thousands 
that have been remodeled with 
Pittsburgh Glass and Pittco Store 
Front Metal. 

Photographs of these Pittsburgh 
fronts and interiors are repro- 
duced in this book. With many of 
the pictures there is a report from 
the proprietor, telling how re- 
modeling his store with glass at- 
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tracted more customers — and 
boosted profits. 

New trends in store front design 
—which show the many and varied 
uses of Pittsburgh Products—are 
also illustrated in this book. These 
designs were created by world- 
famous architects. This book will 
show you how to do more busi- 
ness, make more money. Send in 
the convenient coupon for your 
free copy of “How Eye-Appeal 
— Inside and Out — Increases Re- 
tail Sales”’, today. 


“PITTSBURGH” 
STORE FRONTS and INTERIORS 
"pirrsBuRGH’ stands for Zuality Glass and aint 


PITTS @ ae @ H 


FOR May, 1946 


Paes CE 


te tiie PO 


ie, 


LYE-APPEL INSIDE and OUT 


Be fmerceses -aratt paetow 


The new book that shows 
how you can make more money 





Our customers helped to write 
this book for you. 


Get it and read what they say 
about their new Pittsburgh 
Fronts and Interiors. Here are a 
few samples: 


“Sales increased 19%” . 
“Our business has greatly increased”... 


“Exceeds expectations in appearance 
and pulling power” . . 


“The investment pays many times in 
returns” 





Pittsburgh Plate Glass Company 
2169-6 Grant Building, Pittsburgh 19, Pa. 

Please send me, without obligation, your new, 
illustrated booklet, ‘“‘How Eye-Appeal—Inside and 
Out—Increases Retail Sales.” 


Name 


GS & & 8.5 
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Special Notices 


Payable invariably in advanee, 

Rates onder all headings except “Situations 
Wanted” $1.50 for first 25 words. Additional 
words, 5c. a word. 

SITUATION WANTED 7Se. for first 25 
words. Additional words, Sc. a word. 

Heavy type, $3.00 for first 25 words. Ad- 
ditivnal wurds, 10c. a word. 

Name, address, initials and abbreviations 
covnt as words, and are charged for as part 
of the advertisement, 

If answers are to be forwarded, enclose 15e. 
extra tu cuver pustuage. 

All answers will be directed care Jewelers’ 
Circular-Keystune, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of recoummenduatiuns. 


Jewelers’ Circular-Keystone 
100 E. 42nd St. New York 17 








Situations Wanted 


7Se. for first 25 words, Se. for each addi- 
tional word; minimum charge 75c. 





BOOKKEEPER, typist, full charge; 
many years’ jewelry experience; salary 
$50. Address “G., 3615," care J C-K. 


PRESS hand on watch cases, with many 
years of experience, as an all around 
man. Address “M., 3404,” care J C-K. 


EXPERIENCED man seeks position with 
watch importer; capable; complete 
knowledge taking care accounts and 
orders. Address “S., 3547,” care J C-Kx. 


SALESMAN, 23, capable continental 
traveler, previous sales experience; 
well known; reliable firms only. Ad- 
dress “G., 3546,” care J C-K. 


EXPERIENCED traveler, in middle At- 
lantic States, desires position with 
watch or jewelry line. Address “S., 
3574,” care J C-K. 


WATCHMAKER, engraver and jewelry 
repairman, desires permanent position 
with a future; West Coast preferred. 
Address “E., 3613,” care J C-K. 




















YOUNG man, alert, ambitious, interested 
in entering the wholesale diamond or 
fine jewelry trade; have technical abil- 
ity. Address “N., 3606,” care J C-K. 


OPPORTUNITY for progressive West 
Coast enterprise, to acquire immediate 
services top flight store manager. Ad- 
dress “N., 3499,” care J C-K. 


FIRST class jewelry jobber, stone setter 
and engraver; over 30 years’ experi- 
ence; best reference. Address “S., 
3494,” care J C-K. 








YOUNG lady, bookkeeper, thoroughly ex- 
perienced in the jewelry manufacturing 
line, capable of taking full charge of 
office; wishes responsible position. Ad- 
dress “W., 3580,” care J C-K. 





BOOKKEEPER F. C., wholesale jewelry 
and watch repair experience; complete 
charge, trial balance, payroll, taxes, 
ete.; salary $50; New York City. Ad- 
dress ‘“K., 3592,” care J C-K. 





JEWELRY saleslady; retail jewelry store 
experience, sales personality; energetic, 
attractive: capable handling stock and 
records; New York City only. Address 
“A., 3628,” care J C-K. 





MANAGER and salesman, many vears’ 
experience, have bought jewelry, 
watches, silver, glass and novelties; 
can trim windows; will travel. Address 
“P., 3619,” care J C-K. 





PROGRESSIVE manager, one who “has 
it on the ball,” seeks full responsibility 
well established store; west of Denver 





preferred. Address “H., 3440,” care 
J C-K. 
DIAMOND cutter, expert in _ rounds, 


fancies and repair work, desires posi- 
tion with reliable firm out West: ex- 
cellent references furnished. Address 
“G., 3394,” care J C-K. 





SALES-manager; neat appearing, fast 
moving man of crack selling ability; 
will consider position only in large 
re store. Address “R., 3423,’ care 
J C-K. 





CALIFORNIA enterprise could now avail 
itself top flight store manager; a 
recognized wizard of successful big 
volume installmen: operation. Address 
“B., 3432,” care J C-K. 





NOW’S the time to contact this man, if 
eventually you’ll require an able man- 
ager, for immediate and continued suc- 
cessful operation of a new jewelry 
store. Address “G., 3439,” care J C-K. 





OVER $100,000 additional annual busi- 
ness assured your store through un- 
failing efforts of this recognized install- 
ment salesman; very finest credentials. 
Address “Y,, 3428,” care J C-K. 





BUYER-manager, available established 
credit jewelry store; practical man of 
unusual background; sure find for 
progressive organization; Midwest pre- 
ferred. Address “C., 3433,” care J C-K. 





SALESMAN traveling, aggressive, with 
foilowing retail trade, seeks better line 
of costume or staple jewelry; commis- 
sion basis; manufacturer preferred. Ad- 
dress “U., 3647,” care J C-K. 





WATCHMAKER, eight years’ experience, 
own tools; age 35; wishes permanent 
position, in Los Angeles or vicinity. 
Address “E., 3193,” care J C-K. 


WATCHMAKER, 25 years’ 
wants permanent position; married; 
references exchanged; mention store 
are salary. Address “V., 3529,” care 





experience, 





WATCHMAKER; 25 years’ experience; 
at present employed, but desires 
change; must be permanent; best of 
references. Address “R., 3521,” care 





SALES-advertising manager, top flight 
executive, now available well financed 
highly rated retail or wholesale enter- 
prise; first class reference. Address 
“L., 3513,” care J C-K. 


CAPABLE man, fully experienced, de- 
sires position in factory office, jewelry 
or watch cases; complete knowledge 
production, taking care accounts, orders. 
Address “T., 3548,” care J C-K. 


THOROUGHLY experienced retail man, 
capable full charge, seeks connection ; 
will consider making moderate invest- 
ment in successful store if desired. 
Address “‘A., 3595,” care J C-K. 











ALERT jewelry salesman, 32, married, 
18 years’ cash, credit experience, thor- 
ough knowledge jewelry, desires posi- 
tion with opportunities; vicinity New 
York City. Address “M., 3564,” care 





MANAGER, salesman, desires employ- 
ment with opportunity to purchase 
interest in credit jewelry business; 20 
years’ experience, retail and wholesale; 
excellent contacts and references. Ad- 
dress “J., 3559,” care J C-K. 


YOUNG, discharged veteran, four and a 
half years service; ambitious, indus- 
trious; knowledge typing, inside sell- 
ing and office experience; formerly 
with A. Allister, 42 W. 48th St., New 
York. Tel. Dickens 6-3650. 


DIEMAKER, resident New York City, 
experienced on precision blanking, 
forming, piercing dies, also jewelry 
cutters, good on hand work, desires 








position with chance to do hub-cutting. 


Address “V., 3549,” care J C-K. 





MAN wishes position with diamond im- 
porter or diamond jewelry manufac- 
turer, inside or outside; varied experi- 
ence; honest, trustworthy ; references ; 
available soon. Address ‘“M., 3418,” 
care J C-K. 








SUCCESSFUL salesman; 
agerial ability; immediage Dice 
prominent store between Chicag, pee 
New York; well worth your erie 


consideration. Address “y_, 3425, retet 


FORCEFUL §salesman ss se 
modern credit store; peak propaition 
absolutely assured; highest reference = 
location immaterial; guod paying = 
nection sole objective. Address ~. 
3422,” care J C-K, ° 








NX 

DIAMOND man experienced in cuttin 
assorting, buying and selling, desire! 
connection with reliable establishment: 
excellent references furnished; wij 
consider traveling. Address “F.,’ 3393» 
care J C-K. : ’ 





Ss 

STORE manager; high type installment : 
successful intensified experience: 
young, resourceful; invaluable acquisi. 
tion for progressive enterprise; finest 
unsolicited character, business refer. 
ences, Address “‘N., 3421,” care J C.-K. 





DETROIT connection wanted by store 
manager of truly outstanding ability: 
thoroughly familiar every conceivable 
phase modern installment operation: 





confidential, Address “P., 3500,” care 
J C-K. 
SALESMAN, formerly with silverware 


manufacturer, desires to represent 
high grade jewelry or silverware 
manufacturer; state territory open; 
have car for travel. Address “RE, 
3475,” care J C-K. 


PACIFIC Coast salesmen, better trade, 
desire new connections costume, 
pearl, semi-precious jewelry; 20 
years’ experience; resident offices; 
commission basis; best references. 


Address “A., 3583,” care J C-K. 


RETAIL jeweler; veteran, 35, wishes to 
learn retail business and finish learn- 
ing watch repairing; I have two years’ 
experience in watch repairing and 
casing; also a diamond setter, Ad- 
dress “M., 3650,” care J C-K. 


SILVER or plated hollowware or flat- 
ware for West Coast representative; 
many year’s experience; good fol- 
lowing; best references; commission 
basis; resident office. Address “C., 
3584,” care J C-K. 


SALESMAN - manager, presently em- 
ployed, wishing to make change; 
experienced buying, selling and win- 
dow trimming; able to _ estimate 
jewelry repair and watchwork ; New 
York City, or vicinity; references. 
Address “H., 3397,” care J C-K. 


WATCHMAKER; high class_ mechanic 
would like permanent position with 
reputable firm; would consider operat- 
ing watch repair department on 4 
mutually agreeable basis; New York 
State preferred. Address “C., 3507, 
care J C-K. 


MANAGER, salesman, top-notch, proven 
ability, to take complete charge of 
cash and credit store; veteran; mar- 




















ried; pleasing personality; excellent 
appearance; future important; give 
full particulars. Address “A, 86, 
care J C-K. 





YOUNG man, 22, several years’ experi- 
ence in wholesale and retail jewelry, 
seeking position with wholesale firm; 
interested in diamonds and _ precious 
gems; honest, dependable, adaptable 
and a sincere willingness to learn. Ad- 
dress “C., 3466,” care J C-K. 


EXPERIENCED diamond assorter, some 
sales experience, seeks position offering 
opportunity learn diamond values, 
come buyer; other offers conside 
Dewey 2-3469, mornings. Seymour Kap- 

me weet Brighton 4th St., Brooklyn 











KEY man desires association well recor 
nized chain or independent operator: 
dynamic salesman; top administrative 
ability; intensified experience m 
successful, large volume retail credit 
business; unimpeachable reference. Ad- 
dress “T., 3424,” care J C-K. 
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SITUATIONS WANTED—continued 








ALE -manager, young man, 38, 
aT — retail jewelry experience 
seeks permanent position with future; 
understands thoroughly all phases of 
the business including electrical ap- 
pliances ; excellent references, Address 
“y,,, 3593,” care J C-K 
———————— 
Ss N, assistant manager, now in 
er Te recently employed by large 
New York cash and credit jewelry 
chain, seeks position, Los Angeles or 
vicinity; thorough knowledge all 
phases of cash and credit business ; 
minimum $125 weekly. Address “L., 
3480.” care J C-K. 











SALESMAN, resident San _ Francisco, 
concentrating in California, Oregon, 
Washington and export trade, seeks 
new line watches, clocks or kindred 
items; excellent following; straight 
commission. Address “Y., 3582,” 


care J C-K. 


RETAILERS; capable executive, envia- 
ble background, excellent credentials ; 
experienced every operation, manage- 
ment, buying, selling, promotion for de- 
partment, chain, Class jewelry stores, 
seeks new connection with substantial, 
progressive organization ; anywhere. 
Address “P., 3571,” care J C-K. 











WATCHMAKER, front man, experienced 
in all phases of the jewelry business, 
wishes pusition in New England, Penn- 
sylvania or New Jersey; in present 
positiun four years: must have living 
quarters for family of four; state 
wages; Gentile; references. Address 
“N., 3610," care J C-K. 





ZOUNG diamond man, presently em- 
ployed, wishes to make change; three 
years’ experience, color and quality us- 
sorting, desires responsible position 
with wholesaier or manufacturer; am- 
bitious and aggressive; will travel; 
best references. Address “S., 3523,” 
eare J C-K. 





HEAD salesman for prominent jewelry 


store; an able, courteous gentleman 
with whom to deal; unusually produc- 
tive creating, maintaining high unit 
sales, diamonds, watches; particular 
aptitude, diplomatically and _ success- 
fully consummating turnovers, write in 
confidence. Address “R., 3413,” care 
J 





I am a watchmaker, Bradley trained, 


with 25 years’ experience; I want a 
position in a home owned store with 
full charge of the repair department; 
in other. words, I expect to estimate 
and inspect all jobs and see to it that 
they have the proper material; I will 
go anywhere suitable. Address Box 
527, Omaha, Nebr. 





SALESMAN, experienced and capable in 


retail selling, desires position in good 
store where ability and conscientious 
application are appreciated ; Sees 
familiar with all departments of retail 
store; married; no preference on loca- 
tion; will go to any city. Address “Cir- 
cular 1443,” Room 1415, Heyworth 
Bidg., Chicago 2. 





CERTIFIED watchmaker, Bradley 


graduate, 25 years’ experience: Ameri- 
can; married; can handle R.R. work 
and inspection; want to make change 
about July; first class store only; no 
clocks or junk; will have to be guar- 
anteed comfurtable housing for family 
of three; state salary and full par- 
ticulars, Address Watchmaker, Box 


323, San Jose, Calif. 





MAN and wife, now employed by old es- 


tablished firm, desires change; man, 
25 years’ experience as watchmaker 
and jeweler, capable of managing re- 
od department or store, capable of 
nstructing watchmaking; wife, as- 
sistant manager in store where now 
employed; 15 years’ experience in gift 
and jewelry business. Address “B., 
8585,” care J C-K. 


INTERESTING trial proposition will be 


considered if necessary; successful 
salesman seeks responsibility manag- 
ing modern credit jewelry store; ad- 
mirably equipped handling every cun- 
ventional requisite; salary expected 
first year, $12,000, plus liberal per- 
centage on store’s gross; now residing 
on West Coast; free to travel any- 
where; write in confidence, to “Kk., 
3081,” care J C-K. 





WATCHMAKER, one of the finest in 


the U. S., capable as head watch- 
maker, with the very highest class 
firms, age 43; 26 years as a fine 
watchmaker; splendid letters of re- 
commendation; wishes to locate 
with a high grade concern in the 
Cleveland, Ohio area; minimum 
salary $125 weckly for 44 hours; 
overtime accepted on commission 
basis; available in 10 days. Address 
“V., 3632,” care J C-K. 





MANAGER-buyer 12 years’ cash and 


installment experience; dynamic 
salesman, excellent window trim- 
mer; complete knowledge of mer- 
chandising; promotional, selling, ad- 
vertising; have successfully oper- 
ated my own business and know the 
problems you have to contend with; 
age 31; married; finest references; 
prefer southern California. Write 
or wire, George L. Coburn, 3617 
Mississippi St., San Diego 4, Calif. 








Lines Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 cents = word 





——_ 


MANUFACTURER'S representative, with 


Fifth Ave. New York showroom, seeks 
additional lines; state full particulars. 
Address “G., 3556,’ care J C-K. 





SIDE line wanted; gold ring line from 


factory only; sell only the best jew- 
elers and department stores. Address 
“N., 3570,” care J C-K. 





OUTSTANDING diamond jewelry line 


wanted by outstanding salesman, for 
exclusive West Coast presentation. Ad- 
dress “A., 3429,” care J C-K. 





BUYER, salesman, jewelry and watches, 


seeks line from manufacturer or whole- 

saler; 15 years’ varied experience; col- 

lege _— Address “H., 3565,” care 
“ik. 





PACIFIC Coast salesman, with excel- 


lent connection, requires manufac 
turer’s line of flatware and hollow- 
ware; excellent references. Address 
“J., 3321,” care J C-K. 





PACIFIC Coast manufacturer’s repre- 


sentative, following, experienced, 
open for gold, gold filled or watch 
line, watch attachments; showroom 
in San Francisco; traveling by car. 


Address “E., 3543,” care J C-K. 





JEWELRY jobber needs watches, chains 


and silverware from importers and 
manufacturers; over 1200 A-1 rated 
accounts; large orders waiting to be 
filled; will carry own accounts. Ad- 
dress “K., 3492,” care J C-K. 





ESTABLISHING sales office, represent- 


ing jewelry or novelty lines; over 20 
years’ experience in selling department 
and specialty store trade; best refer- 
ences obtainable. Address “S., 3453,” 
care J C-K. 





SALESMAN, 20 years’ experience, sell- 


ing to the jewelry jobbers in the Middle 
West and South, would like gold 
mounting and engagement sets, stone 
ring line, or gold items. Address “J., 
398,” care J C-K. 





SALESMAN, with Chicago office, and 


exceptional following with whvulesalers 
and large outlets, wants line lalies’ 
mountings for Middle West. Address 
“Circular 1447,," Room 1415, Heyworth 
Bldg., Chicago 2. 





MANUFACTURER'S" representative, 


veteran, covering Pacific Coast by car, 
with exclusive watch line, would be in- 
terested in non-conflicting lines; good 
ring line preferred. Address “D., 3621,” 
care J C-K. 





MANUFACTURER’S representative de- 


sires lines fur wholesale and retail 
jewelers, department and specialty 
stores, in Rocky Mountain region; dis- 
play room in Denver. John S. Pink- 
ston, 837 S. Gaylord, Denver, Colo. 





CALIFORNIA representative, selling the 


best outlets, offers services to manu- 
facturers of outstanding line costume 
jewelry, pearls, etc.: only top lines 
will be considered. Address “A., 3477,” 
care J C-K. 





PACIFIC COAST salesman who calls on 


the better trade, desires a line of 
platinum, gold chains, lockets, crosses, 
Watch cases and specialties; best of 
=e Address “C., 1448,” care 





DIAMOND ring line wanted by jobber 


with over 1500 A-1 paying accounts; 
all sizes: immediate outlet; will carry 
own accounts; large orders waiting; 
prompt payment. Address “L., 3496,” 
care J C-K. 





SMALL, high class line wanted by sales- 


man covering jobbers; New York 
City, Philadelphia, Pittsburgh, Balti- 
more, Boston: write full particulars. 
Address “T., 3465,” care J C-K. 





PACIFIC Coast representative with 


fine following, calling on jobbers 
and large users, desires a manufac- 
turer’s line; particulars, Address 
“II., 3320,” care J C-K. 





SALESMAN to represent manufacturer's 


line selling direct to retailers for Ohio, 
Pennsylvania, West Virginia; also 
popular priced jewelry specialty items. 
Address “P., 3361,” care J C-K. 





WATCH SALESMAN, Pacific Coast ter- 


ritory over 20 years, desires good line 
of watches in 14K and gold filled; 
commission basis. Address “E., 1449,” 
care J C-K. 








WEST Coast salesman, calling on the 


better trade, seeks gold filled, gold 
line, attachments, specialties; married ; 
car; live wire; good following; refer- 
ences. Address “D., 3542,” care J C-K. 





MANUFACTURER'S line wanted for 


Middle West, by salesman with Chi- 
cago office and large acquaintance with 
jobbers and large installment stores. 
Address “Circular 1446,” Room 1415, 
Heyworth Bldg., Chicago 2. 





MANUFACTURERS’ representative, in 


Chicago, wants manufacturer’s line of 
metal compacts, jewelry or rings pro- 
duced for wholesalers exclusively. Ad- 
dress “Circular 1442,” Room 1415, Hey- 
worth Bldg., Chicago 2. 





OHIO representative, with large fol- 


lowing among jewelry and depart- 
ment stores, desires manufacturer’s 
line of quality jewelry; also good 
line of watches; on commission 
basis; references. Address “K., 
3605,” care J C-K. 





WANTED, connection with sterling silver 


manufacturer or firms of hollowware, 
flatware and baby silver; lines must 
be exclusive to me as I am discon- 
tinuing my regular line of jewelry for 
exclusive lines. Address “Retailer 
3443,” care J C-K. 








(Continued on page 430) 
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LINES WANTED—Continued 








(Continued from page 429) 








PACIFIC Coast representative, for 
Eastern manufacturers, open for addi- 
tional jewelry novelty and_ kindred 
lines; sold trade in territory, for past 
20 years. Chas. Grellmann, Mutual 
Building, Room 814, San Francisco, 
Calif. 





REPRESENTATIVE covering Boston, 
Providence, Hartford, Philadelphia, 
Baltimore, Washington, Pittsburgh, 
with manufacturers exclusive 14K 
jewelry, would be interested in a non- 
conflicting line. Address “A., 2409,” 
care J C-K. 





SALESMAN, years’ experience, selling 
wholesalers and large users in 14 states 
of Midwest and Southwest, wishes to 
hear from manufacturers desiring ef- 
ficient representation in this territory. 
Address “Circular 1445," Room 1415, 
Heyworth Bldg., Chicago 2 





SALESMAN for Texas, Oklahoma and 
Louisiana, with following among bet- 
ter retail stores, to carry line of 
ladies’ and men’s diamond rings, stone 
rings, and engraved wedding rings; 
commission basis. Address “H., 3558,” 
care J C-K. 


IF you are interested in a live fire 
sales organization, in the Northwest, 
if you are a manufacturer of items, 
not necessarily jewelry, but mer- 
chandise saleable to jewelry, gift 
and department stores, I am open 
for you; I am a manufacturer’s rep- 
resentative of fine gold jewelry, I 
also job my merchandise; I have my 
office and showroom in a city of the 
Pacific Northwest; I cover, with four 
salesmen, the entire Northwest; I 
am willing to be your agent or will 
carry the accounts; I am well rated 
and am a member of The Jewelers 
Board of Trade; please forward 
your offer to “N., 3448,” care J C-K. 


Side Lines 


Minimum charge (25 words) $1.50 
Additional words, S cents a word 





SALESMAN, side line, to carry com- 
plete line of ladies’ and gents’ wed- 
ding rings. Address “E., 3482,” care 





SALESMAN to sell jewelry flag novelties, 
wholesale; commission basis; leads 
furnished ; opportunity for veteran. Ad- 
dress “M., 3515,” care J C-K. 





COSTUME jewelry; nationally «nown 
manufacturer of diversified and popu- 
lar priced costume jewelry line, has 
several territories open for experienced 
men with following, calling on jewel- 
ers, department stores, specialty shops, 
etc.; commission. Write fully “D., 
3553,” care J C-K. 





SALESMAN, Southern States, nationally 
advertised, highest quality “wanted” 
merchandise; expansion program pro- 
vides substantial earnings for compe- 
tent man, experienced in department, 
gift and jewelry trade; give details; 
Tone Address “E., 3555,” care 





WATCHMAKER: experienced man to as- 
sume full charge of repair department, 
on a commission or salary basis; per- 
manent position; excellent opportunity ; 
in Middle West City of 85,000; state 
experience, salary or commission basis 
desired. Schindler’s Jewelry, Sioux 
City, Iowa. 





MANUFACTURER’S opportunity; well 
known, live wire, experienced sales or- 
ganization, with New York showroom, 
traveling entire U.S.A., with A-1 jobber 
folluwing, is open for an additional cos- 
tume jewelry or metal compact line; 
bonafide manufacturers only; commis- 
~ basis. Address “P., 1324,” care 





LINE wanted, for volume sales, in the 
Northwest, by established sales agent 
covering Washington, Oregon, Idaho, 
Montana, Utah, four times a year, by 
car; the line should be extensive and 
should appeal in style, quality and 
price to the better type stores; com- 
mission basis; principals only. Ben 
Nason, 519 White Bldg., Seattle, Wash. 





ATTENTION manufacturers and im- 
porters: will open office in Dallas 
for distribution of high grade lines 
for Texas, Oklahoma, Louisiana and 
Arkansas; for 10 years sales repre- 
sentative for one of Southwest's 
leading jobbers, distributors for 
American watch lines; have one of 
the strongest followings in this ter- 
ritory, with the better jewelers; if 
you have a top quality line and want 
distribution by a high grade well 
trained selling organization, Address 
“A., 3641,” care J C-K. Will come 
to New York for conference; excel- 
lent bank and trade references. 





SALESMAN, Southwest, trademarked 
line of gold and silver good selling 
3 Address “B., 3638,’ care 


WANTED, men to carry, as side line, a 
popular priced general line of whole- 
sale jewelry; commission basis; all 
territories open. Address “W., Ky 
care J C-K. 


MANUFACTURER’S line, ladies’ and 
gents’ gold wedding rings; sell to 
department stores, large retailers, 
etc.; many territories open. Address 
“S., 1309,” care J C-K. 


MANUFACTURER of ladies’ and gents’ 
colored stone rings, wants salesman 
with following among retail jewelers, 
New York City and vicinity. Address 
“V., 3416,” care J C-K. 














>LDE line salesman, to carry, key chains, 
identification bracelets and bill clips, 
sterling; for Michigan, West Coast, 
Eastern and Southern States. Address 
“C.. 0st, eare J CK. 


SALESMAN wanted, by manufacturer, 
ladies’ and gent’s gold stone rings, on 
commission basis; men with experi- 
ence among jobbers, for New York, 
and man for Chicago; give all details. 
Address “T., 3415,” care J C-K. 


SALESMEN; new, original “holding tie 
holder,” patent pending, for depart- 
ment and jewelry stores; commission ; 
territories open; give references and 
full details. Address “S., 3502,” care 
J C-K. 

MANUFACTURER’ wants” experienced 
salesman to call on retail stores, with 
very fine leather watch strap line; 
display and quality will make this an 
excellent side line; all territories open. 
Address “A., 3505,” care J C-K. 


SALESMEN ; fast selling side line, most 
territories open; only those with good 
following among the jewelry and de- 
partment stores need apply: state ter- 
ritory now covering; commission basis. 
Address “N., 3618,” care J C-K. 














SIDE line salesman wanted to ¢ 
neckchains, lockets, miraculous meqit® 
sterling rosaries, earrings; followj 
amongst retail, department store t 
credit jewelers; commission basis. 
Eastern and Southern States: refer 
ences. Address “K., 3512,” care J CK 





ria, 
SALESMAN for Washington, Or 

Northern California, to call on ban 
jewelers, with solid gold line: estab. 
lished accounts throughout territory: 
must have car; write full particular, 
in first, letter. Address “S., 34¢4» 
care J C-K. ’ 





Str 
DIAMOND salesmen wanted to carry as 
side line, small novelty jewelry item: 
immediate deliveries made; state terri. 
tory you cover; include references: op- 
portunity for increased income; sala 
plus commissions. Address “W., 3417 
care J C-K. : 





Ls 

SALESMAN wanted, calling on jewelry 
manufacturers and wholesalers, carry 
side line of exceptional jewelry boxes, 
both expensive and inexpensive, on 
commission basis; most _ territories 
open; write fully. Address “B,, 3593" 
care J C-K. , 





MANUFACTURER with line of ladies 
and gent’s 10Kt and 14Kt birthstone 
rings for delivery, wants experienced 
salesman with car and established re- 
tail stores’ trade, Pacific Coast; also 
man for Chicago and vicinity, on com. 
mission basis; state full particulars, 
Address “S., 3414,” care J C-K. 





ESTABLISHED territories in New York 
State, Chicago, Middle West, and 
Pacific Coast now open for men to 
carry a side line of fine sterling silver 
jewelry, calling only on the better 
jewelers and department stores; write 
details and references, Address “A, 
3550,” care J C-K. 





REPRESENTATIVES wanted for sev- 
eral open territories, to sell nationally 
known and advertised line of shell 
Cordovan watch straps; should have 
following with jewelry and _ depart- 
ment store trade; protection given on 
repeat business and will cooperate with 
the right type of men 100%; please 
give all details and reference in first 
letter. Address “T., 3503,” care J C-K. 





SALESMAN wanted for attractive and 
well established line of 14K _ gold, 
precious and semi-precious stone jewel- 
ry, in rings, bracelets, earrings, pend- 
ants and brooches, for department and 
retail jewelry stores; Mid-west terri- 
tory, also in small towns, on commis- 
sion basis; no objections to non-con- 
flicting lines; give full details in first 
letter. Address “M., 3446,” care J C-K. 





ESTABLISHED $75,000 territory for 
salesman with following, now trav- 
eling states of California, Oregon 
and Washington to carry nationally 
advertised line of matched wedding 
ring sets, also complete diamond 
line and stone rings: commission 
only; non-conflicting line not objec. 
tionable. Address “Circular 1 
Room 1415, Heyworth Bldg., Chi- 
cago 2, Ill. 


SCRE 0 82 ELT RPE ALE LEI I 
Help Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








COSTUME jewelry manufacturer, 
brass and rhinestone earrings, brace- 
lets, chokers, $1 to $5, desires rep- 
resentation to department stores and 
jobbers; above average 3; commission. 
Address “F., 3511,”’ care J C-K. 





NEW line, hand wrought sterling silver ; 


necklaces, bracelets, pins, earrings and 
rings, for salesman or saleswoman 
with established following among de- 
partment and better jewelry and gift 
stores: commission. Address. “‘I.., 
3402,” care J C-K. 





FIRST class watchmaker; steady pos! 
tion. Olson Jewelry, Ft. Dodge, Iowa. 





ENGRAVER, highest type of work; ye 
Southern store; excellent salary. Ad- 
dress “R., 3450," care J C-K. 





YOUNG lady to assist in taking charge 
of oe nam department and assorting 
precious and semi-precious stones, ex- 
perience preferred. Untermeyer, 0 
bins & Co. 136 W. 52nd St. New 
York 19, X%.. %. 
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AKER; permanent; salary 
bi — week. William Crow, 320 
University Building, Denver 2, Colo. 





Pee nn 
MAKER, good steady position, 
Lg ao ter, all around man; sood 
pay. Address “E., 3392,” care J C-K. 





— . 
lass watchmaker desired as de- 
rent head, in fine Southern store. 
Address “T., 3451,” care J C-K. 





PE sched 
IAMOND setters: good pay, steady 
’ work; transportation; Northwestern 


Ohio. Address “C., 3229,” care J C-K. 





TED, first class watchmaker; com- 
by or salary. A. R. Brandenburg, 
Independence, lowa. 








ED, experienced engraver in high 
— retail store, located southern 
New England; permanent; pay good. 
Address “D., 3264,” care J C-K. 





WATCHMAKER; permanent position; 
salary or commission basis; must be 
experienced; gvod habits; furnish ref- 


erence. Box 1201, Fayetteville, N. C. 





JEWELERS wanted for special order 
work; $2 per hour; plenty of over- 
time; give full information in first 
letter. Address ‘“‘X., 3486,” care J C-K, 





JEWELRY manager, leading Dayton, 
Ohio store; wonderful opportunity for 
erack salesman who can take complete 
charge. Address “J., 3441,” care J C-K. 





WATCHMAKER for West Coast posi- 
tion; permanent; good working condi- 
tions; state age and experience. Ad- 
dress “E., 2040,” care J C-K. 


WANTED, engraver-watchmaker; fine, 
old Southern store; permanent job; ex- 
cellent salary; references required, Ad- 
dress “J., 3295,” care J C-K. 








JEWELRY buyer and general manager; 
outstanding opportunity for a new 
chain of jewelry stores, in New Eng- 
land. Address “C., 3554,” care J C-K. 


WATCHMAKER; excellent working con- 
ditions with guarantee of $75 per week, 
and commission. S. L. Sather-Jeweler, 
Vernal, Utah. 


WATCHMAKERS wanted; permanent 
positions; good working conditions 
and hours. Write Goff Jewelry Co., 
812 Franklin St., Tampa, Fla. 


WATCHMAKER capable of taking 
charge; South Georgia city of 38000; 
five and a half day week; good salary; 
best working conditions. Address “F., 
3194,” care J C-K. 


WOULD like to get in touch with a first 
class all around jeweler, with trade 
shop experience: a man who is inter- 
ested in going in for himself. Address 
“C., 3189,” care J C-K. 


WANTED; jeweler and diamond setter 
with some special order work: ideal 
working conditions; by one of the 
Southwest’s leading retail jewelers. 
Arthur A. Everts Co., Dallas, Tex. 


WATCIIMAKERS; trade shop in New 
York will give work out to first class 


watchmakers, no others: write for 
— Address “N., 1179,” care 























WATCHMAKER wanted to take com- 
plete charge of watch repair depart- 
ment; must be excellent mechanic; 
good salary to right man. Address “K., 
3442,” care J C-K. 


CLOCKMAKER wanted, in Detroit area; 
only first class man need apply; state 
experience and salary wanted. Address 
‘T., 3577," care J C-K. 





JEWELER tor. general repair work, 
stone setting and light manufacturing; 
good working conditions; salary $100 
per week. C. F. Fosnaugh, 8 W. Main 
St., Springfield, Ohio. 





WATCHMAKER wanted; permanent 
position for capable mai; pleasant 
working conditions; excellent salary. 


Kay Jewelry Co., 133 E. Market St., 


Warren, Ohio. 





WATCHMAKER wanted, experienced and 
reliable, to work in modern jewelry 
store; excelient surroundings; $100 a 
week; give references in first letter. 
Address, Ray Jewelry Co., Rome, Ga. 





JEWELRY repairman who can assist in 
some other branch of work; give full 
details and experience; permanent 
position, near New York City. H. E. 
Woods, 41 Broadway, Yonkers, N. Y. 





WATCHMAKER wanted; Wisconsin 
jewelry store; permanent position; 
write stating qualifications, references 
and salary expected. Address “W., 
3427,” care J C-K. 





WANTED, head watchmaker; one capa- 
ble of waiting on fine class clientele; 
ideal working conditions with old firm, 
58 years in business; Middle West. Ad- 
dress “D., 3586,” care J C-K. 


WANTED, watchmakers and combina- 
tion men in well equipped air condi- 
tioned jewelry store; can make as 
much as you want to. Carter Jewelry 
Co., Leesville, La. 


WATCHMAKER, first class; excellent 
working conditions; permanent; 
salary $100 per week; write giving 
references. Andersen’s Jewelers, 
Macon, Ga. 


JEWELER wanted who can do repair- 
ing, ring sizing, and job stone setting, 
in retail and jobbing shop. Dave Nab- 
stedt Co., 501-502 Security Bldg., 
Davenport, Ia. 


JEWELRY jobber, stone setter and en- 
graver wanted, South Texas retail 
store, no chain; give information in 
detail, in first letter. Address “W., 
3635,” care J C-K. 














JEWELERS, engravers, setters, jobbing, 
special order, fraternity, permanent 40 
hour week ana overtime; large mod- 
ern shop. Midwest Jewelry Co., Okla- 
homa City, Okla. 


WATCHMAKER, permanent position for 
A-1, experienced in high grade Ameri- 
can and Swiss watches, with old estab- 
lished firm in the South at once. Ad- 
dress “‘M., 4889,” care J C-K. 


WANTED, watchmaker for permanent 
position; ideal climate, fishing and 
hunting, educational advantages for 
the family; University town; good sal- 
ary. Frank Borg, Missoula, Mont. 


WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address “J., 4321,” care J C-K. 


WANTED, an expert on production of 
Swiss musical movements; also capa- 
ble of designing the necessary tools; 
references required. Address ce 
3387,” care J C-K. 


WANTED; experienced man, for general 
floor work, in jewelry store; selling, 
window trimming, etc.; steady; $75 to 
oo Address “J., 3491,” care 


JEWELER, on repair work and light 
special order work; good steady posi- 
tion for a capable man; high wages 
and a fine concern. Address “O., 3488,” 
care J C-K. 


























WANTED; experienced watchmaker, 
also an experienced jewelry repair 
man; salary for each, $75 week; 
steady; Ohio. Address “H., 3490,” 
care J C-K. 

WANTED; experienced and capable 
watchmaker; $100 a week; leading 


store in a live town; state age and 
furnish references. Bell Jewelers, 
Aberdeen, Wash. 

WATCHMAKER;; permanent; salary $85 
to $100; experienced on all kinds of 
watches; good opportunity; state ex- 
perience and full particulars in first 
letter. Address “F., 3623,” care J C-K. 


WANTED;; first class watchmaker; one 
capable of taking charge of repair 
department, with old _ established 
firm; $75 per week and commission. 
E. W. Phillips, Wallace, Idaho. 











WATCHMAKER, fine opening, June Ist, 
new store, heart of Georgia; excellent 
working conditions, living quarters 
guaranteed; salary or percentage. M. 
Van, Box 546, Moultrie, Ga. 


WATCHMAKER, capable of taking 
complete charge repair department 
and doing simple sizing and solder- 
ing; excellent salary, or commis- 
sion, or both. Sather’s, Craig, Colo. 


WATCHMAKER, experienced. for per- 
manent position; ideal working con- 
ditions and hours, with old estab- 
lished firm. Rost Jewelry Co., 25 N. 
Illinois St., Indianapolis 4, Ind. 


WANTED watchmaker; must be A-1 
mechanic: give references and state 
salary wanted in first letter. George 
W. Keyworth, 206 E. Pine St., Lake- 
land Fla. 














WANTED, first class jewelry repairman, 
with old firm 58 years in business; 
ideal working conditions: air condi- 
tioned shop; Middle - West. Address 
“F., 3587,” care J C-K. 





FIRST class road salesman, with good 
connections, for nationally advertised 
line of sterling and gold plated jewelry 
and sterling hollowware. Address “F., 
3599,” care J C-K. 


WATCHMAKER, experienced in selling; 
capable to take charge of store up- 
state New York; give full particulars, 
age, salary, etc., in first letter. Address 
“K., 3562,” care J C-K. 








WANTED, expert engraver and jewelry 
repair man, to teach G. I. veterans; 
g00d salary; write experience and gen- 
eral qualifications. D. Critchfield, 30 
Chestnut St., Boston 8, Mass. 








JEWELRY salesman, experienced, for 
retail store in Central California; full 
details and qualifications in first let- 
ter; excellent saJary. Address “N., 
3573,” care J C-K. 





WANTED, by large diamond ring man- 
ufacturer, a man capable of taking 
full charge of plant; excellent op- 
portunity and good salary; state 
full particulars; confidential. Ad- 
dress “V., 3578,” care J C-K. 


JEWELER-diamond setter, who can do 
some jewelry repairing; excellent 
working conditions; good opportun- 
ity for right man; salary $135 per 
week. C. F. Fosnaugh, 8 W. Main 
St., Springfield, Ohio. 


WATCHMAKER wanted for store to 
open in Osgood, Ind.; excellent op- 
portunity; perfect working condi- 
tions; good salary proposition; liv- 
ing quarters available. Everett J. 
Black, Osgood, Ind. 


JEWELER, stone-setter, plain engraver 
for permanent position; old, well 
established firm; good salary; shop 
well lighted and air-conditioned; 
phone or wire our expense. H. Post 
& Sons, Decatur, Ill. 


WATCHMAKER, to work with Watch- 
master Timing Machine; very few 
railroad jobs; commission; all ma- 
terial furnished; this is not a credit 
store. Neumann Bros., Jewelers, 


325 Huron St., Toledo 4, Ohio. 


WATCHMAKER wanted in Mid-south 
city; permanent position; best work- 
ing conditions; outstanding shop; old 
American firm; must be first-class 
watchmaker, particularly on railroad 
watches; good salary. Address “H., 
3624,” care J C-K. 


(Continued on page 432) 
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SALES agents wanted; popular priced 
Indian jewelry: main line or side line; 
commission basis; give references and 
territory covered. Thunder bird Jewel- 
td cree 1217 Champa St., Denver 4, 

olo. 





SALESMAN to sell a very exclusive line 
of sterling silver charms and Western 
rings; highest commissions paid; all 
territories available except West Coast. 
Address, 520 W. 7th St., Room 1021, 
Los Angeles 14, Calif. 





SALESMAN; ring findings and mount- 
ings, to manufacturers and whole- 
salers; large, established manufac- 
turer; give full details as to experi- 
ence, etc. Address “D., 3481,” care 
J »«C-K, 





WANTED: experienced and capable 
watchmaker; good salary and working 
conditions; air conditioned store; fine 
climate; state age and furnish refer- 
ences. Crothers Jewelers, Yakima, 
Wash. 





WANTED; experienced watchmaker ; 
steady work; 20 years in the same 
location; straight salary, or 450-50 
basis; you can earn $125 to $150 
weekly; small store in large Ohio 
town. Address “G., 3484,” care J C-K. 





WANTED; watchmaker to take complete 
charge of watch repair department; no 
jewelry work: must be competent, re- 
liable and suber; old established store; 
best of working conditions; permanent. 
Oates Jewelry Store, Napoleon, Ohio. 





JEWELER and setter combined; one 
who is able to assist foreman: a 
wonderful opportunity for a _ young, 
married man; fine city, big future; 
fox Address “B., 3487,” care 





WATCHMAKER and ring sizer; per- 
manent pusition; good working condi- 
tions; tuwn about 6000; location 
eastern South Carolina; state qualitica- 
tions, age and salary expected. Ad- 
dress “C., 3470,” care J C-K. 


SALESMAN wanted: New England 
states, large mounting, wedding ring 
and chain line; no objections to non- 
conflicting lines; commission basis; 
excellent opportunity. Address “K., 
3296,” care J C-K. 


JEWELER and engraver; splendid po- 
sition for capable workman; air con- 
ditioned shop in leading Central 
New Jersey store; give full details, 
experience, etc. Address “A., 3187,” 
eare J C-K. 


SALESMAN wanted: New York state: 
large stone, mounting, wedding 
ring, chain line; no objections to 
non-conflicting lines; commission 
basis; excellent opportunity, Ad- 
dress “M., 3298,” care J C-K. 


WANTED, all around jeweler and 
stone setter, for general repair and 
few special order jobs; pleasant 
place to work; $3 per hour; time 
and half for overtime. Address “M., 
3083,” care J C-K. 


WANTED: manufacturing jeweler, who 
can set own work and is interested in 
advancement, in fine trade shop; sal- 
ary $1.90 hour first 40 hours. Lowell 
G. Hays, 701 Farnsworth Blidg., Mem- 
phis 3, Tenn. 


WANTED combined jeweler and stone 
setter; must be good workman to take 
charge of shop; references required: 
good opportunity; top salary, or salary 
and commission. Address “K., 2971,” 
care J C-K. 























WATCHMAKER;; permanent position ; 
excellent working conditions, long 
established retail store in Central 
New York State; state salary and 
references in first letter. Address 
“V., 3220,” care J C-K. 





TWO watchmakers, permanent, for 
Middle West; $100 a week; good 
opportunities; able to repair all 
makes and sizes of watches; state 
full particulars in first letter. Ad- 
dress “E., 3622,” care J C-K. 





SALESMAN wanted to sell direct to 
retailers and chain stores manufac- 
turers, line of men’s synthetic stone 
rings; territory Middle West; state 
experience in reply. Address “S., 


3629,” care J C-K. 





WATCHMAKER wanted, high grade 
experienced mechanic by old estab- 
lished jewelry store, in Central 
Texas; write complete information 
in first letter, Address *“*Y., 3636,” 
care J C-K. 





WANTED, watchmaker; will pay good 
salary, plus commission; pleasant en- 
vironment, steady employment; good 
opportunity for the right man to earn 
$5,000 a year or more. Klivans Jewel- 
ry Co., Ol! City, Pa. 





WANTED; first class jeweler and repair 
man; large room shop; good working 
conditions; splendid opportunity for 
the right man; salary or commission. 
Write or wire, Williams Jewelry Co., 
451 Cherry St., Macon, Ga. 





FIRST class watchmaker, retail estab- 
lishment, Kingston, N. Y.; permanent 
position; state experience and salary 
desired; ideal working conditions; ex- 
cellent living conditions guaranteed. 
Address “C., 3391,” care J C-K. 





WANTED, first class manufacturing 
jeweler and stone setter, with old tirm 
58 years in business; ideal working 
conditions; air conditioned shop; Mid- 
in See Address “H., 3588,” care 





WANTED, watchmaker and_ engraver, 
$75 week guaranteed and all overtime 
you want to make: plenty of good 
clean work in nice air conditioned store. 
J. L. Albriton, 418 East Capitol, Jack- 
son, Miss. 





WATCHMAKER, must be A-l me- 
chanic understanding close rating 
of railroad work; permanent, year 
round position, with old established 
firm; $75 week; ideal working con- 
ditions. John K. Shacklett, New 
Smyrna Beach, Fla. 





WE HAVE the following openings in 


our store; watchmaker, jewelers, 
engravers and front man; this is in 
a town with a population of about 
20,000, not an_ industrial town, 
with a firm founded in 1875. Keller 
& George, Charlottesville, Va. 





WATCHMAKER wanted; prefer com- 
bination man, although not necessary ; 
nice city; steady job; agreeable sur- 
roundings; gvod salary, or can work 
on commission basis; write, wire or 
phone Lewis Jewelry Co., Gainesville’s 
Leading Jewelers, Gainesville, Fla. 


WATCHMAKER, oldest 
store in town of 40,000, on salary 
or commission, or both; permanent 
position for skilled man; write full 
details; give age, experience, refer- 
rg Kahn’s Jewelers, Pine Bluff, 

rk. 





established | 





ADVERTISING novelty sid 4 
selling items especially for Me i fast 
high commissions; _ re-order protection: 
for sale only West of Mississippi Riya: 
et neni Gla Leder 
er Advertising ts, 125 - 
New York. o W. 33rd st, 





at. 

JEWELER who is looking fo 
as foreman, and to pe Man pn 
bility, with a wide awake concern, 
who has a vision of the present de: 
output; for such a man a great on 
pocsory. Address “X., 3489,” ean 





MANUFACTURERS agent w 
California, Chicago and New vost 
must have fine contacts with trade to 
represent large firm, making line of 
fast selling ladies’ and men's 14K 
hao’ cases. Address “P., 3410,” care 





a, 

WANTED watchmaker, first class me. 
chanic, otherwise please do not apply; 
good pay and bonus of 744% per an: 
num, either on salary or on 50-50 
basis; must be sober and have first 
class reference, J. H. Mednikow, 5 § 
Main, Memphis, Tenn, 5 





JEWELER; first class all around man 
some setting; good opportunity in old 
established firm; enjoy living by the 
blue Pacific, in Sunny California; fast 
growing city with finest climate; write 
fully. J. Jessop & Sons, 1641 Fifth 
Ave., San Diego 1, Calif. 





WE would like to communicate with an 
experienced watchmaker who is capa- 
ble and dependable; must be able to 
do light jewelry work; we have a 
promising and well paying position 
open. Lipson’s Jewelry Store, Fair- 
mont, W. Va. 





FIRST class watchmaker for perma- 
nent position with old established 
and leading jewelry firm, in Texas 
city of 50,000 population; air-con 
ditioned store; qualifications and 
full references required; good sal- 


ary. Address “T., 3457,” care J C-K. 


SALESMAN wanted, to carry atirac 
tive line of gent’s diamond mount- 
ings, ladies’ and gent’s stone set 
rings and genuine leather watch 
straps; territory open; commission 
"ee ' Address “D., 3389,” care 


MANUFACTURER of very successful 
gold ring line, ladies’, gent’s stone 
and signets; wants active salesman 
on commission, with large following 
of retail trade, on West Coast and 
oe Address “CR, 3452,” care 











MANUFACTURER wants salesman to 
sell to retailers, line of men’s syn 
thetic stones and onyx rings, on a 
commission basis; Middle Western 
States, also Pacific Coast; give ex- 
yor nee Address “T., 3630,” care 


SALESMEN;; active wholesale jewelry 
and watch material house needs 
three traveling salesmen; experi 
enced preferred; 10% commission; 
weekly drawing account; good op- 
portunity. Feinstein Bros., 5 S. Wa- 
bash Ave., Chicago 3, Ill. 


SALES representatives, with established 
following Midwest, Southland, an 
West Coast, jewelry and department 
stores; quality gold line, extablished 
firm; state references, proposition de- 
sired. Morris Kaysen Co., 740 Sansom 
St., Philadelphia, Pa. 


RING maker, under 40 years of age, 
thoroughly experienced in quantity 
production of cast gold rings; must be 
executive type, with good clean per 
sonality and available on short notice; 
permanent and _ lucrative connection. 
Bardach & Co., Ltd., Indianapolis, Ind. 
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S Pearls, now selling jewelry 
COUNT partment stores direct; exclu- 
sive territory for reputable salesmen ; 
generous commission; advise lines now 
selling, territory covering, trade con- 
tacting. Countess Pearls, 1 W. 34th 


St. New York 1. 








SALESMAN wanted: South and Mid- 
dle West; large stone, mounting, 
wedding ring and chain line; no 
objections to non-conflicting lines; 
commission basis; excellent oppor- 
tunity. Address “L., 3297,” care 


J CK. 


ve two, we want two more watch- 
we: air-conditioned store; ideal 
working conditions; salary $85 to $100 
to start, according to ability; expenses 
paid for interview. Herbert's, Your 
Jewelers, Corner 58th St. & 7th Ave., 
Kenosha, Wis. 











WE have an opening for an engraver, 
with one or two years’ experience, who 
can do acceptable work on flat silver, 
etc.; opportunity for improvement and 
advancement; permanent position. 
Schwarzschild Bros., Inc., Richmond, 
Va. 





WATCHMAKER; a real good position, 
under the most pleasant working 
surroundings; leading store in Cen- 
tral New Jersey; air conditioned; 
give full details as to experience and 
training. Address “B., 3188,” care 
J C-K. 





SALESMEN; to carry general jewelry 
lines; all top lines in jewelry and elec- 
tric appliances; good proposition for 
right men; commission basis; terri- 
tories open, Midwest and South. Ber- 
ger Jewelry Mfg. Co., 211 N. Seventh 
St., St. Louis 1, Mo. 





JEWELER, stone-setter, some special 
order work; permanent position; 
air-conditioned shop; good salary; 
progressive firm; established 74 
years, Write or phone, our expense, 
og details. H. Post & Sons, Decatur, 





WATCHMAKER, and watchmaker and 
plain engraver, wanted; good posi- 
tions for competent men; pleasant 
working conditions; mild climate; 
all applications held strictly confiden- 
tial. Hixson Jeweler Co., El Paso’s 
Oldest Quality Jewelers, 118 Mills 
St., El Paso, Tex. 





JEWELER wanted who can do engrav- 
ing and diamond setting, and order 
work; opportunity to buy only trade 
shop in large Midwestern community 
that has been established more than 
50 years, handling retail and whole- 
sale to full capacity. Address “E., 
8644,” care J C-K. 





YOUNG man as assistant manager in 
old established jewelry store, in 
Northern Indiana; must be experi- 
enced in selling, window trims and 
taking in repairs; capable of assum- 
ing responsibility; good salary and 

nus, with excellent future. Ad- 


dress “R., 3501,” care J C-K. 


MATERIAL man wanted who really 
likes his work and wants a life-time 

sition, with a wholesaler, who is 
ocated about 300 miles South of Chi- 
cago, and who has been in business 
Over 40 years; congenial conditions; 
write fully; strictly confidential. Ad- 
dress “B., 3506,” care J C-K. 








JEWELER; production manager for es- 
tablished New York firm, must have 
experience in manufacturing styled 
jewelry in bracelets, brooches and ear- 
rings; tooled and casted; fine oppur- 
tunity for suitable person; state fully 
experience and references. Address “G., 
1518,” care J C-K, 


WANTED, buyer and manager, 





thor- 
oughly experienced watch and jewelry 
line, selling ability, capable assuming 
full responsibility; New York whuvule- 
sale jewelers and importers; excellent 
opportunity for right party; first class 
references required. Address “C., 1341,” 
care J C-K. 





WATCHMAKER;; excellent position open 
for one or two first class watchmakers 
or combination men, in an old estab- 
lished firm; ideal working conditions; 
good salary, plus overtime; permanent 
positions; write giving references and 
salary expected in first letter. Address 
“N., 3359,” care J C-K. 


CASTERS wanted for gold and silver, 
sand and plaster methods; must be 
experienced and able to set up and 
manage a shop; excellent opportunity ; 
large Eastern city; write, giving full 
history of past experience and salary 
needed; references required. Address 
“V., 3459,” care J. C-K. 


SALESMAN for retail store; must be 
dependable; excellent experience in 
selling diamonds, watches, and jewel- 
ry; position permanent; state age, ex- 
perience, salary expected and refer- 








ences of firms worked for, in first 
letter. Sandits Rones, 503 S. Boston, 
Tulsa, Okla. 





MATERIAL man; excellent position for 
well-trained watch material man with 
established, aggressive Pacific North- 
west organization; salary dependent 
upon training and experience; write 
giving references, previous positions 
and salary. Bernard Italie, Inc., P. O. 
Box 710, Portland 7, Ore. 


WATCHMAKERS: we are located in the 
best and fastest growing town in West 
Texas; our position offers a good sal- 
ary, pleasant working conditions and 
permanency; requirements are capabil- 
ity, honesty and a willingness to work; 
if interested write, Vosatkos, Box 183, 
Midland, Tex. 


JEWELRY jobber-engraver, in_ retail 
store, established 26 years; no objec- 
tion to man past middle age, interested 
in job security; good pay, good hours, 
congenial surroundings; write all de- 
tails, including salary requested, to 
Allen Barger, Jr., 904 South St, 
Peekskill, N. Y. 


MANAGER’S assistant, in fine jewelry 
store, located in Ohio; splendid 
opening for one who some 
jewelry store experience and is in- 
terested in the future; in first letter 
give background of experience, age, 
ete.; correspondence confidential. 
Address “E., 3316,” care J C-K. 


WATCHMAKER and assistant watch- 
maker; high class jewelry store, air 
conditioned; salary $100 per week; 
six day week, eight hour day; plenty 
of overtime work at time-and-a-half; 
assistant watchmaker, $65 per week; 
vacations with pay. Address ‘“J., 3626,” 
care J C-K. 


WATCHMAKER, wanted to take com- 
plete charge of the department; per- 
manent position with a fine future; 
excellent working conditions; estab- 
lished 1868; write full details, age, 
experience, references and salary 
expected. Taylor’s Jewelry Store, 
115 Park Ave., Plainfield, N. J. 


JEWELER-diamond setter, special order 
work; permanent; pleasant surround- 
ings; well equipped shop; good light; 
practically your own boss; good salary 
and commission; 40 hours a week; old 
established firm; high class trade in 
wealthy section. Address “L., 2972,” 
care J C-K. 























WANTED, assistant manager; must be 
excellent salesman, experienced in 
eash and credit jewelry business; 
full knowledge in merchandising, 
credit collections, window trimming, 
advertising, etc.; state age and give 
references in first letter. Neiman’s 


WANTED, all around jeweler, by progres- 


sive retail chain setting up own shop; 
want one capable of assuming complete 
charge; and who can do light jewelry 
repairing, some _ setting, etc.; g 
Proposition and salary; investigate; 
will be worth your while. Write “B., 
3551," care J C-K. 





WANTED young watchmaker, pe 


service man preferred; front man 
large, old established store in South, 
take in and deliver work; must have 
education and appearance to meet bet- 
ter class trade; permanent, guaranteed 
future; excellent staiting salary. Ad- 
dress “J., 1455," care J C-K. 





EXECUTIVE; old-established New York 


concern seeks general key-executive, 
thoroughly familiar with Post Ex- 
change general merchandise and jewel- 
ry, sold on national basis; must be 
energetic, creative and competent to 
handle well-geared organization. Ad- 
dress “K., 3399," care J C-K. 





WANTED, watchmaker capable of doing 


railroad work; must have own tools 
and able to furnish good references; 
have positions open in Flagstaff, Wil- 
liams, and Wickenvurg, Arizona; $75 
per week; this job is permanent with 
lenty of opportunity for advancement. 
ownsend Jewelry Co., Flagstaff, Ari- 
zona. 





SALESMEN wanted for high grade cos- 


tume jewelry line for New York City 
and surrounding; also for New En- 


gland, Michigan, Indiana, Ohio, Il- 
linois, etc.; .line well known in the 
above territory; liberal commission 


basis; state full particulars first letter ; 
all replies confidential Address “P., 
3213,” care J C-K. 





WATCHMAKER wanted; first class; 


home owned store; would like man 
capable assuming responsibility in re- 
pair department and eventually manag- 
ing same; diamond setter and engraver 
preferred, but not necessary, if a good 
workman; state starting salary ex- 
pected. Kirkman's Jewelry Store, 
Anderson, Ind. 





COSTUME jewelry manufacturer and 


wholesaler, with national distribution, 
can use capable sales executive to take 
hold of sales organization; must have 
record of achievement in building up 
and handling a sales force and pro- 
moting sales; all replies will be held 
strictly confidential. Address “T., 3524,” 
care J C-K. 





WATCHMAKER; real opportunity for 


first class watchmaker to secure per- 
manent position with very liberal 
salary, or on percentage basis; ideal 
working conditions in large, fine 
new jewelry store; write full details, 
age, experience, references, Nor- 
man’s Inc., 512 S. Fourth St., Louis- 
ville 2, Ky. 





WANTED, experienced jewelry salesman, 


thoroughly experienced in every phase 
of credit jewelry business, sales crea- 
tive, merchandise, advertiser and 
executive ability: position with North 
Carolina organization operating several 
stores; permanent for right party; 
write full particulars in first letter. 
Address “A., 3380,” care J C-K. 





WANTED: 


all around jeweler for 
general repairing and some special 
orders; also, first class diamond 
setter; permanent; 40 hour per 
week; plenty of overtime; one of 
the largest shops in the South; give 
references and salary expected in 
first letter. Address “C., 3313,” 
eare J C-K. 








Jewelers, Charlotte, N. C. 
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HELP WANTED—Continued 





WANTED; watchmaker, or combination 
watchmaker and engraver; good steady 
position; salary $100 per week, plus 
liberal bonus; bonus unlimited, depend- 
ing upon your ability; this position 
offers an unusual opportunity; ex- 
Ppenses paid to investigate this posi- 
tion in Green Bay, Wis.; ail replies 
will be strictly confidential. Address 
“C., 3287,” cure J C-K. 





WATCIIMAKERS, with the ability to 
complete first class repairs; permanent 
Puositivuns to reliable, dependable, sober 
gentlemen with unquestionable refer- 
ences: if you are interested in living 
in a healthy year around climate, we 
are not interested in securing the ser- 
vices of second or third rated work- 
men. Shaw’s Master Watchmakers, 
Galveston, Tex. 





SALESMEN for high grade sterling sil- 
ver custume jewelry line; resident men 
in territury preferred, with car; ex- 
perienced men only with following re- 
tail jewelers, department stores, spe- 
cialty shops, ete.; generous commis- 
sion basis: prominent house; give full 
details, territury covered, etc.; no ob- 
jection to non-contiicting lines. Ad- 
dress “N., 3212," care J C-K. 





WANTED, salesman and store man- 
ager; man with experience in all phases 
of selling and window trimming, in 
retail credit jeweliy store, with es- 
timated volume of $150,000 or more, 
located in Middle West; excellent sal- 
ary and perventuge; guarantee up to 
$7,500: state full particulars, refer- 
ences, including photo; all replies con- 
fidential. Address “V., 3504,” care 
J C-K. 





WANTED, jeweler and stone setter to 
take charge of the department: must 
be fine workman, as this is_ strictly 
high class trade; we are moving into 
our new air-conditioned store within 
60 days, which will have all new fix- 
tures and equipment throughout and 
will be the finest jewelry store in the 
State; this place has a future for a 
good man. Cave’s Jewelers, 619 Main 
St., Little Rock, Ark. 





JEWELER wanted; a first class me- 
chanic and with character beyond 
reproach, for a manufacturing plant 
well established; one capable of as- 
suming full charge and responsi- 
bility as owner wishes to retire from 
active duty; a wonderful opportun- 
ity and a future for a man so quali- 
fied; American and married: give 
information in detail in first letter. 


Address “J., 3531,” care J C-K. 





SALESMAN wanted; one of the larg- 
est manufacturers of gold finding 
rings in the country requires a top- 
notch salesman, to represent him on 
the West Coast; we sell strictly to 
wholesalers and manufacturers only ; 
give complete details in letter; re- 
plies held in the strictest confidence. 
David Pfeffer Co., Inc., 106 Fulton 
St., New York 7, N. Y. 





SALESMEN; jewelry salesmen with fol- 
lowing among jewelry stores, depart- 
ment stores and specialty shops, to 
carry a complete line of jewelry, cos- 
tume jewelry, silver plated hollow- 
ware and other popular items; must 
have selling experience for this type 
of trade; car essential; lucrative terri- 
tories available for men who qualify; 
write giving background and selling 
experience; drawing account against 
commission. Leonard Jewelry Co., Inc., 
17 E. 16th St., New York City. 


WANTED watchmaker, good, depend- 


able, experienced man for steady job; 
must be able to handle small Swiss 
wrist watches and chro.ographs; close 
timing imperative; must be able to 
produce; excellent working conditions; 
chance for advancement; possible to 
make up to $200 a week: hours 9 
A.M. to 6 P.M., six day week; can 
ariange either straight salary or com- 
mission basis. Fisher’s Jewelry Store, 
211-213 Santa Monica Blvd., Santa 
Monica, Calif. 





WANTED; first class watchmaker, 


benchwork only; air-conditioned shop; 
plenty of natuial light; well equipped, 
with modern cleaning machines and 
dust collecting buffers; guaranteed 
sulary $100 per week; also, opening 
fur combination bra.ch store manager- 
watchmaker; good salary and share of 
profits; inquire in person, or by letter, 
giving full particulars, about your e¢x- 
periences to Pugh Bros., Youngstown’'s 
Largest Jewelers, 15 W. Federal St., 
Youngstown, Ohio. 





JEWELRY salesmen wanted, to sell a 


unique line of gould and silver brace- 
lets and necklaces, designed and manu- 
factured by a Swiss craltsman, now 
located in the United States; must be 
aggressive and presently engaged in 
selling jewelry to department and re- 
tail stores; commission basis; many 
territories open; no objection to hun- 
conflicting lines; give full details first 
letter; all replies confidential. Address 
anced P. Judith, Box 97, Milford, 
onn. 





ARE you this man? We're looking for 


a man to take charge of our chain of 
jewelry departments; perhaps this 
man is now only second in his pres- 
ent job and wuuld welcome a chance 
to get on his own and show what he 
could really dv; our organization is 
well financed, very alert and azgres- 
sive: the future size of the operation 
is limited only by your own ability 
and capacity; we want an experienced 
person to employ persunnel, take com- 
plete charge of buying, supervise ad- 
vertising and displuy; if you’ve got 
the “know-how,” we've got the job for 
you; give complete details of your past 
experience, salary requirements, etc., 
in your letter to “M., 3419,” care J C-lK. 





EXPERIENCED store manager for new 


unit of largest and fastest growing 
credit jewelry chain in Pacific North- 
west; must be expert diamond and 
watch salesman, familiar with credit 
procedures, and all other phases of 
store operation; position offers ex- 
ceptional opportunity for substan- 
tial earnings on salary plus bonus 
basis; write full particulars of ex- 
perience, age, references, and en- 
close recent snapshot or photo. Ad- 
dress *“M., 3594,” care J C-K. 





RETAIL jewelry salesman; we are in- 


terested in obtaining the services of 
a high grade experienced jewelry 
salesman; this is an excellent op- 
portunity for a man who is aggres- 
sive and has ability to work in a 
large store, that has been established 
over 59 years; earn top salary with 
best working conditions; no night 
work ; our store hours are 9 to 5:15 
daily, including Saturday; give com- 
plete information in first letter, Rost 
Jewelry Co., 25 N. Illinois St., In- 
dianapolis 4, Ind. 








SALESMAN; one of America’s fore- 


most manufacturers of nationally 
advertised costume jewelry has 
openings for salesmen to call on 
jewelers and department stores; we 
seek top notch men; only apply if 
you have an established following 


in this trade and have sold jewelry; . 


territories open, Midwestern, South- 
ern and Eastern States; splendid 
earnings assured; commission basis; 
send complete details and refer- 
ences in strict confidence. Address 
“W.. 3530,” care J C-K. 





DIAMOND salesman, Southe 
established territory; old coat 
firm has opening for energetic man 
capable of producing volume b 
ness with mounted diamond line of 
delivery merchandise; this is an 
established territory with active ae 
counts; to travel Texas, Louisia 
Oklahoma, Kansas, Arkansas, Mie 
sissippi, Alabama, Tennessee and 
Georgia; require man who has fol. 
lowing among retailer jewelers in 
this territory; to carry only this 
line; 10% commission paid; dray. 
ing account given; all replies wil] 
be confidential. Mack M. Burn. 
stine, 220 W. Fifth St., Los Angeles 
13, Calif. 


ean 
For Sale 


Stores, Stocks and Wusinesses 


Minimum charge (25 words) $1.50 
Additional words, 3 cents a word 





=" 
ad 


GOOD going jewelry shop in large West. 
72, eT: Address ‘“A., 3637,” care 


FOR SALE, jewelry store in Knoxville, 
Tenn.; inventory around $40,000; 
owner retiring. Address “R., 3463," 
care J C-K. 


FOR SALE; entire jewelry stock; one. 
half stock solid guld, 10 watches or 
clocks; mostly pre-war merchandise, 
A. C. Reisz, Barabov, Wis. 


JEWELRY and gift store; 100% loca- 
tion in Brooklyn, Y.; must be sold 
due to illness. Address “F., 3476,” 
care J C-K. 


JEWELRY flag novelty business, New 
York City, for sale; stock and good 
will; small capital; opportunity for 
ae Address “N., 3516,” care 


SMALL store for sale, Upstate New 
York; wonderful opportunity for right 
party; clean stock; gvod reason for 
selling; no dealers. Address “L., 3563,” 
care J C-K. 


JEWELRY store, established since 1920 
in Toledo, Ohio; almost new fixtures 
and excellent location; inventory and 
accounts receivable approximately $40,- 
000; will sell for cash only. Address 
“K., 3532,” care J C-K. 


FOR SALE, jewelry store in Queens 
County, N. Y.; chance for good watch- 
maker; plenty repairs; approximately 
$4,000 stock, wholesale value; $700 
fixtures; good location; small rent; 
good reason for selling; cash only; no 
reasonable offer refused. Address “J. 
3589,” care J C-K. 


OLDEST established jewelry business in 
city of 30,000 population, in Union 
County, New Jersey, for sale along 
with a two-story building, two apart- 
ments, in very good condition, on a lot 
50 x 225, located on the main street; 
owner retiring and will sell at excep- 
tionally low price. Address “G., 3649, 
care J C-K,. 


FOR SALE, oldest jewelry store (since 
1904) in city of 75,000 in Missouri; 
opportunity to take over a well es 
lished jewelry store in a fast grow 
ing modern city with a good future; 
fine fishing and hunting and g 
climate; if interested write for pat 
a ae Address “C., 3467,” care 


FOR SALE, well established and com- 
pletely equipped jeweler’s trade -_ 
in large community, handling re 
and wholesale business to full capac- 
ity; only trade shop in large Midwest- 
ern community; owner wishes to re 
tire from business, which he_ estab- 
lished more than 50 years ago. Address 
“C., 3643,” care J C-K. 
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FOR SALE—Cont. 





MBINATION retail and manufactur- 
ing Jewelry shop, agency Class riags; 
watchmaker, optician; 


alion 
five atiun 284,vv0; annual volume, 
MT L,0U0, merchandise $2,300; _ price 


5,334; established 1881; tiled floors; 
display windows; heat, lights, janitor 
service, included in rent of $26 month; 
located bank building arcade; attrac- 
tive shops; heart business district. Clif- 
ton Herrick, 327 Bremer Arcade, St. 


Paul 1, Minn. 





prt nae 
sALE mudern and up-to-date jewel- 
+ ae in @ progressive smal) town 


v 3200, with a drawing of 25,000 buy- 
ing population with only 15 miles from 
Philadelphia on Jersey side of the 
Delaware River; this is the only jewel- 
store in tuwn and is situated in 

e heart of the shopping Center of 
town; price $25,000 with stock and fix- 
tures, including sizus (Neon); reason 
for selling, other big interests in dis- 
tant States. Address “M., 3112,” care 


J C-K. 


ESTABLISHED, growing, well rated 
jewelry store; excellent corner lo- 
cation in one of West Coast’s nicest, 
faster growing smaller cities; popu- 
lation 22,000, trade area 50,000; 
both city and store have exceptional 
future; tired, wish rest; if 10 years 
younger would not consider selling; 
one of those “once-in-lifetime” op- 
portunities ; prompt action and $40,- 
000 takes all; details given to seri- 
ous, responsible inquiries. Address 
“B., 3540,” care J C-K. 


A COMPLETE manufacturing jewelry 
plant manufacturing mountings, 
etc., established for many years, is 
being offered for sale; this is a won- 
derful opportunity for one, two or 
three young men who are good jew- 
elry mechanics, who are seeking an 
immediate future; will require a 
down payment of approximately 
$65,000; only those who are fully 
capable of operating and having fi- 
nancial backing will be considered; 
located in a very fine city and a 
wonderful locality for operating. Ad- 
dress “J., 3485,” care J C-K. 











For Sale 


Tools, Equipments, Merchandise 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








CHASING tools, good for wedding rings, 
etc.; large selection. Address “G., 
3600,” care J C-K. 





FOR SALE, auto engraver machine com- 
lete with type cutters, etc.; cost 
470; make offer. C. L. Thomas, Ken- 

nett Square, Pa. 


SAFETY catches, joints, nickel-silver, 
brass fold-over clasps; decent work- 
manship; quantity consumers; best 
price, Address “F., 3437,” care J C-K. 


MANUFACTURERS of unmounted plati- 
hum mountings and gold mountings at 
feoular Prices; no castings. Joseph 

“te Co., Inc., 93 Nassau St., New York 


ARCH CROWN celluloid and parch- 
ment tags, available in all colors 
and sizes; send for cataog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 


SAFES—jewelers, with and without 
burglar proof chests, also with and 
without drawers. Mike Krasilovsky, 
Safe & Machinery Movers, Showroom, 
245 Canal St.. New York 13, N. Y. 

















MEDIUM size “Hall Jewelers” safe, with 
drawers, represented as burglar proof, 
time of ma.wufacture; very reasonable. 
Address “H., 3612,” care J C-K, or 
Tel. Ed. 4-0064, N. Y. 


“HOLD-ON” clutches, unfinished; trays 
with covers, holding 1-2-3 dozen rings; 
boxes for rings, second hand wrist and 
pocket watches, S. Pollack, 95 Bowery, 
New York 2 








NEW polishing machine’s top motor 
or spindle head, AC or DC; two 
weeks delivery. Francis E. Lavallee, 
Room 426, 333 Washington St., 
Boston 8, Mass. 


STORE fixtures for sale, modern de- 
sign, excellent condition; ring trays 
and plaques; very low price. Jay 
Square Deal Jewelers, 112 N. Centre 
St., Pottsville, Pa. 


NEW AND USED wheel cutters; slide 
rests; lathes and attachments; cash 
paid for used watchmakers’ lathes 
and attachments. R. P. “Dick” 
Gallien, 220 W. 5th St., Los An- 
geles, Cal. 


SEACRAFT jewelry; hand made 
brooches, earrings, necklaces; dainty 
designs and colors; ideal for Summer 
gift trade; prompt delivery. Barnes 
porns Shop, P. O. Box 671, Muskegon, 

en, 


KUM-Kleen price labels for jewelry, sil- 
verware, gifts: easily peeled off; popu- 
lar sizes in round, oval and oblong; 
$1 to $1.60 per box of 1000. E. Perga- 
ment, 3224 Grand Concourse, Bronx, 
New York. 


ONE dozen Ingersoll pocket and wrist 
watches, not running, $9: five Swiss 
wrist watches, in white cases requir- 
ing some repairing, $15: in yellow 
cases, $25. B. Lowe, Holland Bidg., 
St. Louis 1, Mo. 


MEN'S expansion bands 1/20, 12K. G.F., 
yellow, pink or white; individually 
carded: priced low, fully guaranteed ; 
also sun glasses, four and six base 
lenses, Raymond Fenster, Suite 913, 
303 Fifth Ave., New York 16, N. Y. 

TEN Swiss wrist watch movements, for 
material, $19; five Elgin, Waltham, 
Illinois or Hampden, 18 size move- 
ments, for material, $10: three 16, 12 
or 0 size, $10. B. Lowe, Holland Bidg., 
St. Louis 1, Mo. 

MANUFACTURERS of assembled 1l4h 
yellow gold pierced ear wires. and 19K 
and 14K yellow gold assembled French 
screw hack ear wires, for unplerced 
ears: Immediate delivery. Jorzeph Ring 
Con.. Ine., 9% Nassau St.. New York (itv 

MI-CONCAVE crystals, sizes 7 to 21, 
141 sizes, 35c. dozen; 190 lentitles, 
bracelet sizes, $2.49: 10M Genevas, 
$1.98; 190 case screws, 0 to 18 size, 
79c.; stems, crowns, staffs, jewels, 
ete.: send for bargain bulletin Reck 
io 715 W. Wildwood, Fort Wayne, 
na, 

REFLECTORS, patented blue cor white 
silver mirrored glass, double walled and 
diamond cluster, for durability and 
brilliancy on jewels, for windows, dia- 
mond rooms, diamond lamps or drops 
over jewel cases: also adjustable 
focusing holders. Pittsburgh Lighting 
Equipment Co., P. O. Box 801, Battle 

__Creek, Mich. 

FIXTURES and safes: eight, 8 font wall 
cases; two, 6-foot glass top floor cases; 
one, circular front floor care; two, &- 
foot counters; above all walnut and 
with drawers; one large jewelers’ safe 
with burglar proof chest: one larger 
jewelers’ safe, with burglar proof in- 
~~ doors. M. Meyer-Jeweler, Marion, 
nd. 


JEWELRY, gem cutting, metalcraft; 
new, complete illustrated book cov- 
ering cutting, polishing, mounting 
gems, metal. jewelry work. ete.: 
many fascinating modern designs: 
287 pages, $2.75 postpaid: money 
back guarantee: we supply tools, 
materials at lowest cost. Modern 
Technical Book Co., Dept. M2CK, 
55 W. 42nd St., New York 18. 






































RING tag you can scratch the prices 
on, write on with ink, wash rings and 
tags brilliantiy clean, retaining price 
maiks; in blue, green, white and other 
colors; for ladies’ size rings, $5.50; 
men's, $5.75; white $1 less per 1000; 
scratch pen, Stylus, or pen and ink 
included ; made of celluloid. E, Perga- 
ment, 3224 Grand Concuurse, Bronx, 
New York. 7 





JEWELRY CARDS for rings, pins, 


brooches, lockets, pendants, ‘tavaliers, 
bar pins, earrings, watches, bracelets, 
wrist bands, etc., and displays for 
counter sales. Dauer Printing Co., 
America’s foremost card manufactur- 
ers, jewelers’ printed display supplies, 
31 E. 22nd St., New York 10, N. Y. 
Algonquin 4-2174-5. U. S. parcel post 
makes us your next door neighbor; 
es get acquainted; write for sam- 
ples. 





JEWELERS! read carefully; this is im- 


portant; in stock for immediate de 
livery, watch and jewelry repair books 
and checks; jobbing envelopes with 
attached call checks, all sizes; complete 
stock books for diamonds, watches, 
jewelry; diamond guarantees; daily re- 
port sheets; complete credit forms; 
business. stationery: window priced 
cards; if not in stock we will make it. 
Dauer Printing Cvu., manufacturers, 
headquarters for jewelers; printed sup- 
plies of every description: 31 E. 22nd 
St.. New York 10, N. Y.: estimates 
given; write fur samples; a good house 
to get acquainted with: U. S. parcel 
post delivery service makes us your 
—, + ag neighbor. Phones Algonquin 





LIANDIEST new tools for jewelers, 


watchmakers, engravers, lapidarists; 
Tungsten carbide tipped engraver 
guaranteed to cut hardened steel 
balance staffs; long point for long 
life, $53; diamond laps, 1” diameter 
to keep engraver sharp and to trim 
and shape precious stones (Diamond 
laps made up to 10” diameter, for 
fast production cutting), $10; pol- 
ishing laps for precious stones 534” 
diameter, $6.50; 10” diameter, $10; 
diamond lapidary drills 1% and 2 
mm., $6.50; diamond reamers (to 
drill fast and enlarge holes in onyx, 
jade, other precious and hard stones, 
and crystals), $6.50; diamond pen- 
cil and secriber (for marking any 
hard object), $3; diamond saws for 
sawing precious stones 1” to 10”, 
prices on request; all tools are great 
time savers and pay for themselves 
many times over in faster produc- 
tion; your check with order assures 
prompt delivery. Action Diamond 
Tool Co., 125 W. Hubbard St., Chi- 


eago 10. Til. 





Business Opportunities 
Minimum charge (23 words) $1.50 
Additional words, 5 cents a word 





EVERY BFFORT te made by The Jewel- 
ere’ Circu 


lar-Keystone to keep ita ad- 
vertising columne ciean. Advertisers 
under usiness Opportunities, ete., 
must furnish trade references. An- 
nouncements must pase the strict cen- 
sorship requirements of The Jewelers’ 


Civreular.-R eyatane 





COSTUME jewelry : 


outstanding $1-$2 
line: manufacturer’s representative 
wanted. Address “J., 3603,” care J C-K. 





WANTED 


GORDON BROTHERS, cash buyers of 


complete jewelry stores and surplus 
stock; for details see our advertise- 
ment page 33. 

to purchase, extablished 
watch material supply house, in New 
York City: will pay all caxh. Address 
"C., 23221." care J C-K. 








WANTED manufacturer, who can 


make clocks and watches under new 
brand name. Address “M., 3609,” 
care J C-K. 








(Continued on page 436) 
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BUSINESS OPPORTUNITIES—Cont. 





EX serviceman wants to buy going 
jewelry store within radius 200 miles 
of New York; can invest up to $20,000. 
Address “H., 3602,” care J C-K. 





WANTED, jewelry store doing cash or 
credit business of $100,000 or more 
per year; replies confidential. Address 
“J., 3200,” care J C-K. 





WANTED, to buy for cash, jewelry store 
on East or West Coast of Southern 
Florida. Address “P., 
J C-K. 


3449,” care 





WANTED by veteran, jewelry store in 
town of 20,000 to 50,000; Ohio or 
Pennsylvania preferred; will pay cash. 
Address “N., 3408,” care J C-K. 





QUALIFIED man will invest to $10,000, 
and services, with reputable individual 
as partner in established or new busi- 
ness; excellent background. Address 
“C., 3596,” care J C-K. 





AM interested in buying, for cash, a 
jewelry store, with population in a 
town of at least 5000, in a good agri- 
cultural district. H. A. Scheid, Route 
5, Bay City, Mich. 





WANTED, retail credit jewelry store, 
within 1000 mile radius of New 
York City, doing volume from $60,- 
000 to $150,000; no brokers. Ad- 
dress “M., 3608,” care J C-K. 





CASH for diamonds, watches and jewel- 
ry; established 40 years; send surplus 
stock for cash estimate; bank refer- 
ences. Emil Noel, 29 E. Madison St., 
Chicago, IIL 





HIGHEST cash prices paid for surplus 
or entire stocks and estates of dia- 
monds, watches and jewelry. M. 
Iralson, Suite 402, 209 S. State St., 
Chicago. 





RETAIL jewelry store wanted; inter- 
ested in buying well established 
business in Middle West or Pacific 
Northwest; all replies confidential. 
Address “A., 3471,” care J C-K. 


WANTED to purchase, jewelry store in 
North Carolina, South Carolina, or 
Virginia, in town of 8000 to 25,000; 
must be reliable store doing good vol- 
ume of repair business. Address “D., 
3435,” care J C-K. 








HAVE location, Jersey community 60,- 
000 population, plus extensive draw- 
ing; seeks chain to open unit; will 
invest services; some capital; excel- 
lent background. Address “E., 3597," 
care J C-K. 


COLMES BROS.; cash huyers of 
jewelry stures with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St.. Reston, Mass, 


WANTED, established jewelry store; I 
will pay highest cash price as I will 
continue on business; must have good 
lease and reputation; any correspond- 
ence confidential, Address “G., 2370,” 
care J C-K. 


MANAGER-salesman, desires to  pur- 
chase active partnership in new or es- 
tablished jewelry business; 20 years’ 
experience, retail and wholesale; excel- 
lent contacts and references. Address 
“F., 3483," care J C-K. 


WE. § have specialized in photogravhing 
jewelry for the past 12 years; black 
and white, or color: complete cata- 
logues or single illustrations. Don 
Bryan Studios, 53 W. Jackson Blvd., 
Chicago 4. 

















PARTNERSHIP in jewelry department, 
in furniture store, offered to experi- 
enced jewelry man, capable of taking 
full charge; 100% location; modern 
fixtures; investment required: 60 miles 
from New York. Address “D., 3503,” 
care J C-K. 


MANUFACTURERS; we would like to 
arrange to have use of dies and tools 





on a royalty basis; trophies, compacts, © 


lockets, cigarette cases, costume jewel- 
ry, or will assemble and finish same 
for Canadian market and export; all 
correspondence will be confidential. Ad- 
dress “F., 3545,’ care J C-K. 





SAMUEL GANSBERG will buy your 
surplus or entire stock and fixtures of 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
bank and trade references of the, high- 
est character. Write 15-17 Maiden 
nee New York. Telephone, Rector 





JACK M. WERST will pay you spot 
cash for your surplus or entire 
stock of jewelry, diamonds, estates 
with or without fixtures; operating 
from Coast to Coast; best refer- 
ences; no deal too large or small; 
act now. Miami Savings Bldg., Day- 
ton, Ohio. 





JEWELRY stores and stocks bought for 
cash; any size, any amount, anywhere; 
my tremendous outlet and direct con- 
nections enable me to pay you highest 
prices; communicate with me at once 
and my representative or myself, will 
call on you; our offer will amaze you. 
Louis Rifkin, 81 Bowery, New York 
City. Phone Walker 5-3936. 





WATCHMAKER’S assistant, or jewelry 
repairman or diamond setter, not over 
40 years of age, as partner with re- 
tail jeweler, established 12 years in 
same location; annual gross business 
$18,000; stock and fixtures $7,500; 
many postwar opportunities for ad- 
vancement; small investment required ; 
good income; five days week; refer- 
ences exchanged. For further details 
call Dewey 9-1870, New York. 





ARE YOU GOING out of business? I 
can guarantee you the cost of your 
merchandise plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; I will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspondence 
confidential; best of references 
throughout past 30 years. Herman 
_, 5 S. Wabash Ave., Chicago, 
Ill. 





WOULD YOU like to retire from busi- 
ness, if you were given a respon- 
sible guarantee, that your entire 
stock, fixtures, material, lease and 
accounts would be sold for much 
more than the actual wholesale 
cost; our service will find you a 
cash buyer for your store as it 
stands today in bulk, or as a going 
concern; do you realize your good 
will is an asset that will bring you 
cash the same as your stock: Write 
us for complete details; you will 
not be obligated; references from 
many jewelers who have had us 
liquidate their business recently will. 
be sent you along with unques- 
tioned bank references; no store 
too large or too small. Write at 
once to McRae & Shaw, Sixth Floor, 
168 N. Michigan Ave., Chicago, Ill. 
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PARTNERSHIP offered t 
all around man about "ale Practical, 
clean-cut, Ameerican, with some yi 
of experience, alert and energetic: 
you can qualify this is g “ae. 

usual opportunity; I have a fin > 

tail store, located midtown Man “4 

tan; rated high and not incorpo 4 

for past 24 years; a good size Phe 

stock and agencies for best’ lean 
silverware, watches and jewel 

pads “ppm v —— and a 

mail order business; well 

handle repairs on premises: 1 eet 2 

continue to conduct this by myself wt 

my business keeps growing; | 4 

eventually sell out to partner and 

tire; am not seeking partner for “d 

motion or financial aid: about $13,099 

cash required; this arrangement with 
the right man would be a wonderfy} 
opportunity 4 bees ven I offer 
many years of experience and 

tions to hand down, like tatae 

son; — Ae eS ee and ref. 

erences in e fullest details, dregs 

“S., 3462,” care J C-K, = 


cesses eeeeesenensnnssepsssstesnerie 
Wanted to Purchase 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





WOLFE Jahn lathe % _ chucks, Nog 
2-4-8-10-12, also K. & D. staking too 
72 punches. Write Ed. Carson, ro 
Main St., New Rochelle, N. Y. 


WANT TO BUY jewelry store for cash, 
in small town up to 50.000 population, 
Address “L., 2513,” care Jewelers’ Cir. 
cular-Keystone. 








WANTED, two engine turning machines, 
one straight liner and one circular; 
American made. Address “E., 3436," 
care J C-K. 





WANTED to purchase well located jewel- 
ry store in town of 10,000 or larger, 
in East Texas, Louisiana or Missis- 
sippi. Box 1311, Alexandria, La. 


WANTED to purchase, by veteran, small 
jewelry store or watch repair shop on 
West Coast; cash. Address “F., 3614,” 
care J C-K. 

WANTED, watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills, scales, drills, etc.; give full 
details. Ernest Linick, 29 E. Madison 
St., Chicago, Tll. 

WANTED, watchmaker's lathe with 10 
chucks and rheostat; price and condl- 
tion first letter. F. . Wooddell, 
Jeweler, 615 Shelby St., Bristol, Tenn. 


SCHOOL ring manufacturers; we will be 
willing to purchase or exchange use 
of dies, hubs, etc., with others not 
competing in our territory. Write “P., 
3520," care J C-K. 


COMPLETE set of show cases and wall 
cases, for jewelry store; must be mod- 
ern design; also complete set of watch- 
makers tools; pay cash. Schindler's 
Jewelry, Sioux City, lowa. 


WANTED, a jewelry shop; state how 
many work benches and kind of 
equipment you have and approx: 
mate size of floor area. Write to, 
C. Stetson, care Room 2705, 521 
Fifth Ave., New York. 

WANTED, small established jewelry 0 
gift shop, in well located California 
city over 20,000 population; can invest 
$5,000 to $8,000 and continue opera 
tion; have 25 years’ experience; write 
fully. Address “C., 3539," care J C-K. 

WANTED jewelry store, well located 
and established, with first class repu- 
tation: small town or city preferable; 
will deal direct with owner; agen 
or high pressure salesmen will not be 
considered. Address “L., 3400,” care 
J C-K. 

CASH for surplus stock; jewelry, 
watches, movements, diamonds, ett, 
broken or new merchandise; ship what 
you have express collect; check »: 
return mail and your shipment he 
for your approval: bank references. B. 
Lowe, Holland Bldg., St. Louis 1, Mo. 
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Watch Work, etc., for 
the Trade 


um charge (25 words) $1.50 
Additional words, & cents a word 





CLALACING Ih repairing of cnruono- 
a poe’ all kinds of fine watches 


urave. 1. Altay, 22 W 48th St, 
io York 19, N. Y. 

L, honest watch repairing for 
the trade, mvuderate prices; out of town 


ed to promptly. I. Kun- 
ereers errr st, New York City. 


ay Bryant 9-5065. 








—————— 

iring for the trade; fast 
i a ae avr service; price list 
upon request. Esquire Watch Co., 68 
Nassau St., New York 7, M. ¥ 


——_ 
repaired, all makes, foreign 
py in 0 spring weignt and elec- 
tric; prompt service; work aranteed. 
Gem Clock Service, 1344 . Division 
St., Chicago 22, Ill. 
a 
7UL watch repairing, skilled work- 
Cae: all watches checked and 
timed on Western Electric Watch- 
master for accuracy. Frederick Lowey, 
48 W. 48th St., New York 19, N. Y. 


IABLE watch repairing for the 
—~* since 1921; efficient, depend- 
able mail service: Standard Watch 
Service, 949 Broadway, New York 
10, N. Y. 
iring ; mail order 
PRBEION Tehed ee and reliable 
service. Horwitz Brus., Room 503, 


netian Bldg., 15 E. Washington St., 
Biee. Phone, Dearborn 5693. 


REPUTABLE watch repairer for the 
trade; reasonable prices; repairs 
completed within 14 days. Reliance 
Watch Repair Co., 5 Beekman St., 
New York City. 


WATCH repairing for the trade; you 
will welcome our guaranteed watch re- 
pairing; perfect workmanship: prompt 
service; trial packaze welcomed. Step- 
hen Brod, 4040 Benton Blvd., Kansas 
City 4, Mo. 

EXPERT watch repairing for the trade; 
many years of experience; all work 
guaranteed; out-of-town trade at- 
tended to promptly; moderate prices. 
Israel Weiser, 24 Eldridge St., New 
York City. Walker 5-9264. 


WATCH repairing for the trade, spe- 
cializing in fine watches; prompt 
and courteous service; all work 
guaranteed; mail orders promptly 
attended to; for further information 
address “C., 3620,” care J C-K. 

EXCEPTIONALLY fine watch repairing; 
established over 30 years; prompt, 
honest and courteous service; excellent 
references; out-of-town customers in- 
vited:; send for price list. Harr Watch 
quealr Co., 545 Fifth Ave, New York 

y. 


CLOCKMAKER to the trade, special- 
izing in French, antique and 8-day 
traveling clocks; quality workman- 
ship assured; references furnished. 
Samuel Greenhill, 116 Nassau St., 
New York 7, N. Y. 

EXPERT watch repairing; we  spe- 
Clalize in mail orders; 10-14 days’ 
service; all watches timea and tested 
by the latest Western Electric Watch- 
master; time charts for each watch 
will be supplied upon request. L. Z. 
Orin, 2 Ellwood St., New York 34, 
N. Y. Lorraine 7-1261 

FINE watch repairing: we specialize 
in all kinds of complicated watches, 
finishing on dials and crystals; we 
have a staff of eight expert watch 
repairmen; all work guaranteed; 
prompt service, price list on request. 
Simon Amtman. 9 Maiden Lane, 
New York City. Rector 2-7537. 









































CRYSTAL fitting for the trade, special- 
izing in Ross lentille crystals, in the 
clear blue, green, amber and rose 
colors; all fittings are dust-tight, with 
lentilled edges and highly polished 
surfaces; prompt, guaranteed service; 
price list on request. Ross Watch 
Crystals, 15 E. Washington St., Room 
tty Chicago 2, Ill Tel. Franklin 





WE specialize in repairing all types of 
watches, both American and foreign; 
in cleaning, movements are entirely 
dismantied and thoroughly cleaned, 
each pieve receiving individual atten- 
tion, thus assuring you of the finest 
job possible: all jobs are guaranteed 
against defective workmanship and 
material: in addition, our jewelry re- 
pair department is ready to help you 
with all jewelry repairs, including spe- 
cial order work of all kinds. H. Win- 
com. 1548 Belmont Ave., Chicago 13, 





HAVE you a watch repair problem: 
hundreds of jewelers throughout the 
country have found it quicker and less 
costly to send us their watch repairs; 
our large staff of 45 thoroughly experi- 
enced mechanicr assures you of the 
finest quality work and our production 
system will give you rapid service at 
moderate cust: our work is timed on 
Watchmaster Recorder and fully guar- 
anteed: all watches are fully insured 
and protected by Holmes Protective 
Service: over 200 accounts ship us 
their repair work regularly and our 
files are full of letters praising our 
workmanship and our service: please 
correspond with us before shipment to 
avoid unnecessary delay. Dependahle 
Watch Co., 132 Nassau St, New 
York, 7, N. Y. Beekman 3-4427-95. 
Members—Jewelers Board of Trade. 


Special Order Work and 
Repairs for the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








HAIRSPRING tweezers hardened, tem- 
pered, sharpened. Valdemar Vir- 
tanen, 45 Park Place, Morristown, 





ENGRAVING service for the South; 
rings, jewelry, silverware: we engrave 
on anything; 24 hour service: standard 
prices. Links, Box 100, Lenoir, N. C 





JEWELRY repairing, specializing: in ex- 
pansion bands; fast service, all work 
guaranteed; factory method: write for 
price list. Parkers, 124 W. 6th St., 
Los Angeles 12, Calif. 





H. & I. Jewelry Polishers and Lappers, 
93 Nassau St., New York City: ex- 
pert on gold and platinum jewelry; 
mail us your work to be polished; 
prompt service guaranteed. 





BEADS of all kinds restrung by ex- 
perts for the trade; reasonable prices 
and prompt service; bonded. Rankin’s 
yeast House, Box 1384, Beaument, 

‘ex, 





DIAMOND setting, hammered work and 
scholastic work for the trade: prompt 
service guaranteed. Atlas Stone Set- 
fing Co., 44 Franklin St., Providence, 





LADIES’ and men’s expansion bands ex- 
pertly repaired and polished; trade 
work; no rivets pushed through caps; 
prompt mail order service. Sherman 
Bracelet Shop, 124 W. 6th St., Room 
305, Los Angeles 14, Calif. 





DIAMOND setter, specializing in white 
gold work, has opening for several 
new accounts: jobbers only; excel- 
lent service. Paul Zirkel, 562 Fifth 
Ave., New York. 
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JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. MHasenjaeger Bros. 
Jewelry Co., 505 Arcade Bidg., St. 
Louis, Mo. 


DIAMOND setter wishes work from 
out of town trade; finest quality 
workmanship; prompt service; ref- 
erences furnished; write today for 
ek list. Address “B., 2361,” care 


BEADS restrung; pearls, novelty knotted, 
or what have you; information fur- 
nished by request; two branches to 
serve you. Grayam and Hayes, P. O. 
Box 673, Youngstown, Ohio, or P. O. 
Box 52, Cuyahoga Falls, Ohio. 


DIAMOND setters of finest reputation 
seek out-of-town accounts; quan- 
tity work in gold and platinum: 
references furnished; for further in- 
Address “A., 3034,” care 














JEWELRY tool and diemaker, estab- 
lished tool and die shop, wants work 
of any kind of jewelry dies, piercing 
tool cutters, also experimental work; 
40 years’ experience; very best refer- 
ences. Albert Boll, 7315 Lansdowne, 
St. Louis 19, Mo. 


ENGRAVING to the trade; engraving 
of jewelry, trophies, silverware, or- 
namental and ring carving; mail 
orders our specialty. Belmar En- 
graving Co., 707 S. Broadway, Los 
Angeles, Calif. 


J. F. APPLE Co., Inc., 336 S. West End 
Ave., Lancaster, Pa., makers of hospi- 
tal, school and college rings, pins, 
medals, fraternal jewelry, 
samples; stones in black, 
green cut; buff top or flat; 
open back rings; one year guarantee. 








Wanted to Rent 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





OPTICIAN desires space in jewelry store, 
midtown Manhattan: excellent refer- 
ences. Address “E., 3510,” care J C-K. 


DIAMOND setter, veteran, looking for 
office space; separate room, if possible, 
otherwise will share space: references. 
Sol Rosenfeld, 625 Bedford Ave., 
Brooklyn, N. Y. 





Patents 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 
aoa. 
PATENT your good ideas; send me your 
simple sketch or model: free con- 
fidential advice-literature: register your 
trademarks. Z. H. Polachek, registered 
Patent-Attorney-Engineer, 1234 Broad- 
way, New York City. 





Miscellaneous 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





LEARN WATCH repairing by doing it; 
thorough training under expert instruc- 
tors. For information write Standard 
Watchmakers Institute, 2061 Broad- 
way, New York City. 





WATCHMAKERS: increase your ability 
through the highly recommended books; 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 
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Manufacturers’ News 





W & S Offers New Displays 


For Jewelry and Silverware 


To simplify the jeweler’s problem of 
displaying related items, Wolfsheim & 
Sachs, Inc., manufacturers of jewelry 
boxes and displays, offer three new win- 
dow and wall case displays—two of 
them with metal easel backs. 

One is the silverware display pictured 
above, which is designed to show a com- 
plete six-piece placing setting. Tabs 
hold the pieces in place against a black 
velvet pad, whose contract with the 
silver brings out the details of design 
and of the patterns. It has a metal 
easel back and is 11%2x13% inches in 
size. 

For the popular but hard-to-display 
jewelry charms, W & S offers two items 
especially designed for this purpose. 
The larger (1534 x 1114 inches) is a par- 
titioned metal easel back display, with 
a frame of wine velvet and ribbed silk 
and matching ribbed silk partitions. The 
second is a tiered display which allows 
for an ample show of merchandise within 
a small space area (7 x5%4 x8 inches). 
This item is natural finished wood with 
black velvet pads, a lucite bar and metal 
knobs. This display may also be had 
with special pads for emblem buttons 
or for flexible bracelets. 


Further information on any of these 
items may be had by writing Wolfsheim 
& Sachs, 20 West 47th St., New York 
19, New York. 


Shiman of Newark Enlarges Plant 


Shiman Mfg. Co., Newark, N. J., well- 
known makers of gold rings and jewelry, 
is substantially increasing its produc- 
tion and shipping facilities. 

Some three years ago, the company 
purchased the modern four-story build- 
ing at 113 Monroe St., and immediately 
occupied the two upper floors. They are 
now taking over the second floor, in 
addition to the space previously used, 
thereby increasing over-all floor space 
by about 50 per cent. Offices, sales rooms 
and shipping facilities are being moved 
to the lower floor thereby completely 
freeing the upper floors for production. 

With the new set-up the company an- 
ticipates not only enlarged production, 
but greater efficiency and further im- 
provements in service to customers. 


438 





Announces New Pen to Write 
Four Years Without Refilling 


A new ball-point fountain pen which 
its makers claim will give four years 
of the average amount of use without 
refilling—twice the amount of the orig- 
inal model—was introduced to the trade 
on April 15 by the Reynolds Interna- 
tional Pen Co. 

The new model was demonstrated at 
a press conference at the Waldorf-As- 
toria along with displays of the pen’s 
mechanical features. Franklin Lamb, 
President, said the company has taken 
advance orders for approximately $3,- 
000,000 worth of the new model. 

The new pen includes four major de- 
sign changes and will utilize a new type 
of ink developed after extensive research. 

The four structural changes, Mr. Lamb 
said, include a retractable cap which 
will slide over the ball bearing point 
when the pen is not in use; interchange- 
able tops, making the pen convertible 
into models for both men and- women; 
a controlled pressure ink chamber con- 
taining a supply of fluid sufficient for 
several years of normal writing; and 
new styling featuring reduced weight, 
shorter length and better balance. 

The pen itself is built and guaranteed 
to last a lifetime, he said, and only the 
ink supply is limited to the four-year 
guarantee, 

Production of the new model has been 
under way for several weeks at the main 
Chicago plant and a production level 
of 30,000 units daily is planned. 


Kreisler Gives Men's Jewelry 
On NBC Network Show 


Jack Bermond (left), Advertising Manager 
of Jacques Kreisler Mfg. Corp., presents a 
gift of men's jewelry to a bridal couple on 
the new NBC feature, “Honeymoon In New 
York." Joy Hodges, Singing Bridesmaid, is 
the winsome lass at the right. Jacques Kreis- 
ler products are awarded a different man 
each morning on this coast-to-coast show, 
arranged for the company by Timely Asso- 
ciations, New York. 


Kelly Now With Ingraham 


J. J. Kelly has been appointed Dis- 
trict Manager in charge of the Middle 
Atlantic territory for The E. Ingraham- 
Company, with headquarters in Phila- 


delphia. Mr. Kelly was formerly asso- 
ciated with The United States Time 
Corporation in the same territory. 





Lonville Increases Advertising 


This year’s advertising for Lonyjll 
watches has been increased to more than 
double last year’s appropriation, Eight 
leading consumer magazines will be y, 
and five trade publications in the ; 
field. . a 

Comments Harry Rodman, New 
sole U. S. sapeuleahatien for Lone 
watches: “With a factory able to pro- 
duce 3000 watches a day, it is essentia) 
that we advertise and merchandise in ap 
aggressive manner and with unfailing 
continuity.” 

Briggs & Varley, Inc., are the adver. 
tising agents. 


New Firm in Gold Jewelry Field 


PHIL PAUL BILL MILLER 


Phil Paul and Bill Miller have organ- 
ized a new concern under the title of 
PM Jewelry Creations, Inc., with show 
rooms in the Bond Bldg., 81 West 47th 
St.. New York City. Associated for 
many years with leading jewelry manu- 
facturers, Messrs. Paul and Miller re- 
cently resigned from the Jacques Kreis- 
ler corporation to form their own firm. 

“PM,” introduced by Paul and Miller 
to the jewelry world as “a new name 
in well-tailored gold,” is offering a col- 
lection of tailored accessories in MK 
gold: men’s and ladies’ jewelry and 
watch attachments, earrings, chokers 
bracelets, money clips, tie holders, cuff 
links and key chains. 

In the near future they are planning 
to augment their already diversified line 
with a wide variety of gold filled ac 
cessories featuring the same quality of 
styling as “PM’s” karat gold collection. 


Zippo Lighters in Full Swing 
Of Postwar Production and Promotion 


Shipments of the new postwar model 
Zippo windproof lighters are now rapidly 
going out t oretailers, say the makers, 
the Zippo Mfg. Co. 

This new model, they state has been 
slimmed and streamlined while retain- 
ing all the efficiency and dependability 
of the well-known older styles. 

Prices remain at $2.50 retail for the 
standard model—$3.50 with three in- 
itials or facsimile signature. Other 
styles range in price up to $175.00. 

A greatly expanded advertising cam 
paign in magazines, newspapers 4m 
radio is now under way, and dealers are 
being supplied with displays and newr 
paper mats. 
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Coro Opens New Midwest Office 


New Chicago offices and showrooms 
for Coro, Inc. prominent manufacturers 
-of costume jewelry, were formerly 
opened at 36 South State St., with a 
cocktail party and reception on Tues- 
day afternoon, April 16, with a large 
number of buyers from Chicago and 
surrounding cities in attendance. 

Marking a dramatic departure from 
traditional industrial design in the use 
of color, line and illumination, the offices 
and showrooms have been specially 
created for the most effective display 

jewelry. 

aft gover by Rainery Bennett, well- 
known Chicago artist, sets the color 
scheme for the reception room, in which 
the bright-white walls etched with gold 
leaf, offer sharp contrast to the deep 
ceral color of the upholstery. Antique 
mirrors and a crystal chandelier blend 
the elegance of an old-world salon with 
the striking modern decor. Four show- 
rooms feature warm grey walls and 
specially designed ceiling fixtures that 
combine both diffused lighting for gen- 
eral use and brilliant spotlights for the 
showing of jewelry. The office is in 
charge of Joseph Kaim. 





Navy Veteran Rejoins Oneida 
As Representative in South 


With the war in the Atlantic and 
Pacific very thoroughly taken care of, 
R. C. (Dick) Milnes has returned to work 
for Oneida, Ltd., as one of their vet- 
eran Community salesman. He is now 
situated with his family in Navasota, 





R. C. MILNES 





Texas, and is covering the southern 
half of ‘Texas, Louisiana, Mississippi and 
parts of Alabama and Florida. 

Before the war, Dick was the Com- 
munity representative for the Illinois, 
Indiana and Kentucky territory and 
later covered most of New England out 
of Boston. During the war he entered 
the Navy as an ensign, his last tour of 
duty being in the Pacific where he saw 
action in the Leyte landing, the Lin- 

ayan Gulf assault, Iwo Jima, and 
kinawa. He finished the war with the 
rank of Lieutenant, (S G) and many 
battle-starred ribbons. 





Forstner Warns Trade Against 
Infringement of Its Patents 


Forstner Chain Corporation has al- 
ready given notice of intended legal ac- 
tion against one manufacturer who, it 
is claimed, has infringed Patent No. 
2,824,241, which is owned by Forstner 
and covers a distinctive construction of 
Checkerboard Mesh. Forstner further 
advises that similar action will be taken 
against any and all other infringements 
of the above patent. 
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Sculptured Display 
For ''Trio-ette" Compacts 





Large size composition hands naturally 
poised and holding a compact as if in 
the act of applying make-up form this 
new counter display for “Trio-ette” com- 
pacts manufactured by The House of 
Platé, Detroit, Mich. The compact itself 
contains powder sifter and puff on one 
side, rouge on the other, and a matched 
lipstick in the handle. 

The display stands 12 inches high. The 
hands are flesh color with tinted nails 
and the lettering on the base is in gold. 
The fixture is now available to retailers 
through the sales division of the House 
of Platé. 


Parker Watch Dealers 
Approve Fair-Trading 


Letters and telegrams of commenda- 
tion and congratulation, from all parts 
of the country have poured in to the 
Parker Watch Co., in response to the 
announcement of a fair-trading policy 
for Parker watches, says A. I. Parker, 
president. 

Almost two-thirds of all the company’s 
dealers have already signed the fair 
trade agreement, Mr. Parker said—a 
highly enthusiastic response since there 
was no personal solicitation of these 
agreements—only a notice by mail. 





Henry Cohen Joins "Flex-Let’’ 


HENRY COHEN 





F. & V. Manufacturing Co., Ince., 
makers of “Flex-Let” expansion prod- 
ucts, announce that Henry I. Cohen 
joined their sales force in January and 
is traveling through the Middle Atlantic 
territory. Mr. Cohen has been travel- 
ing this territory for the past 18 years 
and is well known to most of the jewel- 
ers in that area. 








Unique Post-Card Barrage 
Promotes Parker "51" Pens 


The current post-card campaign of 
The Parker Pen Co. certainly must con- 
stitute some kind of a record. 

It consists of a set of 51 different post 
cards, boosting the Parker “51” one of 
which is being mailed out every day for 
51 consecutive: days to keep Parker 
dealers aware of the part that the “51” 
will play in their future business. 

It is doubtful if there has ever be- 
fore been such a continuous, intensive 
daily barrage for any product in any 
field, and unique as it may appear, the 
campaign was initiated during the period 
when Parker “51’s” are still scarce, its 
sole purpose being to keep dealers 
alerted of the future potentialities of 
this item. 

On the 52nd day, a broadside, re- 
producing all 51 post cards will be 
mailed out to the same list. 

The campaign was planned and de- 
signed by Parker’s advertising agency, 
the Simons-Michelson Co., Detroit. 


Hollis Introduces New 
Automatic, Windproof Lighter 










































Hollis 
Lighter 
















Hollis Co., Newark, N- J., has an- 
nounced a lighter that is claimed to be 
“sensationally new and radically dif- 
ferent.” The Hollis lighter features 
“feather-touch action” which is said to 
give the user gentle, finger-touch auto- 
matic lighting. The sides of the case 
shield the flame to provide the wind- 
proof feature, and the lighter is com- 
pact and light in weight. It retails at 
$6.00. 













A national advertising eampaign has 
been released, and will include both 
magazines and newspapers. Basic patents 
on the lighter have been applied for. 














Maker of Revellon Simulated Pearls 
Adds Cultured Pearls to Line 


Betty Strahl, 385 Fifth Ave, New 
York City, announces that she has just 
added to her line of Revellon simulated 
pearls a complete line of cultured pearls 
in single, double and triple strands, to- 
gether with an assortment of cultured 
pearl earrings in all sizes, mounted in 
14 karat gold, some of the designs also 
containing rubies and diamonds. The 
supplies of cultured pearls are now be- 
ing received from China. 
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Jacobson on World Buying Tour 


Herbert Jacobson, of Joseph H. 
Jacobson & Sons, Inc., diamond im- 
porters and diamond ring manufacturers 
of New York City, is speeding on a 
world-wide diamond buying tour in the 


HERBERT JACOBSON 





course of which he will visit Johannes- 
burg, Palestine, London, Paris, Rotter- 
dam and Antwerp. 

Traveling by Constellation, Mr. Jacob- 
son will study foreign diamond market- 
ing conditions and will establish new 
diamond affiliations with a view to en- 
larging the diamond resources for his 
firm. 

While abroad, he also plans to send 
home for publication in the trade a first- 
hand, post war report on world diamond 
marketing and diamond cutting. 





Elgin Advertises Re-appearance 
Of Its Watches on Retail Shelves 


The Elgin National Watch Co. has 
prepared an extensive advertising cam- 
paign to herald the return of Elgin 
watches to retail jewelry stores, says 
Gordon Howard, advertising manager. 

The first four-color ad Elgin has 
scheduled since 1942, featuring a paint- 
ing of a girl graduate by Gladys Rock- 
more Davis, contemporary American 
artist, appeared in the rotogravure sec- 
tions of Sunday papers on March 17 
in 21 cities, and the same ad will be 
repeated in the April and May issues 
of seven of the leading national maga- 
zines. 

In addition to the publication adver- 
tising, 24-sheet posters-will be displayed 
on the billboards of principal cities, and 
jewelers will be supplied with a portfolio 
of special sales promotional aids to tie 
in with the national advertising. 





Strome Opens Chicago Office 


The Strome Mfg. Co., New York, mak- 
ers of “Skilcraft Jewels,” announce the 
opening of a Chicago office at 29 East 
Madison St., under the personal super- 
vision of Irving J. Seltz who has had 
many years of experience in the jewelry 
industry. 

Mr. Seltz whose home is in Chicago, 
served in the United States Army for 
four years and ten months with the rank 
of Captain in the Corps of Engineers, 
and was honorably discharged in Decem- 
ber, 1945. 

He will call on jobbers in Chicago, 
St. Louis, Kansas City, Milwaukee, St. 
Paul, Minneapolis and Cincinnati. 





Associated Manufacturers, formerly 
located at 87 Weybosset St., Providence, 
R. I., announces the occupation of new 
and larger general offices and factory 
space at 1 Sabin St., Providence. 
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New Watch Cleaning Solution 


A new watch cleaning solution— 
“L & R Extra Fine” has been placed 
on the market by L & R Mfg. Co, 
Arlington, N. J., who believe it will be 
eagerly welcomed by watchmakers be- 
cause of the rapid action, long life, and 
thorough cleaning qualities, which it is 


-Cluimed to possess. 


It is a non-fouaming and waterless com- 
bination of chemicals only recently made 
available, and is stated to have been 
intensively laboratory tested and checked 
in the field with watchmakers of recog- 
nized ability. 

The new “Extra Fine” cleaning solu- 
tion should be used, the manufacturers 
say, with L & R No. 3 watch rinsing 
solution as this cleaner is completely 
soluble in that rinse which is also suffi- 
ciently volatile to permit fast drying 
on the parts when they have been re- 
moved from the rinse. 

“Extra Fine” is packed in glass gal- 
lons only and is now available from 
watch material jobbers. 





New Chicago Office 
For Wilberg Jewelers 


New and more spacious headquarters 
for the Chicago offices of the Wilberg 
Jewelry Corp. were opened at 55 Wash- 
ington St., on April 15, announces Louis 
H. Geier, head of the Chicago branch. 
Headquarters for all Wilberg activities 
in the Middle-West, the Chicago office 
now requires more working space than 
was provided in the old location at 5 
South Wabash Ave., this move marking 
the third time in two years that Wilberg 
has enlarged its quarters. 

The firm now handles Southern busi- 
ness through its Miami office, the Mid- 
west and West from Chicago, and the 
rest of the country from New York. 





Reunion of the Rivkins 





A “firm” foundation by Morris Rivkin 
started things off . . . and now his 
youngest son, Bernard Rivkin, just re- 
turned from over three years with the 
Armed Forces, has rounded out the 
family circle of four that constitutes 
the firm of Morris’ Rivkin & Sons. Mr. 
Rivkin’s other two sons, Philip and Sam- 
uel, also recently became members of the 
organization. 

Each of the three boys will be in 
charge of a specific territory, in which 
he will represent the line of “Loupe- 
tested” Love Bird diamond rings. 

The Rivkin sons are following in the 
family tradition, for their father has 
spent all his life in the jewelry industry, 
where he has been a well-known figure 
for many years. 

In the photograph from left to right 
are Philip, Morris, Bernard and Samuel. 








They Look Happy About It 





This merry looking foursome was pho- 
tographed immediately following the 
premier broadcast on March 17, of the 
new Cliff Edwards show for the Harvel 
Watch Co. The show is broadcast from 
coast-to-coast over the facilities of the 
American Broadcasting Co., originating 
in New York on WJZ, every Sunday at 
1 P. M. (E.S.T.) Left to right are 
Charles K. Palmer, of ABC, Cliff Ea- 
wards, Henry H. Harteveldt, President 
of Harvel Watch Co. A. W. Lewin, 
President of the advertising agency. 





Veterans from Armed Forces 
Re-join National Silver Co. 


The National Silver Co., announces 
the return to its Los Angeles branch 
of five of the firm’s employees who have 
been honorably discharged from the 
armed forces. 

Resuming their affiliation with the 
company are: Bill Stein, newly-appoint- 
ed Assistant Sales Promotion Manager, 
who was with National Silver for two 
years prior to his military service; Bud- 
dy Shields, now an executive in the 
merchandising division, who has had 
three years pre-war service with the 
company; Jim Berry, who becomes a de- 
partment manager following his three 
previous years with National Silver; Leo 
Epstein, also a department manager 
after six years with the firm; and George 
Friedman, who rounds out 12 years with 
the firm with a new appointment as 
Northwestern representatives. 





Simmons Appoints New 
Western Sales Representative 


RICHARD W. MOORE 





R. F. Simmons Co., announces the 
appointment of Richard W. Moore as 
Western representative with headquar- 
ters for the time being at the main 
office and factory at Attleboro, Mass. 

Reconversion difficulties from Sim- 
mons’ all-out war work are still hamper- 
ing production and shipments of goods 
continue to be slow because of the labor 
and material situation, the company says; 
but some increase in deliveries is ho 
for in the reasonably near future. 
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U. S. Luggage & Leather Products 
Offers Dictionary of Leather Terms 


conjunction with the Tanners Coun- 
Ps Aenasien, the U. S. Luggage & 
Leather Products Co., 29 West 84th St., 
ew York, makers of “Loyal” guaran- 
teed bill-folds, are offering without 
charge to dealers, a 24-page book called 
“Dictionary of Leather Terminology. A 
considerable amount of informatiun for 
the luggage and leather goods buyer is 
contained therein, such as terms gen- 
erally used in the leather industry, 
classification of leather groups, diagrams 
showing methods of splitting hides. Only 
a limited amount of books are available, 
and it will be a case of first come, first 


served, 





Jordan L. Mott Named As 
Manning, Bowman Sales Mgr. 


P. G. Hartnett, General Manager of 
Manning, Bowman & Co., manufacturers 
of electrical appliances, announces the 
appointment as General Sales Manager 


JORDAN L. MOTT 





of Jordan L. Mott, who was recently 
released to inactive duty as a Lieutenant 
Commander in the U. S. Naval Reserve, 
after completing three years of active 
service as an Air Combat Intelligence 
Officer in the American and Pacific 
Theatres. 

Mr. Mott has a wide background in 
sales management and merchandising of 
nationally known consumer products, his 
experience having extended through ad- 
vertising, research and marketing of a 
diversified range of goods, to corporate 
and sales management. He will make 
his office at the fuctory in Meriden, Conn. 





Longines Times Ski Championships 


Exposed to freezing weather for 312 
hours, eight Longincs Olympic Timers, 
official timepieces for the 1946 Dart- 
mouth Winter Carnival, performed with 
such accuracy that the variation amongst 
the starters’ and timers’ watches was 
never greater than one-tenth of a sec- 
ond. 

In skiing, as in most sports, split-sec- 
ond timing is essential to the success 
of the competition; and how much these 
sturdy and dependable Olympic Timers 
—originally created by Longines espe- 
cially for the 12th Olympics—contributed 
to this meet is best expressed by the 
Director of the Dartmouth Outing Club 
who wrote: “. . . never before in the 
history of winter sports competition 
here at Dartmouth has such accurate 
timing been possible.” 

The Dartmouth meet and the National 
Downhill-Slalom championships were 
among the outstanding contests of the 
winter sports season officially timed by 
Longines. 
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It's Now The Croton Watch Co. 


Horowitz & Son, Inc., manufacturers 
and distributors since 1878 of Croton 
Aquamatic, Aquamedico, Resistal and 
Sussex watches, announce that effective 
April 1, the firm will be known as The 
Croton Watch Co., Inc. There will be 
no change in policy or in executive per- 
sonnel. Office and salesrooms will also 
continue at the same address—48 West 
48th St., New York City. 





No Price Increases Planned 
On International's Plated Lines 


Because there has been so much talk 
recently about the probability of price 
increases on plated flatware, Interna- 
tional Silver Co. has issued a formal 
notice to its dealers stating its policy 
on this question in order that its retail- 
ers may know exactly where they stand. 

No price changes whatever are con- 
templated at present, the announcement 
says, on either the 1847 Rogers Bros., 
Wm. Rogers & Son or the Holmes & 
Edwards lines. However, it is also ex- 
plained that if the price of silver is 
raised by government action, this will 
enforce an increase in prices to cover the 
silver differential. 





100 Ad Mats for Gruen Jewelers 


A comprehensive series of 100 differ- 
ent ad mats for spring and summer pro- 
motions has just been distributed to 
dealers by the Gruen Watch Co., Ber- 
nard M. Kliman, Advertising Manager, 


reports. 
Included in .the book of ad helps is 
complete information about Gruen’s 


national magazine and radio atvertising, 
its new line of advertising clocks and 
the patented “World Time-Teller.” 


Keepsake Sales Representative 
Travels in Own Airplane 





Harry Braunsdorf, sales representa- 
tive for “Keepsake” diamond rings, for 
Tennessee, Alabama and Mississippi, 
finds the airways familiar highways. 

In tune with the speed of modern 
times, Mr. Braunsdorf has his own pri- 
vate plane which he uses to cover his 
wide-spread territory, thereby saving 
many precious hours and stretching his 
productive time. 

Enthusiastic about private air travel, 
Mr. Braunsdorf plans to buy a new four- 
seated Stinson Voyager as scon as he 
can obtain it. 





New Plastic Watch Band 
Guaranteed Not to Irritate 


Following the recent introduction of 
their Nuplex plastic watch strap, offi- 
cials of Improved Products Mfg. Co., 21 
Audubon Ave., New York, are announc- 
ing that the new product is uncondi- 
tionally guaranteed against any defects 
and also against the existence of any 
skin irritating characteristics. This 
guarantee is offered, they say, so that 
“the retail customer may appreciate the 
value offered by the jewelry store in 
which they trade.” 





Current J-B Ads Winning Acclaim 


Jacoby-Bender’s current series of ad- 
vertisements in jewelry trade publica- 
tions on “Why it pays to be brand- 
conscious” has been attracting wide- 
spread acclaim, the company reports, 
and many requests have been received 
from newspapers and local jewelers to 
reproduce one or more of the ads. The 
campaign is prepared by the A. W. 
Lewin Co., New York, Jacoby-Bender’s 
advertising agency. 





New Pocket Size Dry Shaver 


A new dry shave razor that fits in 
the vest pocket is scheduled to appear 
on the market in a few weeks, accord- 
ing to an announcement just received 
from its manufacturers, the Ward 
Machine Co., Inc. 

Named the “Vestpok,” it is as small 
as a match folder, though slightly 
thicker, its small size enabling the owner 
to have it always in his pocket, and so 
get a clean shave anytime, anywhere, 

Vestpok is equipped with a revolving 
cylinder, perforated to allow a keen, 
wedge-honed, tempered steel blade to 
get at the beard. The cylinder is rolled 
back and forth over the face, both with 
and against the beard. Cleaning is a 
simple matter as it may be done by tap- 
ping the razor against a hard surface or 
by using an ordinary pipe cleaner in 
the end openings of the cylinder. 

Distribution of this new, vest pocket 
razor will, at first, be confined to the 
better class men’s furnishings shops, 
department stores and jewelers. 


Schwob Changes Firm Style 


L. A. Schwob, 22 West 48th St., New 
York, announces that effective March 13, 
1946, the firm name of L. A. Schwob has 
been changed to Schwob Watch Co. The 
change is one of name only, operation, 
policy and location continuing the same 
as heretofore. 


L & R Advertising Manager 
Forms Own Advertising Agency 


On March 1, 1946, Martin Steinhardt, 
former Advertising and Sales Promotion 
Manager of the L & R Manufacturing 
Co., Arlington, N. J., left that company 
to take up duties as President of Art- 
Copy Associates, advertising agency, in 
Newark, N. J. 

Mr. Steinhardt will continue to be 
closely associated with L & R Manufac- 
turing Co., handling their trade and na- 
tional advertising and sales promotion 
in his new offices, located at 11 Hill St. 
in downtown Newark. 

Prior to joining L & R in 1940, Mr. 
Steinhardt spent five years as Asst. 
Advertising Manager for Ronson. 
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COMPROMISE 


THE LONG DRAWN ouT—and sometimes acrimonious— 
debate between American watch manufacturers and im- 
porters of Swiss watches on the question of placing a 
limit on imports has finally been ended, with the an- 
nouncement on April 22 by the U. S. State Department 
(page 383 of this issue) of the agreement that has been 
reached with the Swiss government. 

Probably, like most compromises, its terms will satisfy 
no one. The American manufacturers will undoubtedly 
feel that the limitation is too high. On the other hand, 
the importers will presumably be opposed to the idea of 
placing any limit whatever on imports. 

It is the opinion of Tue Jewerers’ Crrcurar-Key- 
STONE that both of them are arguing on a purely hypo- 
thetical supposition. It seems to have been assumed 
that without a limitation of some kind, imports into the 
United States would continue on the same, or perhaps 
an even higher level than last year. Frankly, we doubt it. 

It is the belief of this paper—and we may be wrong— 
that quota or no quota, we’re going to have a good many 
fewer Swiss watches brought into the United States 
from now on than we have had in the past. 

Figure it out. During the war Swiss factories had 
practically no other place to dispose of their output 
except in the Western Hemisphere. Today, Great Brit- 
ain, which forbade all watch imports during the war, 
South Africa, Asia, Australia and most of Europe are 
all clamoring for watches, and the Swiss are certainly 
going to make every effort to re-establish themselves in 
those markets. 

There are only two ways in which they can supply 
these demands. One is to step up their production sub- 
stantially—a solution which seems decidedly unlikely in 
view of the fact that they have already been working to 
full capacity in recent years, and neither additional labor 
nor additional facilities are available. The second alter- 
native is to ship to some of these other countries part of 
the output which during the war they were sending to 
America. This means a reduction of shipments to this 
country by just that amount. 

In short, although the American watch companies may 
not have obtained quite as favorable a solution as they 
desired, neither do they seem likely to be threatened with 
an overwhelming flood of merchandise which will drive 
their products from the scene. 


SILVER LINING 


SPEAKING oF compromises, the trade’s prospects for 
obtaining a supply of silver begin to look somewhat 
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brighter. As reported elsewhere in this issue, a tenta- 
tive proposal has been worked out with a committee i 
the Senate under which the Treasury would continue “i 
sell its surplus silver for industrial use, as provided jj 
the Green Bill, although at a price of 90.3 cents per 
ounce instead of the 71.11 cents heretofore in effect, 
Naturally, the prospect of having to pay a higher 
price is not too pleasant, but if it is a choice between 
either paying a moderate increase, or of getting no silver 
at all, as has been the case in recent months, we believe 
that the vote would be unanimously in favor of the first 
alternative. ; 
Moreover, the price of 90.3 cents is probably not far” 
from what the figure would be today under the law of 
supply and demand in an open and unrestricted world 
market, and we might as well be realistic about it and” 
face that fact. ' 
Of course it is not yet certain that the proposed com- ; 
promise will be enacted, but it seems to have an excellent © 
chance. In any event, the Silver Users Committee hag ~ 
done a splendid job in helping to work out a practical 
solution, and deserves the thanks of the entire jewelry 7 
and silverware trade from metal refiner to retail jeweler. ~ 
When the measure comes up for consideration on the ~ 
floor, let your Congressman and Senator know that you © 
are for it. 7 


A TIMELY WARNING 


Here’s a MEssaGe of timely warning from the Jewel- 7 
ers Vigilance Committee, that should be heeded by every © 
retail jeweler. | 


“A number of instances,” says the memorandum, have ~ 
been brought to the notice of the Vigilance Committee, ~ 
which, after investigation, suggest that under present 
circumstances extra caution in the purchase of merchan- 
dise is necessary from a quality and value standpoint. 

“Many concerns are advertising through various me- 
dia, including circular mailings, offering diamonds using 
exaggerated descriptions of quality and, in some cases, 
quoting prices far below market value for such stones — 
if they were of the quality stated. Hence, more than ~ 
ever, it is important to be certain that merchandise © 
received is of the same quality as represented.” 

Tue Jewerers’ Circurar-Keystone heartily seconds — 
the recommendation. 
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